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Resumo 

 

Durante 6 meses o Grupo Almedina, nome reconhecido no mercado editorial nacional, 

foi a entidade acolhedora do estágio curricular realizado para a elaboração do presente relatório 

no âmbito da obtenção do grau de mestre em Gestão de Indústrias Criativas.  

O presenta trabalho descreve o trabalho realizado está inserido na reestruturação de 

marketing e comunicação e consiste na análise das várias redes sociais do grupo e posterior 

comparação com as concorrentes editorias nacionais e internacionais. O estágio finaliza com a 

apresentação de duas propostas distintas, a primeira acerca das redes sociais onde se inserem, 

a segunda remete para o conteúdo produzido.  

O relatório inicia-se com a revisão bibliográfica, no qual são abordados temas como o 

livro na era digital e a influencia das redes sociais no seu consumo, concluindo com um olhar 

sobre a perspetiva portuguesa. Após a explicação metodológica, segue-se a apresentação da 

entidade acolhedora, o resumo das atividades realizadas e os resultados obtidos das mesmas, o 

trabalho é completado com a apresentação das propostas finais e a reflexão geral do estágio.  

O principal objetivo é observar como o marketing digital pode beneficiar o mercado 

editorial tirando partido das comunidades literárias online existentes, considerando estas 

peculiaridades nas propostas apresentadas ao Grupo Almedina, a fim de garantir a eficácia das 

escolhas propostas para a estratégia. 

 

 

Palavras-Chave: Grupo Almedina; Indústria Editorial; Marketing Digital; Redes Sociais; 

Comunidades Online 
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Abstract 

 

For six months, the Almedina Group, a recognized name in the national publishing 

market, hosted the curricular internship carried out for this report as part of obtaining the 

master's degree in Creative Industries Management. 

This report describes the work done in the marketing and communication restructuring. 

It consists of analyzing the Group's various social networks and subsequent comparison with 

national and international publishing competitors. The internship ends with the presentation of 

two different proposals, the first related to the social networks they operate and the second about 

the content produced. 

The report opens with a literature review covering books in the digital age and the 

influence of social networks on their consumption, concluding with a look at the Portuguese 

perspective. It is followed by a methodological explanation, a presentation of the host 

organization, and a summary of the activities done with the results obtained explained. The 

work is completed by presenting the final proposals and a general reflection on the internship. 

The main objective is to observe how digital marketing can benefit the publishing 

market by taking advantage of existing online literary communities. These peculiarities will be 

considered in the proposals presented to the Almedina Group to guarantee the effectiveness of 

the choices proposed for the strategy. 

 

Keywords: Almedina Group; Publishing Industry; Digital Marketing; Social Networks; Online 

Communities  
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1 Introduction 

Social media has been a part of how younger generations communicate with each other, 

creating deep connections and ramifications inside various communities. One that has seen 

exponential growth is the book/readers community, primarily concentrated in places such as 

TikTok, Instagram, and YouTube (Bateman, 2022). 

These influencers are new actors in reshaping the traditional publishing industry, 

bringing new genres to the mainstream, and allowing authors to enter the industry in multiple 

ways, from single writers without money to self-publishing by untraditional methods.  

Permitting them to enter best-sellers lists, as they are now driven majorly by young readers 

(Jerasa & Boffone, 2021). 

While these effects were brought by social media and amplified during Covid-19, as 

people could not leave their houses, and thus recurring to other hobbies such as books, 

improving sales of physical and digital copies (Dincă & Dima, 2022). Publishing houses and 

bookstores did not approach a strong online presence right away. So even with the opportunity’s 

social media and influencers offer, “long-term success requires more than knowledge and 

actions, it is about creating and effectively communicating (…) to establish meaningful 

relationships with consumers” (Osadci-Baciu & Zbuchea, 2023, p. 145). Osadci-Baciu & 

Zbuchea (2023) also realize that challenges can occur in the use of social media strategies for 

small and medium groups as with limited resources the creation of promotional activities, 

product and online posts design and branding strategies are difficult to complete. 

The internship at Group Almedina, one of the most recognizable publishers and 

bookstores in Portugal still family-owned, goes hand in hand with this potential opportunity of 

better utilize social media strategies to help reach and connect with consumers. Currently, 

Group Almedina is restructuring their communication and marketing tactics to better connect 

with the younger audience while also maintaining the prestige and recognition in the academic 

field.  Hence, the main objective of the internship is to contribute to Group Almedina social 

media strategy development and communication by analyzing and evaluating how publishing 

marketing leverages online book communities.  

The report is structured into five main parts. Chapter 2, the literature review, provides 

an overview of the subject covered during the internship, with three main themes: Books and 

Publishing in the Digital Age, Influence of Social Media, and Portuguese Perspective. This is 

followed by Chapter 3, which explains the methodology adopted for the report. Chapter 4 

contextualizes the company where the internship takes place. Followed by Chapter 5 which 
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provides an overview of all the activities undertaken during the six months at Almedina and its 

results. Lastly, Chapter 6 concludes with essential questions regarding further study and 

reflections on the internship experience.  
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2 Literature Review 

 2.1 Books and Publishing in the Digital Age 

 Since the early signs of books as clay tablets until the first digital revolution, books have 

been defined as physical objects that are portable, collectible, and have a unique feature of 

storing knowledge (Kilgour, 1998). With the broad use of digital elements, the word “book” 

has gained an expansive definition, covering anything written that has been made public by 

printing and distribution. However, as its role evolves to formats such as eBooks1 and 

audiobooks that bring with it a new set of ideas regarding authorship, one must recognize, more 

than ever, that the definition of book is broadening and changing according to the changes of 

power in the publishing industry (Johnson, 2019).  

 This vagueness makes the definition of “book” appear like an umbrella term, preventing 

it from becoming relevant when inserted into the present technologies available to all of us 

(Johnson, 2019). That is why, in 2006, Cope and Philips went further to define book as “A book 

is no longer a physical thing. A book is what a book does” (Cope & Phillips, 2006, p. 7). 

According to them, a book only needs two things: a textual and communicative structure, and 

book function (Cope & Phillips, 2006, p. 7-8). 

 Two years later, Bob Stein, in 2008, brought a new element into the mix, with a book 

becoming a vessel for a community where readers and authors can dialogue; with this in mind, 

for him, the publishing industry becomes less about the physical and more the content (Stein, 

2008). 

 With this in mind, the redefinition of the book in the new social age we live in is 

essential, as it needs to become more open and receptive to digital changes and the 

subsequential writing material and content around it (Johnson, 2019). That is why the most 

aligned definition is “a book is any piece of framed content that has a basis in text or image, 

can be reproduced, and has an element of sociality, insomuch that it has the potential to be 

shared” (Johnson, 2019, p. 77). 

 Generally, traditional publishers have been the only entrance for writers have a chance 

to publish their books, but with the changes brought up by technological advances, more 

importantly, the launch of the first commercial e-reader by Amazon, the Kindle, activated 

unprecedented changes in the industry (Hviid, Izquierdo-Sanchez, & Jacques, 2019). 

 
1 The terminology is still ambiguous with “eBook” and “ebook”, both in use.  
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The most drastic one is the ability to share a digitalized version of the book; this led to 

a rise in the number of self-published authors, as this new format did not need the traditional 

support offered by big publishing groups and consequently allowed for reduced waiting times 

and lower prices to the readers (Hviid, Izquierdo-Sanchez, & Jacques, 2019). 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

In traditional publishing houses, the process for a book to reach the consumer is 

characterized as being lengthy, as multiple actors have to work together, from the editors to the 

publishing house and the marketing department to the retailers, in order for the book to be 

available in the closest bookstore or online (Figure 1), the same does not happen in self-

publishing, as the work is all done by the author, although, nowadays, they are relying more on 

agents, marketing agencies and distributors to help alleviate their work (Hviid, Izquierdo-

Sanchez, & Jacques, 2019).  

 Most self-published authors rely solely on ebook formats to be able to share their works 

with readers, and while Amazon dominates most of the market, Apple and Google soon 

followed and offered their consumer applications capable of selling not only book files as well 

as audiobooks; this not only gives more emphasis on this new reading configuration but also 

Figure 1 - Traditional Structure vs Self-Publishing 

Source [Hviid, M., Izquierdo-Sanchez, S., & Jacques, S. (2019). From Publishers to Self-Publishing: 
Disruptive Effects in the Book Industry. Internacional Journal of the Economics of Business, 355-
381.] 
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let’s these three brands become an even greater pressure for traditional publishing groups 

(Steiner, 2018). 

 While publishing a book with backing from a big house publisher offers various forms 

of security, from having the books in big retailers, like Barnes & Noble, and backing regarding 

piracy problems, a self-publishing author experiences more freedom and can decide every step 

of the process from the manuscript to the cover, and merchandise as they are the sole holders 

of the copyrights (Hviid, Izquierdo-Sanchez, & Jacques, 2019). 

Another opportunity given to authors through technological advances is the possibility of 

changing how books circulate, with the ability to share works for free with a community of like-

minded individuals; the most recognizable platform of this type is Wattpad, created in 2006 but 

popularized in 2011 with the rise of social media, and online communities (Pianzola, Rebora, 

& Lauer, 2020). 

An online community is, in its essence, a group gathering where everyone present enjoys and 

relates to a specific movie, TV show, book, book character, and more. In recent years, we have 

seen the arrival of a new word - "Fandom", which can be defined “as a community of people 

passionate about a particular subject or hobby” (Kilian, 2023, p. 4). 

 Wattpad allowed everyone to become writers, but its most interesting features are the 

creation of “Fanfics” - a new phenomenon amongst amateur writers where the story is from the 

reader’s perspective and the main protagonists are usually celebrities, movie and tv-shows 

characters, and the feedback system, where a collaboration between writers and readers 

provides comments that help the writer change and develop their story accordingly, this allows 

the authors to engage directly and gather data on what is popular in the reading community, 

achieving higher ratings and authenticity within the app and social media recognition (Bold, 

2018). 

 An example of success from both these features is Anna Todd, recognized as the most 

popular Wattpad author; of the eleven stories written, the one with the most traction is her 

romance, After, a One Direction fanfic, with Harry Styles as the main protagonist (Bold, 2018). 

The story, and following sequels after much online acclaim, were picked by Simon & Schuster 

for publishing, and a few years later, the movie rights were sold; this made a massive impact 

not only in the platform as they created their own publishing house and production studio, in 

order to gain exclusive rights for publishing, film, and tv of all Wattpad created stories, but also 

in the self-writers perception of pitching to traditional publishers understanding that social 

media may have an impact (Bold, 2018). 
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2.2 Influence of Social Media  

 Kayleigh Bateman (2022) highlights that social networks are increasing their influence in 

the publishing industry. These networks are transforming the way books are marketed and sold, 

with online communities playing a vital role in boosting sales and influencing the choice of 

books that publishers publish. In particular, online communities are ever more present in the 

new social media landscape than ever before, shaping how young people communicate and 

interact on social platforms (Asplund, Egeland, & Olin-Scheller, 2024).  

The sense of belonging and social acceptance is what draws them into these online 

worlds, enabling many with the opportunity to create an array of content related to their favorite 

topics, from fan art (visual pieces that include scenarios or characters of a specific media) to 

fanfiction (writing stories based on the world of the media and celebrities), cosplays (creation 

of clothes related to established characters and cartoons), and even events (like release parties, 

reading clubs, movie screenings, and more) (Kilian, 2023).  

This type of participatory culture, in its various degrees of creating, contributing, 

consuming, or even detaching from both positive and negative views (Dolan, Conduit, & Fahy, 

2016), is the reason young people spend much time on social media, and regarding books, 

especially on Instagram, TikTok, YouTube, and Goodreads (Asplund, Egeland, & Olin-Scheller, 

2024). 

TikTok, created by Chinese ByteDance, is currently one of the most used social media 

apps, with their short videos reaching, in some cases, millions of views; as for their primary 

audience, it is composed mainly of GenZ with ages between 16-24 years old (Rozaki, 2023). 

BookTok is currently one the most relevant communities on TikTok, with its hashtag #bookok 

amassing more than 34,6 million posts as of July 2024, as seen in figure 2 (TikTok, 2024).  

As for the content created, produced naturally and authentically, it mostly revolves 

around book recommendations, discussion of books and genres, as well as videos with book 

excerpts and the most popular, edits of character’s fan-casts; this consists of videos with the 

individual’s ideal casting of an actor/person to play the role of their favorite content character 

in a hypothetical movie or show, all this content can is seen as a celebration and enjoyment of 

reading treating it as leisure with whom they can share book thoughts (Rozaki, 2023).  

 

 



Internship Report 
Almedina Group – Tânia Pinto 

 18 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

When looking into the genre with the most content produced, Young Adults (YA) and 

contemporary romances are clear winners; this became a powerful tool for publishers, as they 

saw the books recommended by the content creators were having boosts in sales, they grabbed 

the opportunity with this newly gained relevancy for these genres and started to the utilize sales 

techniques as stickers with “As seen on TikTok” or “BookTok Sensation” on the covers, a great 

example of such techniques is Ali Hazelwood, that turned a fanfiction into a bestseller (Figure 

3) (Rozaki, 2023). 

In fact, while most of the books with the stickers got traditionally published because of 

the content created by the community, the authors themselves also contributed, as most started 

single-handedly and without any financial support, to promote their books in the same formats 

as the readers (Rozaki, 2023). By utilizing the algorithm and niche-specific hashtags, the 

authors can engage with the readers that most enjoy their genera and create their community, 

cultivating loyalty that later translates into sales and free promotion (Rozaki, 2023).  

Figure 2 - BookTok Hashtag 

Source [TikTok – Print screen by Tânia Pinto, July 
2024] 
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A great example of good use of participatory culture on TikTok is by author Alex Aster; 

what started as a simple video of a book idea transcended into a first print run of 200,000 copies, 

a first for a debut novel (Rozaki, 2023). Aster explained that her community was always 

involved in the decision process, from helping with the plot to choosing the cover; this led to a 

deep connection between her and the readers, as they feel like a piece of the book is also theirs 

from contributing with input (Rozaki, 2023).  

 Instagram is another platform where readers’ communities are present, with the biggest 

one inside the hashtag “bookstagram” and its related terms, all amassing millions of posts 

(Figure 4). This social network, while enabling users to produce videos, the base content of is 

photos. The book influencers on this platform are characterized by their aesthetic photos, where 

the book takes central place while several props are used in order to achieve the best look; the 

photos are generally accompanied by captions with book reviews, recommendations, or general 

topics of conversation revolving around books (Asplund, Egeland, & Olin-Scheller, 2024). 

Figure 3 - Ali Hazelwood Debut Novel with the "The TikTok Sensation!" Sticker 

Source [Tânia Pinto, 2023] 
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In a study conducted in 2022, Martens et al. found a strong relation between book 

content consumption and book buying, with many young people spending a great deal of money 

and attention in order to buy the best-looking covers and special editions (Martens, Balling, & 

Higgason, 2022). These acts of overconsumption show the importance given by the members 

of these communities to hold physical copies, with many reporting to stop borrowing books 

from libraries to buy them (Martens, Balling, & Higgason, 2022). 

Many attribute these changes to the Instagram book influencers, as they share what Dezuanni 

et al. (2022) classify as “shelfies”, consisting in the ostentation of massive book collections 

displayed usually in various formats (Figure 5) (Dezuanni, Reddan, Rutherford, & Schoonens, 

2022).   

Figure 4 - Bookstagram Hashtag 

Source [Instagram – Print screen by Tânia Pinto, July 
2024] 
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This type of post portrays a new reality of the “attention economy” where in order to be 

seen and accepted by the communities you enter, one must also have/buy the same products, in 

this case, the same books, so that they can also achieve this aesthetic and do not feel left out 

(Dezuanni, Reddan, Rutherford, & Schoonens, 2022). 

 Major publishing houses leverage this sentiment by implementing various marketing 

strategies, the most common being the release of unique edition books of their best-sellers. They 

also utilize authors for content creation and send out PR packages to popular accounts to build 

hype for new releases or extend the sales period of older books (Asplund, Egeland, & Olin-

Scheller, 2024).  

These marketing tactics, used on both TikTok and Instagram, show just how fragile the 

publishing market is on social media because not only can trends lose their virality, but books 

and authors can go from being the latest cool thing to becoming boring and forgotten rather 

quickly (Foster, 2023). 

 

 

Figure 5 - Post from Instagram (@ananascanread) 

Source [@ananascanread. (2023, May 17). “what this week I have at least 4 reviews that I would love to share with you all” 
[Screenshot] [Status update]. Instagram. https://www.instagram.com/p/CsWSQCUIcce/?img_index=1] 
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2.3 Portuguese Perspective 

 The Portuguese publishing industry, although at a much slower pace than in other 

countries and less documented, is also seeing the impacts of social media on book buying. The 

report released by GfK in cooperation with APEL (Portuguese Publishers and Booksellers 

Association) shows an increase of 5% in sales during 2023 when compared to last year, which 

is equivalent to 13,1 million books sold and almost 187,2 million euros (Lusa, 2024). Although 

this increase is lower when compared to 2022 (15%) and 2021 (16%), it still shows a growth 

tendency; Pedro Sobral, APEL’s president, commented that this drop takes into account the 

return to outdoor hobbies practiced before the pandemic, as well as the economic conditions 

faced in the country which do not allow for expenditures on books regularly, seen nowadays by 

many as a luxury (Lusa, 2024). 

 Sobral also acknowledges once more the work done by social media, particularly TikTok 

and Instagram, and the Portuguese book influencers, as the books promoted by these have the 

most sales nationally (Lusa, 2024). This social media phenomenon is slowly getting recognized 

by both publishers and newspapers, with Expresso and Público, giving relevance to book 

influencers with thousands of followers, as in the case of Mariana, known on Instagram as 

@chroniclesofmariana (Figure 6); she shares literary content for more than fifty-six  thousand 

followers daily, from book reviews to daily readings and upcoming book releases (Bastos, 

2023). Like Mariana, many more young readers are influencing what is published and sold in 

Portuguese bookstores, with many promoting books to the point of selling out, as Mariana once 

did (Bastos, 2023). Because of this, publishers are starting to bet on them to reach the younger 

age groups, who are more attached to social networks, creating a new dynamic between the 

reader, author, and publisher (Neves, 2023). 

Figure 6 - @chroniclesofmariana Instagram (@chroniclesofmariana) 

Source [Screenshot Instagram @chroniclesofmariana] 
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However, not all is positive, as the sale of books does not automatically translate into 

more reading, with Expresso reporting, with data from the survey carried out by the Gulbenkian 

Foundation and the Institute of Social Sciences of Lisbon, shows that in 2021, 61% of those 

surveyed had not read a printed book, and the percentage increases in digital ones (Expresso, 

2022). 

Social media, while bringing positive results to Portuguese publishers and the industry, 

also brings another issue: the rise of readers who prefer English books to Portuguese 

translations, covering almost 8% of the national sales share (Lusa, 2024). This trend is the result 

of several factors. Firstly, younger generations have a strong command of English and view 

most of their online content in English; additionally, many popular books are first release in 

English, making it difficult to wait for translations. Finally, the significant price difference 

between English and Portuguese versions of the same book is another contributing factor (Lusa, 

2024). 
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3 Methodology 

 The methodology employs a dual-method approach to ensure a comprehensive 

understanding of the subject matter. The methodology combines two approaches: the first 

embraces the literature review and the second builds upon direct observations gathered during 

internship. 

 Firstly, a literature review is conducted to interpret and summarize the report's subject. 

For this, using bibliographic research instruments is essential to obtain reliable information 

sources after the documents get categorized into primary and secondary sources (Baggio, Costa, 

& Blattmann, 2016). The citation database Scopus serves as the primary instrument for the 

search, directing to the repositories of each identified document. The search begins with general 

keywords such as “publishing industry,” “social media,” and “digital marketing,” followed by 

a more specific search using keywords like “bookstagram” and “booktok.” After collecting the 

data, a review of each article aids in identifying those best suited for the theme. The final section 

of the literary review focuses on the Portuguese perspective, with most documents sourced from 

online credible journals and online news articles such as Jornal de Notícias, Expresso, and 

Observador to prevent misinterpretation and misuse of data, on the basis that the sources of 

information correspond to the origin (Baggio, Costa, & Blattmann, 2016). The literature review 

aims to maintain impartiality but acknowledges that the Western perspective is inevitable due 

to the focus on the Portuguese and English publishing industries. 

  For the internship tasks, documenting the activities started with a logbook. However, 

since the tasks often persist over extended periods, sometimes weeks, a visual timeline (Table 

3) is implemented as a preferred alternative to the logbook. Regarding the activities, the first 

data collection employs a quantitative method by selecting metrics and gathering information 

from Swonkie and Meta Business Suite. This analysis aids in evaluating the performance 

achieved by the posts and determining whether it aligns with the expectations and goals set by 

the Almedina Group. 

 The second method entails a descriptive analysis of the competitors’ social media 

content to understand their distinguishing factors and to assist in formulating a similar proposal 

aligned with Almedina’s objectives; this involves a comprehensive observation and review of 

social media posts. 

 Regarding limitations, the most prominent one is the scarcity of studies and articles on 

the influence of social media in the publishing industry, with the most recent findings focusing 
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primarily on English-speaking publishing countries and released one to two months ago, 

showing again the novelty of this area of study. 
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4 Internship – Almedina Group 

 4.1  Company Profile 

 The Almedina Group is currently one of the most recognized publishing groups in 

Portugal, comprising a network of physical bookstores, four seals, an online store, an online 

legal database - BDJUR, and a Brazilian branch – Almedina Brazil (Grupo Almedina, 2023).  

The operations started in 1955 when Joaquim Machado opened the first bookstore at 

Arco de Almedina in Coimbra, its name inspired by the famous location. Due to the connection 

with the academic environment of the nearby University of Coimbra, Machado noticed the lack 

of textbook offers to the students, and shortly after, Almedina ventured into the publishing 

sector, focusing on releasing opinions and research from new authors, contributing to all areas 

of technical knowledge (Grupo Almedina, 2023).  

Throughout the years, the Group has expanded its network of bookstores, with most of 

the locations in the vicinity to academic clusters, starting in 1977 with the opening of the Lisbon 

store near Largo do Rato, followed in 1979 with Oporto, and in 2002 inside the campus of the 

University of Braga. The 2000s were a significant step for the business with the creation and 

opening of the online store – almedina.net, followed by the legal database BDJUR, an essential 

reference in the law landscape (Grupo Almedina, 2023). Currently, Almedina has 11 locations 

between Lisbon, Coimbra, Oporto, and Braga (Grupo Almedina, 2023). 

Regarding publishing, the first seal created was Edições Almedina, now the leader in 

legal publishing and a reference for Law students; it also publishes occasional works in the 

fields of medicine, education, and phycology (Grupo Almedina, 2023). After the recognition 

and to improve the catalog of technical knowledge, they acquired in 2005 and 2008 two seals, 

Edições 70 and Actual Editora, respectively, the first with a focus on the subjects of Social and 

Human Sciences, whereas the following in the areas of Economics, Management, and 

Marketing (Grupo Almedina, 2023). To deliver more comprehensive coverage to those in the 

fields mentioned above, Almedina also promotes various congresses via Almedina Congressos 

and training courses by AlmedinaMais in Law, Management, and Economics (Grupo Almedina, 

2023).  

In 2009, Almedina managed another expansion, this time aimed at general readers of all 

ages with the opening of the Minotauro seal, with its focus on literary fiction from both national 

and international authors, as well as children’s books (Grupo Almedina, 2023).  

Regarding the mission, Almedina aims to build a solid publishing group with values 

connected to promoting knowledge and culture (Recursos Humanos - Grupo Almedina, 2023). 
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It connects to their vision to aspire to be a reference and specialized source of knowledge 

and culture in the lusophone world (Recursos Humanos - Grupo Almedina, 2023). The values 

converge into four fundamental pillars: trust, promoting openness between all collaborators; 

ethics, integrity above all in daily conduct; innovation, constantly seeking new ideas and 

solutions inside the market to value the business; and progressive improvement, adopting 

attitudes that enable the professionals to exceed expectations and progressively do more 

efficiently (Recursos Humanos - Grupo Almedina, 2023). 

Almedina’s headquarters are in Coimbra, and while most of the staff works remotely 

from various parts of the country, they have two locations: one on the main street of the city for 

the Group’s operations and meetings and a warehouse to aid the online store and seals stock 

(Grupo Almedina, 2023). 

4.2  Internal Structure 

 Almedina Group is still characterized as a “family business,” with its CEO, Rita Pinto, 

being part of the third generation in command (School, 2023). Because of that, the company is 

substantially small, with four members on the executive board, each a fundamental piece in 

critical departments such as IT, Finance, and the Brazilian branch (Recursos Humanos - Grupo 

Almedina, 2023). As seen in the chart below, the structure distinguishes the various 

departments, starting with the CEO, then the executive committee, after IS&T, a business 

partner, and quality control. Then, it goes to the administrative and financial department and 

human resources. The marketing and communication department acts directly for the publishing 

and commercial departments. Finally, the Brazilian branch has a more minor department 

(Recursos Humanos - Grupo Almedina, 2023). 
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4.3 Marketing Department 

 The marketing and communication department is small and composed of four people; 

three of them oversee the various seals and the bookstore's online pages, as well as the various 

internal and external announcements and statements (Recursos Humanos - Grupo Almedina, 

2023). The last member is a graphic designer in charge of the web design of the Almedina 

website and the graphics for the social media posts (Recursos Humanos - Grupo Almedina, 

2023). 

 

Table 1 - Internal Sctruture Chart 

Source [Recursos Humanos - Grupo Almedina. (2023). Guia de Acolhimento e Integração. (1º).] 

 

Table 2 - Division of Social Media Channels Management 

Source [Recursos Humanos - Grupo Almedina. (2023). Guia de Acolhimento e Integração. (1º).] 
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5 Practical – Social Media Restructuring 

 5.1 Internship Plan and Timetable of Activities 

 The main objective of the internship was to support the Group in restructuring the digital 

marketing, focusing on the social media presence of their various seals, to present at the end 

two reports with conclusions and possible suggestions to apply to their accounts in the future.  

The activities with Almedina lasted 24 weeks, beginning on January 3rd and ending on 

July 3rd; during this time, all work was remotely using Microsoft Teams, with regular sessions 

with the marketing department and a weekly Friday meeting with a tutor at the company, to 

check on everything done and help with any questions. 

 The objectives of the internship are to carry out four main activities: 

1. Research and data collection  

2. Analysis of the data  

3. Delivery of reports 

4. Presentation of the results 

As depicted in the chart below (Table 3), four activities were carried out twice (Phase 1 

and 2), keeping in mind that from W1 to W18, the data focuses on the Groups on social media 

channels. In contrast, from W18 to W24, the data gathered belongs to their competitors in the 

market, both national and International. Both research and analysis end with a report and 

presentation of the results to the marketing team, as shown in weeks 18 and 24.  

Activity 1 allocated more time to gather information from both inside and outside the 

company, mostly from observing social media metrics and posts. 

Activity 2 dealt with the analysis of the data above, both quantitatively and qualitatively, 

to determine what is working and what is not regarding Almedina’s use of their social channels. 

Activity 3 combines activities 1 and 2 data to produce a simple report that gathers the 

most important conclusions.  

Activity 4 has two moments of conclusion, where the information on the reports was 

condensed and presented to the marketing team, followed by a discussion session on the 

outcome. 

The timetable (Table 3) also shows that Activity 5, while not central to the objectives, 

affects a whole week (W4) of the internship. It consists of three interviews with each separate 

marketing and communication employee as they divide the management of the social media 

channels amongst themselves. 
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5.2  Interviews 

 The interviews with the marketing and communication department staff provide an 

insider perspective of the current situation and digital marketing strategy while also providing 

insights into the challenges and future. All three interviews happened on week 4, as shown in 

Table 3, and lasted one and a half hours each, with the following questions: 

• What are the main objectives and goals (of each of the social media platforms they 

manage)? 

• Can you guide me through a planning process for developing a social media post? 

• Which social networks do the Almedina Group and its brands participate in, and do you 

think these platforms are sufficient? 

• How do you maintain brand consistency on the various digital platforms? 

• What tools do you use to manage digital marketing, and why? 

• What procedures are followed when designing and creating a post, from collaboration 

with other departments to creative design, copywriting, etc.? 

• Is there any regular monitoring of the engagement of each published post? What metrics 

are selected? 

• Is there a particularly successful post? Why? 

• How do you stay up to date with online trends, and how do you adapt? 

• Is customer feedback recognized? 

• What challenges do you currently face? Are there any aspects that need improvement? 

• Are there any strategic marketing changes planned for the future? And what are the 

long-term marketing goals? 

• Note that while this question guide was the base, some changes happened as the 

interviews naturally progressed. 

Table 3 - Timetable of Internship Activities 

Source [Tânia Pinto, 2024] 
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The first interviewee is Person 1 (Appendix A), who manages the Facebook and Instagram 

of Livrarias Almedina. During the conversation, she emphasized that for her, the main objective 

is enhancing the human element of the bookstores’ accounts by sharing fewer individual books 

and more focus on the overall bookstore experience and the recommendations of booksellers, 

as they are the ones speaking with buyers (“We are already improving it, but it is still an 

objective, which is to communicate more the bookstores”). She also highlighted a lack of proper 

metrics analysis and planning tools in the past but mentioned the ongoing team effort to improve 

this by the creation of a team publication map to help plan the posts, though it is not always 

strictly followed. Person 1 also expressed the potential and necessity of expansion into TikTok 

to reach a broader audience (“(…) TikTok, clearly for bookstores, I think would be a platform 

where we should be and where, sooner or later, we’ll have to go.”), acknowledging that the 

current platforms may not fully explore more marketing opportunities. She notices the absence 

of strict guidelines to maintain brand consistency across all social media networks (“I would 

say that there are no proper guidelines in question. They’re not defined, no. It’s a bit sensitive.”) 

and expressed a need to align contents better to ensure a unified brand voice and image all 

around (“it’s easy to identify that there are different types of publication and copy and that they 

are not always aligned. Therefore, we are talking here about strategic change…”). 

The second interview is with Person 2 (Appendix B). He manages Edições 70 and 

Minotauro’s Facebook and Instagram and Actual Linkedin. During the interview, Person 2 

emphasized that the primary objectives for him as social media management are driving sales 

and increasing the visibility and prestige of the Almedina brand (“The objectives do not vary 

much compared to the others, first sales, of course, and then visibility, prestige... but it is, above 

all, about sales and notoriety”). He also discussed the importance of understanding the distinct 

identities for each seal on social media and did audience-specific strategies and content tailored 

accordingly (“I am of the opinion, although there must be consistency, I believe on social 

networks, our seals, because they work for very different audiences, must have a unique 

identity.”). This is important when looking into Edições 70 and Minotauro; as Person 1 says, 

both have particular audiences that do not enjoy each other content (“But, for example, from a 

creative, pure and hard point of view, making animations and that, Minotauro lends itself to 

much more original content, more irreverent things than the 70s, because the audience of the 

70s is not what they want, we are talking about people with deep-rooted reading myths, people 

who read a lot, people who know and who think they know a lot.”). Regarding his planning 

process, it involves coordinating a lot with publishers to be able to highlight new releases (“It 

always begins with an articulation with the publisher and with the production, they are the ones 

who define the books that are going to be published, and then, when the books come out.”) (“I 
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do that articulation a lot with them. And it is mainly with them that I consult to understand 

exactly the type of book we have, the audience it is aimed at, the type of communication we 

can make.”). In this regard, he also admitted that although they do not do regular monitoring of 

the engagements and metrics, he looks for the intuitive signs, likes, and comments (“I know 

that there is a possibility I do something very intuitive, which is I see the comments and I see 

the likes. It's the most intuitive thing you can do, I don't have deep knowledge of analytics to 

understand exactly the real results.”). As for social media platforms, Person 2 believes 

expanding the presence of specific seals to additional platforms like TikTok and Twitter could 

help to cater to their respective audiences better (“I think Minotauro should have a TikTok by 

now. And I think that the Edições 70 should have a Twitter. For example, Minotauro should 

stop having Facebook and become TikTok, and Edições 70 should have Twitter”). 

The last interviewee is Person 3 (Appendix C), and she manages Edições Almedina's 

Facebook and the Linkedin for Grupo Almedina. As for the main goals of social media, for her, 

they are exposure and sales, intending to redirect all users to the Almedina website (“What we 

aim for in addition to publicizing our books, content, and therefore what our books represent, 

we also want people to be redirected to our bookstores. (..) for cross-promotion, where the book 

can be purchased, without ever saying buy it here.”). During the conversation, Person 3 focused 

on the challenges of managing multiple social media platforms with limited resources (“I would 

tell you I think we have too many networks. In the case of the legal profession, it is a struggle 

to keep Facebook of the Edições alive and many people consider it an inglorious struggle”). As 

for the planning process, as with Person 1 and Person 2, involves coordination with publishers 

and using a calendar to schedule posts (“I have a calendar for next month, which in this case is 

February, where I look, and look at this book, it comes out on February 1st, which is a Thursday, 

and it’s a really important book, and I even have a vacancy here on Thursday morning to say 

that this book came out, that's it, I'll put it on that calendar.”). She also stressed the importance 

of utilizing tools like Swonkie to manage the multiple social media accounts (“I think it's 

relatively easy to use and fast, there was a time when it was always going wrong, and I was 

constantly irritated because it failed a lot, but that's when we implemented that a year and a half 

or two ago. Now, lately, there haven't been any problems.”). However, as for metrics analysis, 

just like Person 2, Person 3 uses a more intuitive approach (“Hey, another 300 new followers 

this week, 1800 mentioned Almedina, these are numbers that I am aware are good numbers. 

But I don't do it regularly, I don't do it to do analysis, nothing like that. It's more of a look at 

how cute!”). As for the number of social networks the group has, Person 3 believes there are 

more than those needed (“I even think we have more than needed before we hadn't divided the 

Edições 70, Actual and Minotauro, everything was on bookstores Facebook and Instagram and 
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I don't know to what extent it didn't work better, but then these are my points of view.”). Person 

3 also notes the very drastic change of content she can produce when compared with Person 1 

and Person 2, as Law is a very niche subject and imagination cannot run wild (“Now there's no 

possibility of being extremely creative in legal posts unless we made fewer books and fewer 

posts, and we focused on a topic, for example, (…)”).  

Overall, all three interviews gave insights into how the social media accounts of Group 

Almedina are managed and a general view of the current state. Regarding objectives and goals, 

all interviewees agree that the fundamental goal of their social media channels is to drive sales, 

increase visibility, and enhance the brand prestige, with Person 1 focusing more on humanizing 

the bookstores socials, while Person 2 emphasis is on maintaining a unique identity for each 

seal, while still connecting them to the Group. Person 3 use of the Almedina website in the 

captions to drive sales and visibility and keep the readers updated shows their shared objective 

understanding. As for the platform presence, there is a consensus on the need to broaden it, with 

Person 1 and Person 2 identifying TikTok as a valuable yet underutilized platform. Person 2 

adds that, in his opinion some platforms could be closed in favor of new ones, as Minotauro 

shifting from Facebook to TikTok. Person 3 believes that there are excessive social media 

channels, and that better processes and resources must be allocated for expansion. The planning 

and management used to be non-existent, but it is improving, as all three mentioned, by creating 

a standard content map. This helps all three members to be aligned with each other.  

Lastly, for brand consistency, Person 1 noted the lack of alignment in the content, especially 

on the bookstore’s accounts; as each one publishes there, she sees that an improvement can be 

made in this area. As for Person 2 and Person 3, they support the need for consistency and 

regular post updates while advocating for the need to maintain unique identities and distinct 

brand voices from each seal across the different platforms.  

5.3  Data Gathering and Analysis 

  5.3.1 Data Gathering – Almedina Social Media 

Accounts/Content 

 The data gathering for Almedina’s social media accounts and content seeks to 

understand whether the current social networks fit in with their audience and if they are on the 

right platform. The division of tasks has three stages - Mapping, Metrics, and Excel - each 

essential to organize and understand the information. The first consists of two tasks: 

1. Mapping of all social media channels  

2. Selection of timeframe 



Internship Report 
Almedina Group – Tânia Pinto 

 34 

Firstly, Almedina’s tutor helped map all social media, as she already had the 

information. All accounts are on one or two of the following platforms: Facebook, Instagram, 

and LinkedIn. With this in mind, the graphic below (Table 4) improves visualization and 

understanding of the mapping. 

Secondly, the timeframe selection is influenced by several elements, including the 

company and the platforms on which the needed information is stored and retrieved. To notice, 

Almedina has three critical sales periods during the year: 

A. September – October: Beginning of 1º Semester of University Classes  

B. November – December: Christmas   

C. February – March: 2º Semester of University Classes 

With the internship starting in January, the last of these periods was Christmas, and since 

the season is known for spending and looking for presents, observing how Almedina’s social 

media accounts did during the holiday was considered necessary.  

So, at first, a three to four-month collection timestamp was decided, and here, the second 

problem arises. While the staff at the marketing department generally do not actively check the 

metrics, they have access to two programs that let them access them: 

• Meta Business Suite can be accessed by anyone with a Facebook business 

account and helps to manage all marketing and publicity activities both on 

Facebook and Instagram pages (Meta - Facebook, 2024). 

• Swonkie, a Portuguese company started in 2016, is currently one of the country’s 

most used social media management platforms. Similar to the one above, letting 

the user plan posts, check metrics, and follow pay advertisements (Swonkie, 

2024). 

Table 4 - Almedina Social Media Platforms 

Source [Tânia Pinto, 2024] 

 



Internship Report 
Almedina Group – Tânia Pinto 

 35 

If we look at the graphic above (Table 4), it is noticeable that we cannot obtain 

information from LinkedIn because it does not belong to the Meta Ecosystem. So Swonkie 

helps by providing this information and confirming the one received by the Business Suit. 

However, unlike Meta, Swonkie only kept data for a short time, and when trying to get it, it 

only allowed retrieval until the middle of October.  

Meta allows the retrieval of metric information for extended periods. However, the 

system is not 100% perfect, and much data does not show up, especially regarding video 

material such as reels, stories, and long videos (both Facebook and Instagram). 

Lastly, time also had an impact. The internship lasted 24 weeks, and the timeframe 

needed to accommodate the data gathering and all the other activities still needed. For this 

reason, the decided final timeframe is November - December 2023. 

Following the next stage, the metrics considered are the ones each platform provides 

and the overall performance of each post (likes, shares, comments). Because Facebook, 

Instagram, and LinkedIn are all different platforms, the metrics are adapted to each, as seen 

below. 

Table 5 - Instagram and Instagram Stories Metrics 

Source [Tânia Pinto, 2024] 
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The final stage of the data gathering involves arranging all the information in the proper 

order. For that, creating an Excel file according to the above metrics was fundamental (Tables 

5 and 6). 

The file (Appendix D) comprises six sheets, one for each seal, plus the Group’s 

LinkedIn. All data is divided by month (November-December) and followed by their respective 

platforms (Facebook et al.). Then, apart from the metrics (Tables 5 and 6), each content is 

divided by media (image, image – carousel, reel, video, et al.). After the type of post is also 

identified, in this case, some of the expressions used are book promotion, thematic book 

promotion (the promotion follows a theme like world war, economics, the release of a TV 

show/movie), events, interviews, book sales, promotions of congresses, training courses or 

bookstores.  

5.3.2 Analysis 

 A quantitative and qualitative analysis followed the gathering of all the information in 

Excel. The quantitative one focuses on counting the number of posts and how many 

corresponded to a specific section, like book promotion or events, interviews, and book sales. 

With this, we can understand which typology is most often used. From there, it uses the 

following equation to determine which posts gave/have the best results in terms of metrics. 

Table 6 - Facebook and Linkedin Metrics 

Source [Tânia Pinto, 2024] 
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The results were then compiled into an Excel file (Appendix E). From the metrics 

selected, the ones with the most impact, in this case, are likes, saved items (posts saved for later 

reference), reach, and impressions, which were the ones with the most visible results in terms 

of numbers. 

The qualitative analysis was done naturally in conjunction with observing each post 

cataloged. The main aspects viewed relate to the design of the photos/videos, such as how 

appealing they are and how they fit in with the seal and the overall group identity. The 

copywriting is inspected to determine how well it relates to the age demographic of each seal. 

 As for promotions, sales, and events, not only was the design observed, but also the 

repetition of posts and the date of creation, considering the view of a commercial campaign. 

5.3.3 Results 

 The results were given to Almedina in a report that compiled all the observations drawn 

from the analysis in bullet points for easier understanding. Some of the general conclusions 

Figure 7 - Metrics Equation 

Source [Tânia Pinto, 2024] 

Table 7 - Table Preview of the Analysis Excel (Appendix E) 

Source [Tânia Pinto, 2024] 
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drawn are the overall lack of content posted during December, considering the primary purpose 

of the holiday is to captivate the consumer to buy the products offered. The posts on all social 

media of each seal, plus the Group, are the same. They do not have a distinct differentiative 

factor among the different platforms and use a “same for all” approach.  

Starting with Livrarias Almedina, by observing the graphic below (Table 8), it is 

perceptible that the number of posts is similar on each platform; this is because Swonkie, as 

from the information gotten from the interviews, allows them to schedule and release posts at 

the same data and time for both Facebook and Instagram. 

Concerning the results of the analysis, Instagram is the platform with the most 

engagement and interactions, with a notable difference in the number of likes for identical posts 

compared with Facebook. At the level of typology, thematic promotions and bookstore posts 

have better metrics regarding likes, comments, and reach. From these posts, some of the most 

engaging ones include the opening of the Porto pop-up and some of the thematic promotion 

posts from Edições 70, as seen below. 

 

 

 

 

 

Table 8 - Number of Posts for Livrarias Almedina Instagram and Facebook 

Source [Tânia Pinto, 2024] 
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Figure 9 - Post from Livrarias Almedina Facebook 

Source [Almedina. (2023, November 7). Já abriu a 
Livraria Almedina Península Boutique Center 
(Porto) [Screenshot] [Status update]. Facebook. 
https://www.facebook.com/share/p/WNpqUH22fK1X
2JQu/] 

 

Figure 8 - Post from Livrarias Almedina Instagram 

Source [Almedina [@livrariasalmedina]. (2023, November 30). O biopic de Napoleão é um dos filmes mais vistos por esta 
altura em Portugal e em grande parte do mundo ocidental. [Screenshot] [Status update]. Instagram. 
https://www.instagram.com/p/C0RB4FFo2-X/?img_index=1] 

 

 

https://www.instagram.com/p/C0RB4FFo2-X/?img_index=1
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On the other hand, focusing on the seal’s posts, the ones from Actual and Edições 

Almedina have the worst results. The video (Reels) format on Instagram is very well received 

by the public, especially the ones where Almedina booksellers appear. 

 Looking at sales and having in mind the months of data gathering, the posts announcing 

sales and special discounts have very high metrics for “saved posts” (Instagram) and “clicks on 

page” (Facebook). This shows that many people examine and research on the web for their gifts 

and that promotions may influence them before making a final decision. In this aspect, it has 

been noticed that many posts lack a direct link to the Almedina.net website, particularly on 

Facebook, which can result in the loss of potential clients. In this regard, the CTAs2 are formal, 

and improving the copywriting could help improve the connection to the audience. 

Moving onto Minotauro (Table 9), compared to Livrarias Almedina, the smaller number 

of posts on both platforms is noticeable. Furthermore, the metrics show that the social network 

with the most engagement is Instagram, while Facebook has a very minimal percentage (the 

page has no interactions); this comes as no surprise as Minotauro caters to a younger audience. 

As for the best-performing posts, they are the thematic promotion of books and the 

standard book promotion. The most saved posts are also the ones with theme recommendations; 

this could indicate that readers might be more likely to revisit this typology. In the last one, it 

is worth noticing that the most popular posts are from international seal authors like V. E. 

Schwab and Madeline Miller. They are the ones able to gather more significant results than the 

rest, as shown below.  

 
2 Call to Action is a speech, piece of writing, or act that encourages people to take action about a problem (© Cambridge 
University Press, 2024). 

Table 9 - Number of Posts for Minotauro Instagram and Facebook 

Source [Tânia Pinto, 2024] 
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The designs of the posts and the CTA’s are formal, just like the rest, which might result 

in incompatibilities for the target audience as it does not resonate with them and their 

preferences. As for the events and sales, the posts are minimal, so their reach cannot be analyzed 

precisely.  

 

Figure 10 - Post from Minotauro Instagram 

Source [Minotauro [@minotauro_editora]. (2023, November 10). Novidade Vencedor do Goodreads Choice 
Awards – Melhor Livro de Ficção Cinetífica [Screenshot] [Status update]. Instagram. 
https://www.instagram.com/p/CzeENwwIBsQ/] 

Table 10 - Number of Posts for Edições 70 Instagram and Facebook 

Source [Tânia Pinto, 2024] 
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Edições 70 (Table 10) has a similar situation as Minotauro, with more Instagram 

engagement than Facebook, as seen in the images below. As for the best-performing posts, the 

themed recommendations always have high metrics. In this type, posts related to memorable 

and global historical dates like the French Revolution, April 25th, and TV shows and movies 

associated tend to do better than the norm. The sales and events did not gather enough metrics 

in both platforms to bring significant results to the results.  

 

 

 

 

 

 

 

 

 

Figure 11 - Post from Edições 70 Instagram 

Source [Edições 70 [@edições_70]. (2023, December 14). Ao longo dos séculos, o homem tem-se dividido quanto à forma como 
a política deve enformar a sua vida [Screenshot] [Status update]. Instagram. 
https://www.instagram.com/p/C01L2tMozdD/?img_index=1] 
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As for Edições Almedina (Table 11), noticeable the rise in book promotion posts, in general, all 

of them receive around 5-10 likes, with exceptions for book releases relevant to the Portuguese 

law scene (Figure 13). This is an important aspect to keep in mind for future schedules. As for 

theme posts, they decrease substantially when compared with the above, and that relates to the 

low engagement they produce.  

 The events also grew in publications, and they produced some reach. However, one 

thing noticed is the lack of advertisement done prior, with most of the posts published with a 

very short notice period, 2-3 days before the event. BDJUR, their online legal database, has a 

Figure 12 - Post from Edições 70 Facebook 

Source [Edições 70. (2023, December 14). Ao longo dos séculos, o homem 
tem-se dividido quanto à forma como a política deve enformar a sua vida 
[Screenshot] [Status update]. Facebook. 
https://www.facebook.com/share/p/GWhALxUZGh6AxqRc/] 
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mandatory weekly post, and their results are small to analyze. The same situation happens with 

AlmedinaMais and Almedina Observatorio; both metrics are little and become irrelevant during 

the analysis. 

 

 

 

 

 

 

 

 

 

 

 

 

 

 

Table 11 - Number of Posts for Edições Almedina Facebook 

Source [Tânia Pinto, 2024] 
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Continue to Actual (Table 12), the central aspect to notice is that this is the only account 

not created from scratch and was recycled from a previous project from Group Almedina. 

Overall, the account has the least publications and the lowest engagement rates. This makes it 

harder to analyze from a quantitative view; on the other hand, it gives valuable insights into the 

future content and platform for Actual. 

 

 

 

Figure 13 - Post from Edições Almedina Facebook 

Source [Edições 70. (2023, November 14). Este livro constitui uma 
introdução histórica ao Direito, atenta às grandes correntes europeias 
e às novas tendências da investigação [Screenshot] [Status update]. 
Facebook. https://www.facebook.com/share/p/sMZSnAuFjknynFn7/] 
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Table 12 - Number of Posts from Actual Linkedin 

Source [Tânia Pinto, 2024] 

Figure 14 - Post from Actual Linkedin 

Source [Actual. (2023, November 7). A Economia saiu à Rua! [Screenshot] 
[Status update]. Linkedin. https://www.linkedin.com/posts/actualeditora_a-
economia-saiu-%C3%A0-rua-nas-livrarias-activity-7122962569618685952-
w9Gt?utm_source=share&utm_medium=member_desktop] 



Internship Report 
Almedina Group – Tânia Pinto 

 47 

Lastly, Grupo Almedina’s LinkedIn (Table 13) overall has a reasonable engagement rate, 

especially compared to the other LinkedIn account. From Appendix E, we can verify that both 

the thematic book and book promotion have a positive average of likes, with some posts 

amassing almost a hundred likes (Figure 15). Like the Edições Almedina Facebook, the 

publications related to BDJUR, AlmedinaMais, and Almedina Obervatório have the lowest 

numbers. 

One issue with this social media account is the lack of promotion of the various seals. 

With the publications from Edições Almedina being the most shared, this creates a contradiction 

as the name (Group Almedina) does not reflect the content expected by the consumers, in this 

case, posts with updates from all seals. 

Table 13 - Number of Posts from Grupo Almedina Linkedin 

Source [Tânia Pinto, 2024] 
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5.3.4 Data Gathering – Competitors Social Media Accounts/Content 

 Advancing to Phase 2 of the internship timeline, the second round of data gathering 

seeks to analyze which publishing groups/seals Almedina’s competitors are and what type of 

content they are producing. It also aims to see content differences and make notes on 

improvements that can help Group Almedina’s social media channels grow. The first step before 

the start of the analysis is the mapping of all competitors 

This task was facilitated through the help of the tutor once again, as they already have 

this information. After each competitor is separated into groups, one for each of Almedina’s 

seals. 

Figure 15 - Post from Grupo Almedina Linkedin 

Source [Actual. (2023, December 14). O compliance é um conceito presente 
na generalidade das atividades económicas e diversas indústrias que, neste 
âmbito, necessitam de meios [Screenshot] [Status update]. Linkedin. 
https://www.linkedin.com/posts/grupo-almedina_almedinadireito-
manuaisprofissionais-direitocomercial-activity-7140993609876643842-
3Jn5?utm_source=share&utm_medium=member_desktop] 



Internship Report 
Almedina Group – Tânia Pinto 

 49 

 

5.3.5 Analysis 

After mapping the competitors’ social media presence, the first task of the analysis is to 

evaluate which social media platforms each is on and compare it to the ones Almedina uses. 

This process involves the examination of the content posted by each, observing public response 

and immediately visible metrics such as likes and comments, and taking notes of differentiated 

attributes. It is then followed by a comparison with Almedina’s social media content to compose 

a final proposal. 

 

5.3.6 Results 

 Starting with Edições Almedina, observing the graphic below (Table 15), the most used 

platforms are Facebook, Instagram, and Linkedin. From these, Edições Almedina is present in 

two (Facebook and Linkedin). From all the above, Porto Editora and Texto Editores redirect to 

their main pages invalidating their analysis within this category.  

Regarding the content published, the posts are like those made by Edições Almedina, 

using mostly neutral backgrounds that match the book cover in a central position. As for likes, 

all have close numbers, between 5 and 60 likes per post.  

 

Table 14 - Mapping of the Competitors of Almedina Seals 

Source [Tânia Pinto, 2024] 
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Two accounts differentiate their content from the rest, AAFDL (Associação Académica 

da Faculdade de Direito de Lisboa) and UCP Editores (Universidade Católica Portuguesa 

Editores), both associated with academic backgrounds, which gives them different dynamics 

from the rest.  

While on Instagram, most of the posts from AAFDL and UCP Editores are similar to 

the rest, it is on YouTube where the content distinguishes itself, with both uploading debates, 

courses, and live videos for students to have their doubts answered. With Almedina having a 

sizeable academic base and a “sub-seal” dedicated to university law books, this community 

should have more investment. 

Table 15 - Competitors of Edições Almedina 

Source [Tânia Pinto, 2024] 

Figure 16 - Youtube Video from AAFDL 

Source [AAFDL. (2021, March 15). Sessão de Esclarecimento: Mestrado Prático ou Científico – E agora? 
Caixa de entrada [Screenshot] [Video]. Youtube. https://www.youtube.com/watch?v=nF0UBeHPOlM ] 
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Moving to Actual (Table 16), most seals and publishers prefer Facebook and Instagram 

as their social platforms, followed by LinkedIn. Actual's only presence is on Linkedin, which 

could be harmful, as their rivals can reach more consumers using more than one social media. 

Regarding the international seals/publishers, one that stood out is PublicAffairs 

Instagram; most noticeable the stories highlights as they got divided by themes such as History, 

Politics, and Philosophy. This not only helps catalog information via stories but also directs the 

readers to their favorite niche. As for YouTube, they have a small collection of videos that helps 

the viewers understand terms and innovation around social networks and marketing. 

Occasionally, some Q&A with authors are filmed, allowing readers to connect visually.  

 Simon & Schuster is another company that, while promoting most of the content like 

Actual, has started releasing mini videos on Instagram with company employers, where each 

advises aspiring publisher workers. On TikTok the videos have a more entertaining aspect, with 

some including the CEO3. 

 Talento, a seal from Infinito Particular Group, has the most diverse content amongst 

national accounts in Portugal. Their posts promote books by emphasizing how the book can 

help and why you need it. Occasionally, they create “about you” posts, introducing the seal 

authors to the readers while creating a sense of credibility for the books. 

 

 
3 Chief executive officer: the person with the most important position in a company (© Cambridge University 
Press, 2024). 

Table 16 - Competitors of Actual 

Source [Tânia Pinto, 2024] 
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As Minotauro (Table 17) caters to younger readers, publishing kid’s books, young 

adults, and contemporary romance is in the seal’s competitors that some disruptive posts are 

created. Currently, Instagram is still where most of the engagement is; nevertheless, a shift is 

apparent towards TikTok. As for Facebook, from the analysis, it tends to perform poorly with 

the target audience.  

Figure 17 - Post from Talento Editora Instagram 

Source [Talento Editora [@talentoeditora]. (2023, November 30). «Lições de Estoicismo» chega hoje às livrarias portuguesas 
e promete marcar, não só este fim de ano, mas a tua vida! [Screenshot] [Status update]. Instagram. 
https://www.instagram.com/p/C0RD_QYMWFM/] 

 

Table 17 - Competitors of Minotauro 

Source [Tânia Pinto, 2024] 
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As for the content, there is a strong connotation of a carefree and youthful attitude, 

which is becoming increasingly aided by the community of bookstagrammers and booktokers 

for content creation and advertising.  

One publisher that utilizes the power and content of bookstagrammers and booktokers 

is Editorial Presença. Many of their posts on both Instagram and TikTok are done in 

collaboration with the community; this allows them to diversify their account and, at the same 

time, reach a broader audience. As for their “in-house” content, the use of youthful and trendy 

designs and copywriting allows them to stay up to date with what is popular on social media 

and better connect with the target public. Mystery is another tool used to keep the community 

engaged with the posts, which is when clues about new releases get dropped in the content, 

allowing the readers to guess and share their opinions. 

 For kids, Jacarandá focuses on creating a safe environment on social media, with their 

posts characterized for being both educational and colorful, grabbing the younger’s attention. 

Occasionally, reels with reading sessions and small contests are published to promote new 

releases.   

Lastly, two relatively new accounts are producing exciting content. The first Bold 

Reads, part of Penguin Random House Portugal, functions as a youth book community and 

consists of posts related to current memes4 and events in the social media sphere. From red 

carpets to jokes about compulsory military service and music, all this is transformed into 

comedic posts, including the book imprints, creating a fun space for talks about literature. 

 

 

 

 

 
4 An idea, image, video, etc. that is spread very quickly on the internet (© Cambridge University Press, 2024). 
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The second is Desrotina, another seal from Infinito Particular Group. Their strongest 

seller is the special limited editions released with each new book, most of which get signed by 

the authors and feature sprayed edges5. Until recently, these editions were only sold in their 

exclusive club box. However, as of June, the box ceased, and each edition will be sold 

individually only on their website.  

As Editorial Presença, Desrotina uses similar posts to promote releases, such as 

dropping clues and presenting the main characters. Regarding literary events, the Group 

regularly creates pop-ups and invites international authors to book signings. 

 

 

 

 

 
5 A technique that involves applying a fine mist of color or metallic pigment to the edges of the book pages (Seseprinting, 
2024). 

Figure 18 - Post from Bold Reads Instagram 

Source [Bold Reads [@boldreadspt]. (2024, April 4). POV: Criaste um clube de leitura na tropa [Screenshot] [Status update]. 
Instagram. https://www.instagram.com/p/C5VzEMCsAfc/?img_index=2] 
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Edições 70, as seen in the graph below (Table 18), is on par with the rest of the 

competition in terms of presence on social media. The contents are similar between 

publishers/seals, with the spotlight on Antígona, a national publisher, with a modern take on 

graphics while mixing human components. It helped them reach an expressive number on 

Instagram. 

 

 

Figure 19 - Post from Desrotina Instagram 

Source [Desrotina [@desrotinaeditora]. (2024, March 5). A nossa edição especial de «Odeio Amar-te» já chegou e estamos 
apaixonados! [Screenshot] [Status update]. Instagram. https://www.instagram.com/p/Cpax_zwLDr-/?img_index=1] 

 

Table 18 - Competitors of Edições 70 

Source [Tânia Pinto, 2024] 
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Antígona has created a distinguishable aesthetic and identity, approaching a diverse 

perspective to the content, from modern graphics to photos of the books in natural ambient such 

as the living room, kitchen, garden, and more, while maintaining a human presence through the 

feed. From authors’ photos to records of the staff performing various activities, this allows the 

community to feel included in the Antígona group family, creating stronger roots with the 

consumer.  

Lastly, moving to the bookstores, observing the table below (Table 19), while all of the 

competitors are in the leading social media accounts, Livrarias Almedina is only in two 

(Facebook and Instagram). Regarding reach and engagement, Instagram continues to be the one 

with the most, now followed by TikTok. As for the type of content each post, more than not, 

they adopt a relatable image, with the posts created being funny, relatable, and easily 

understandable by most of the audience, which is needed as bookstores have more inclusive 

audience targets of various ages. 

 

 

 

 

Figure 20 - Post from Antígona Instagram 

Source [Antígona [@antigona.editores.refractarios]. (2023, November 30). Tinham saudades? Com o Natal à porta, abrimos 
aos portas do nosso pátio ao ar livre para a dança [Screenshot] [Status update]. Instagram. 
https://www.instagram.com/p/C0Q91SeqFbL/] 
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Wook, an online retailer from the Porto Editora Group, has promotional content similar 

to Almedina. However, they add challengers every so often under the hashtag #desafiowook, 

inviting readers and followers to engage with them and share their experiences. Along with this, 

other successful content products are the “Drama dos Leitores”6 and “Testemunho de uma 

Leitora Anónima”7. They give the audience another chance to participate either in the comments 

or anonymously, and overall, they tend to do well regarding metrics. 

From the same publishing group, we have Bertrand. They perform well on TikTok, with 

a mix of videos ranging from popular memes to collaborations with the booksellers of each 

location.  

The most innovative might be Waterstones, a British bookstore chain famous for its 

exclusive Waterstones book editions. While their Instagram page has a precise and well-

distributed mix of book promotions, book exclusives promotions, and author-related content, 

their most popular posts are memes related to reader’s problems. These are conceived in a 

simple matter, adding X’s8 tweets to photos of paintings 

 

 

 

 

 

 

 

 

 
6 Readers Drama. 
7 Testimony of an Anonymous Reader. 
8 Former Twitter. 

Table 19 - Competitors of Almedina Bookstores 

Source [Tânia Pinto, 2024] 
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Barnes & Noble, one of the largest American bookstore chains, follows this strategy. 

Like Waterstones, they create a wide range of content, with their most famous posts nowadays 

being the red carpet looks matched to book covers. On YouTube, most interestingly, they 

dynamize various reading sessions for kids during the year. 

 

 

 

 

 

 

 

 

 

 

Figure 21 - Post from Waterstones Instagram 

Source [Waterstones [@waterstones]. (2024, April 2). Facts [Screenshot] [Status update]. Instagram. 
https://www.instagram.com/p/C5QIqPHMhiz/] 
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5.4 Proposal 

 In conclusion, both analyses led to the final internship task of elaborating two proposals, 

one regarding the Group’s social media networks and the second about social media content 

and how their competitors are doing on their respective platforms. Both proposals were 

delivered in PowerPoint format, followed by a one-hour presentation and follow-up questions 

with the marketing and communication department.    

  

  5.4.1 Almedina Social Media Accounts 

 The final proposals presented to Almedina’s regarding their social media accounts are 

the following: 

Livrarias Almedina 

• Revision of the type of content the Livrarias accounts post: from an outside 

perspective, they are only viewed as another channel to promote the various 

seals and in-house publications. Instead, the focus should be on promoting 

Figure 22 - Post from Barnes&Noble Instagram 

Source [Barnes&Noble [@barnesandnoble]. (2024, February 5). B&N Presents the 2024 #Grammys Edition of #lookstobooks 
[Screenshot] [Status update]. Instagram. https://www.instagram.com/p/C283uVluTw_/?img_index=1] 
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the bookstores as spaces where consumers can buy various books from 

multiple publishers, just like Fnac and Bertrand.  

• Investment in diverse content, especially video formats. It should feature the 

bookstores and booksellers, not only because they have good metrics on 

previous videos but also because it goes on par with the trends of more 

humanized content creation and creating authentic relationships (Hootsuite, 

2024). 

• Continue with the content, updating the current designs to appeal to a broader 

target of consumers. 

• Establish a regular weekly post schedule. 

• Consider opening a TikTok account. 

Minotauro 

• Revision of strategy (design, content, SEO, copywriting…) to leverage this 

seal’s potential to differentiate itself amongst the Group, creating an image 

and aesthetic that connects with the target audience and thus fosters 

community engagement.  

• Reconsider the permanence on Facebook. 

• Utilize Instagram for more than just promotional posts; develop “exclusive” 

content for the seal. 

• Consider opening a TikTok account. 

• Investment in video content and collaborations with “Bookstagrammers”. 

• Host more bookstore events. 

Edições 70 

• Shift the majority of the focus from Facebook to Instagram.  

• Utilize Facebook and Instagram for more than just promotional posts; 

develop “exclusive” content for both platforms. 

• Continue with the theme-based recommendations, committing to provide 

curated book posts regularly.  

• Create content for debate, from posts to forums, where the readers can gather 

and share opinions on topics and books. 

Edições Almedina  

• Evaluate creating an academic account on Instagram. 
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• Revision of strategy regarding the BDJUR, AlmedinaMais, and Almedina 

Observatório promotions.  

Actual 

• Strategy revision, specifically regarding the social network of choice, brings 

two options: continuation on Linkedin with a new account or moving to a 

different platform like Instagram.  

• Improve content produced, going in line with what similar seals do. Ideas 

like blog-style articles can be very positive. 

Grupo Almedina 

• Reevaluation of the account name and content, as most posts are the same as 

Edições Almedina and Actual. As the Group’s main page for news regarding 

all seals and events, it should incorporate more posts from Minotauro, 

Edições 70, and the bookstores. 

 

5.5 Results 

 As for expected results, with this research, it was possible to study and concept proposals 

that benefit the restructuring Almedina aims to do regarding the brand image. Both analyses 

and proposals were well received by the department, with a few exceptions, mainly related to 

the opening/closing of some platforms.  

Regarding immediate results, it is difficult to assess if changes will be made in the 

following months, as this takes time beyond the internship duration. However, the members of 

the department have not only understood the importance of metric tracking and analysis (even 

in a simple way) but also the need to have objective audience targets to understand the 

consumers better. This is especially important for seals such as Minotauro, Edições 70, and 

bookstores.  

Concerning content creation, while the team wants to develop and produce new ideas 

and formats, currently, the most significant setbacks are financially and with staff, as the number 

of people assigned to the department is small. 

Nevertheless, one major proposal presented is becoming a reality soon, with the opening 

of an Instagram account for Actual and prospects of a TikTok for Livrarias Almedina/Minotauro 

in the future. 
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6 Conclusion 

 This internship report has allowed to explore a part of the publishing market, in this 

case, social networks, as part of digital marketing. During the literature review, it was possible 

to see the significant impact that new technologies have had on the very definition of a book, 

which increasingly encompasses more literary diversity within it. This is largely due to social 

networks, which are increasingly connected to the market and shaping it in the way they 

want. This made it possible for the authors not to rely on traditional publishing and to have the 

freedom to publish what they want, how, and where they desire. 

While networks such as TikTok and Instagram allow us to belong and collaborate with 

people from all over the world who enjoy the same thing as us, in this case, books, it was also 

possible to observe that the new generations are more influential in terms of consumerism being 

able to decide which authors are best-sellers. They also see content much more quickly, which 

means that trends and authors can go from cool to boring from one moment to the next.  

Publishing houses have been leveraging these new "influencers" to help them achieve 

more sales while gathering data on popular genres. This enables them to acquire the rights of 

self-published authors, allowing them to enter the traditional market quickly.  

From the Portuguese perspective, the delay is noticeable compared to other markets, but 

it is catching up, as data shows steady book sales. While influencer marketing is used, it only 

affects a small number of prominent personalities, as only a tiny number of Portuguese 

publishers are financially capable of printing more editions and paying influencers' fees. 

From this review, it is noticeable the need for overall research into the influence of the 

booktok and bookstagram communities and how they help shape the literary market. Questions 

like how much longer the market can live off online trends and if the published books are sales 

sustainable in the long run are essential to help publishers change their long-term strategies to 

better align with this fast social media life.  

From the Portuguese perspective, more research on why younger generations are 

reading in English and how prices might be blocking people from lower financial backgrounds 

should be analyzed to help the Portuguese market continue to have the most significant share. 

Otherwise, and from the new data, Portuguese publishers might lose the battle to the big English 

publishing markets. 

The internship at Almedina helped me understand how the Portuguese publishing 

market currently functions, and the struggles smaller companies face when competing with 

names like Porto Editora and Bertrand.  
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Overall, the experience was positive, with the marketing and communication 

department always open to helping with any questions and providing the proper feedback. 

However, while remote work has its benefits, it is very solitary, with limited time spent with the 

team. This was not beneficial in the long run, as I did not attend department meetings and could 

not see the dynamics that happened every day between the team.  

The internship at Almedina was a fantastic experience, stimulating my personal and 

professional growth. It deepened my understanding of a market I am passionate about and 

equipped me with valuable knowledge in digital marketing. This enabled me to successfully 

complete all the objectives of the internship and propose two strategies to enhance Almedina's 

digital communication. 
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8 Appendixes 

 

Appendix A – Interview 1 (Translated from Portuguese) 

Interviewer - What objectives and goals does Almedina have for the digital and social 

networks?  

Interviewee - We have them. We are already improving it, but it is still an objective, which is 

to communicate more the bookstores. People have been interacting very well with publications 

about bookstores, and, therefore, at the level of objectives, it is to speak less about the books in 

isolation and to communicate more about the books integrated into the bookstores. In a way, 

humanizing bookstores, sharing the suggestions of our booksellers that we have made in recent 

times. But without a doubt, I would say that this is to humanize the page more and to 

communicate more bookstores and fewer publishers, so to speak. In other words, fewer books 

because, as you may have seen on the bookstore page, sometimes a few appear that are just a 

book cover with a little description and that’s it. I think it would be an excellent objective to 

stop making these posts as much, to continue to do them, but with less regularity, and therefore 

to talk more about bookstores and our booksellers.  

 

Interviewer - The second question is whether you could guide me through the steps, 

processing, and planning of the posts on social networks. Are there any processes?  

Interviewee - Yes, we have a map. I’m going to update it tomorrow, that’s my big task. I wasn’t 

working with this map, but I’m starting now. I have planned to start the outline tomorrow for 

February and March, but until now it has not been done correctly. I didn’t have a tool to compile 

everything and add the entire publication scheme. Since I had a lot of work, it turned out to be 

something I delayed. I mean, I have everything I want to do here in a note, but I didn’t pass it 

on to Excel, so now I’m going to start that. My other two colleagues, one of them was already 

doing it, and the other one has also begun to do it, and therefore it is through this map of 

publications that we are going to start planning.  

 

Interviewer - What are the networks in which Grupo Almedina and the seals participate? 

Do you think that the platforms mentioned are sufficient?  

Interviewee - I think we’re missing an opportunity to be on TikTok here. This need was already 

noticed last year, and we even had a meeting with a TikTok commercial, but in the meantime, 



Internship Report 
Almedina Group – Tânia Pinto 

 69 

we didn’t put it into practice and didn’t create the account. Since we must create content very 

regularly and we don’t have anyone to do just that, we all work hard to do other things, and I 

know that it would end up being me doing it, probably because I always make videos. So, 

TikTok, clearly for bookstores, I think would be a platform where we should be and where, 

sooner or later, we’ll have to go.  

 

Interviewer - How do you maintain brand consistency across various digital platforms? 

There are some kinds of elements that must be expanded to all the seals and even to the 

bookstores that show that they all belong to the same group.  

Interviewee - You’re saying at the communication level, aren’t you? I would say that there are 

no proper guidelines in question. They’re not defined, no. It’s a bit sensitive.  

 

Interviewer - At the tool level, obviously we’ve already spoken here, I think it’ll be 

Swonkie. What are the main tools used to manage digital marketing? And why? If there 

is a specific reason why you use Swonkie.  

Interviewee - Swonkie allows us to schedule, and since we have several networks, from 

LinkedIn to Instagram to Facebook, we have several Facebook accounts, several Instagram 

accounts, one LinkedIn, in fact, two LinkedIn accounts. It becomes easier to use Swonkie, as it 

allows you to cross this information and schedule and view publications on a monthly or weekly 

map.  

 

Interviewer - At the creative level of designing and creating posts, there are some 

procedures or steps that can be carried out, for example, collaboration with other 

departments at the same creative and copywriting levels. If so, is there a collaboration 

between the members who are part of the social networks?  

Interviewee - Not for the copy, what I do, I do it myself. And later, obviously, I always count 

on the help of booksellers to develop much of this work. The books that we include in our reels 

and on the networks, sometimes are the booksellers’ own suggestions. It’s not always the books 

that are in the top sales, nor anything like that, simply, they help us to choose a little bit of the 

books to use for these videos.  
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Interviewer – But also because booksellers are the people who are there when the 

consumer goes to the store, and they also understand better what the consumer may want 

to see on social networks.  

Interviewee - Yes, a little bit. I think that we and I always do this exercise of looking at the 

numbers, seeing what is coming out the most and all that. But there’s nothing that beats the 

bookseller who is there and who talks to people and tells me right away, not this book, it’s not 

worth it, it’s being a failure and grabbing a book and looking at this one, and clients A, B, C, D, 

E, and F really liked it, I think this has potential. Of course, they are influencers in a certain 

way, sometimes in the process, because they themselves have suggestions and I always take 

their suggestions very seriously because I really think that they also have a certain influence.  

 

Interviewer - Yes. It’s an asset even for the group itself because, at the editorial level, not 

many groups have bookstores.  

Interviewee - Yes, an addition, a very positive addition.  

 

Interviewer - Connecting to the question above about the creative process, you have 

different steps for each type of post. For example, for a photo-only post compared to a 

video post or even an event schedule. And if there are different steps you take for each.  

Interviewee - Well, inevitably the process is a little different. Because it’s one thing for me to 

have, for example, photographs, we have photographs from the bookstores in our image bank 

and the process is much easier, fetching the photographs and cutting them to size to make a 

post, make the copy and schedule. A video already includes a more complex process. For 

example, after this meeting I have to go to Praça da República to make a video to publish 

tomorrow and the process is much more complex and requires us to go to the bookstore. I was 

already talking to the bookseller this morning to align a little bit everything. It requires me to 

go there, film and edit. Therefore, the process is much longer for a video than for a post with 

photographs that are here in a saved folder or even for my colleagues who post only books, 

which is to search for the image of the book and make the copy. Reels, for example, require 

much more time, and even the creative part also requires more effort, because we must think 

about what we want to transmit, and the content we want to pass on, therefore it, takes much 

longer, and the process ends up being completely different naturally.  
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Interviewer - In terms of metric monitoring, is there regular monitoring of the 

engagement of each published post? And if so, what metrics are selected?  

Interviewee – We don’t do that follow-up and it’s a failure. But the truth is that we don’t have 

anyone who takes over the social networks 100% and we all do a little bit. And since we are 

always very busy with other priorities, we end up neglecting this. Of course, if you ask me what 

types of posts work best, I’ll be able to tell you, now, to look at the numbers and get some juice 

out of it, that’s a job we don’t do.  

 

Interviewer - It just so happens to be the next question, which is whether there are any 

posts that have been particularly successful or several. And why?  

Interviewee - Well, the first one that I published when I arrived at Almedina and which I saw 

worked very well was about a specific bookstore, which is the Rato location, one of the most 

beautiful bookstores we have, and, therefore, clearly, videos about the bookstores work out very 

well. Videos about the Book Fair, specifically in Lisbon, have a very positive impact. Last year 

I published before, during, and after in any of them, it had a good reach.  

 

Interviewer - I also saw that there are many who have more likes and then there are some 

who have little. I think it also comes from the authors themselves and when it is a better-

known author, people like more.  

Interviewee - Yes, they recognize it more easily. It’s true, it fluctuates a bit, but either way, I 

think we should continue to do it. I know that people like to see and comment. I also think that 

it depends a lot on the bookseller because there are booksellers that people already know in 

Almedina and who already come because they recognize that person and are more easily 

identified.  

 

Interviewer - Online trends are changing more and more rapidly and so is the way in 

which we keep up to date and search. I wanted to know how you adapt to these new 

circumstances. Have you adapted already or are planning to adapt?  

Interviewee - I think that more and more people consume things in a faster way, they want 

everything sooner, and they want more and more things. So, I think that in a way, we’ve already 

adapted. We have published some formats that we didn’t publish in the past, less than two years 

ago we didn’t publish reels. I think we’ve come a long way; we’ve been able to create more up-
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to-date content in bookstores every time and a little bit of what the competition also does. And, 

I make that effort, that is, to make content shorter and more frequent. I always publish one reel, 

at least a week, and I have now tried to publish more because I know that it is a trend and I 

know that there is clearly this need for people to see more things. Facebook is already a very 

different platform, a little more obsolete, so to speak, and that’s it, it has another type of 

audience. I also measure Instagram more than Facebook because we also have few interactions 

and little feedback there.  

 

Interviewer - Because you spoke on Facebook, have you by any chance thought of ideas 

or ways to revitalize the platform? Considering that it catches another audience, one that 

is probably not focused on commenting on social networks about books. 

Interviewee - Reviving, no, but it would perhaps be an interesting job to do, because I think 

that we currently see Facebook and Instagram in the same way, and it can’t be thought like that. 

The only difference between what we planned for Facebook and for Insta is that reels and most 

stories go to Instagram and not Facebook. But otherwise, in terms of posting, we’re doing the 

same thing. I would say that this should be reviewed and that we could communicate differently. 

I think that we’re spending a little bit of effort here with certain types of posts on Facebook that 

aren’t worth it. Maybe, for example, bookstore’s Facebook should be more focused on events 

and other types of actions than the books themselves.  

 

Interviewer - How customer feedback influences marketing strategies. And if there are 

any steps taken to increasingly try to incorporate this consumer feedback.  

Interviewee - Well, I don’t exactly have direct feedback from the consumer, what we do have 

is, I can understand the interactions, and from then on, I understand a little bit what works the 

most and what people like to see the most. Because we can’t count, for example, in a story we 

can’t count the views properly, but the interactions demonstrate something. As with 

publications, comments mean something, and people, in a certain way, review themselves in 

something to the point of commenting, I think there must be a great deal of involvement. So 

that’s what I’m most attentive to.  

 

Interviewer - Perhaps you have also tried or have seen the posts that engage with 

consumers. I don’t know if you have tried to make some of these types of post or even 

stories to try to get users to interact with you.  
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Interviewee - Yes, sometimes I publish them, I try not to fall too far into it because I think it’s 

something we’ve done many times. For example, a while ago I made the first one, which was 

when we wanted to know what our readers were reading, and I was overwhelmed with a lot of 

feedback. I was amazed, then after a few months, I thought to myself, that it went so well, I’m 

going to do it again and it was a complete flop, no one answered me. I think the difficulty with 

this type of interaction is that you have to always invent the wheel, otherwise, people think very 

repetitively, so you’re asking me the same thing you asked me three months ago, there’s no fun.  

 

Interviewer - It could also help other seals, like Minotauro to understand perhaps what 

readers are reading and try to bring more of this type of content and authors to the seal.  

Interviewee - I think so. I do this at the bookstores page, and I think it fits perfectly. But maybe 

Minotauro, for example on Instagram, should really explore that because that’s where the 

Minotaur’s target audience is, it’s clearly an Instagram audience, and I think there’s room for 

maneuvering there.  

 

Interviewer - Now it’s about the future. What are the challenges you currently face and 

whether there are aspects that need improvement quickly.  

Interviewee - So look, in terms of improvement, I’m going to talk about the bookstores’ page 

where it’s managed by three people, so to speak. And I think that it should be managed by a 

single person who controls 100% of the content that goes into the page. Then, in terms of 

challenges, I think that right now what I feel is a time challenge, because I think that with the 

number of networks that we have, we should have a full-time person here thinking about the 

content, writing the copy, going to the bookstores, taking photographs, making videos, we had 

work here for one person. It’s not so much keeping track of what you do, because I follow up, 

it’s more about having time to do things, which is often what I lack, is having time dedicated to 

social networks, because inevitably, when we have things that are very urgent, social networks 

end up falling a little behind and it shouldn’t be like that.  

 

Interviewer – The last question is if there are any strategic changes planned for marketing 

in the future and what are the long-term goals.  

Interviewee - Okay, I think that myself and employee 1, we have now undergone a 

reengineering, that is, we were evaluated to understand what we should, what we had room to 
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improve in marketing in a series of processes, it was almost like a 360 analysis in which we 

analyzed all the processes. And speaking of the issue of social networks, it was noticeable that 

communication in bookstores, and on the platforms, is not uniform and this means that if you 

open our Instagram, you will notice that this publication is by person 1, this one is by person 2, 

in quotes, you will not notice, but it’s easy to identify that there are different types of publication 

and copy and that they are not always aligned. Therefore, we are talking here about strategic 

change, I believe that at the level of social networks, it is a little in line with this and that we 

are moving towards being just one person who has the responsibility of managing the social 

networks of bookstores, in my case.  

 

Interviewer - And about long-term goals?  

Interviewee - Goals... I would say we should join TikTok, as we had said before. I think it’s 

really something that we’ll have to do during this year, we can’t delay it any longer, and a goal 

would also be to align bookstore communication. That’s what we said, it’s a little in line with 

aligning the communication and making that alignment in the short term.  

 

Interviewer - We’re done. It was already the last one, thank you.  

Interviewee - You’re welcome, thank you.  
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Appendix B – Interview 2 (Translated from Portuguese) 

 

Interviewer - The first question is, what are the main objectives and goals for the social 

networks of the three seals?  

Interviewee - The objectives do not vary much compared to the others, first sales, of course, 

and then visibility, prestige... but it is, above all, about sales and notoriety, and they have very 

different specificities. The Edições 70 alone are a very prestigious seal. They are not our original 

seal, they were purchased at the beginning of this century, so they already had a great deal of 

support and great prestige in social sciences and humanities. A lot of work has already been 

developed at this level, they have a very loyal audience and, therefore, are already a well-known 

brand, especially in the most intellectual, academic environment, whatever you want to call 

them - Heavy Readers. Minotauro and Actual are taking a different path. They are brands that 

were created from scratch, and they do not yet have the notoriety and visibility that we would 

like. We also have to work hard in this regard. The other is to win sales, we are a private 

company, we live on this, and the main objective is always to sell.  

 

Interviewer - Now the second question is whether you could guide me through the process 

of planning a social media post.  

Interviewee - Okay, once again, things vary a bit. It must be understood here that the public of 

the seals is very different from each other, so the type of communication is also different, the 

positioning is different, and even the social networks where they are operating now are 

different. For example, Actual currently only has LinkedIn, even though I also share a lot of 

content and news in bookstores, because in the end, the bookstores end up accumulating all the 

seals, including external ones. Therefore, I also use this communication vehicle a lot for Actual, 

but with the Actual brand itself, there is only one social network, which is LinkedIn, which is 

more professional and more aimed at the economy, management, marketing, and personal 

development. The Edições 70 currently have Facebook and Instagram, and the visibility and 

notoriety of the brand are still more or less balanced in these two steps. Minotauro also has 

these two vehicles, but clearly, it's much more Instagram, with little or nothing affecting 

Facebook. Therefore, planning is carried out mainly on a fundamental axis, which is the news. 

So, the planning is done, I talk to the publishers and the editorial director, we realized what are 

books that will come out the following month and I start planning accordingly. Therefore, there 

is a lot of focus on presenting the news. Then the Edições 70, as they have a very extensive and 
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very good catalog, I will also always search for the most relevant authors in the philosophy or 

history catalog fund. Normally it's a post a day, a catalog day and then, in the Edições 70, I also 

do a lot of thematic things. I don't know if you had the opportunity to see our page. Yesterday's 

post, for example, is a post that we call thematic and has to do with the Russian Revolution 

because it was 100 years since Lenin died a very few days ago, and therefore, there was a day 

when I highlighted his biography that we have, and after a few days, I highlighted a group of 

titles related to the topic. Therefore, we also plan a lot based on dates and this grouping of titles. 

Imagine, a biography of Salazar came out, I would make a gallery with books about the Estado 

Novo, in this case, it's not even an anniversary, but since a biography of Salazar had come out, 

it's a way of reminding readers, to look at this, but in the meantime, you can deepen your 

knowledge of the topic and here are seven or eight more titles of this kind. Minotauro lives 

much more of the today, and we place a much stronger commitment to those authors who are 

the bestselling authors and who we know are active on social networks. If you go to see I posts 

about V. E. Schwab, almost every month, I talk a little bit about her because Minotauro is a 

publisher that still doesn't have much attraction. It must gain visibility and, obviously, we will 

always look for the most important hooks.  

 

Interviewer - Yes, you also have Madeleine Miller.  

Interviewee - Yes and Jennifer Saint, are our three great authors. Then in Portuguese literature, 

Maria Judite de Carvalho is also a strong name for a slightly different audience. Now I feel that 

Minotauro often suffers a bit of an identity crisis because it also has children and sometimes it's 

a bit strange to mix more serious books with children's books. We don't have a seal inside the 

seal, there's no Minotauro Junior, there could be, but there's no strategy, it's not out there. I try 

to make this distinction many times in the copy of the text itself, I write Minotauro Junior or 

Minotauro children's literature, to create some distance, but it doesn't really exist in terms of 

branding. And I think that's it, Minotauro and Actual live much of the today. In Edições 70, a 

lot of work is done on the catalog fund. It's not that we don't do it in the other seals, but we do 

it with less intensity. It's very easy for me to make a gallery of Edições 70 because I basically 

have books about everything. They have existed since 1970, and Minotauro, however much I 

want, will not leave the genre galleries for young adults or police officers, but there is not much 

to do for themes, because we don't have many titles.  

 

Interviewer - It even limits creativity a bit to make different types of posts, as is the case 

in Editions 70.  
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Interviewee - Yes, that's right, from a content point of view, it's much easier, it's almost limitless 

to do in the 70s. But, for example, from a creative, pure and hard point of view, making 

animations and that, Minotauro lends itself to much more original content, more irreverent 

things than the 70s, because the audience of the 70s is not what they want, we are talking about 

people with deep-rooted reading myths, people who read a lot, people who know and who think 

they know a lot. These are two different things, they don't accept lessons from anyone, I must 

tell you that the posts with the least traction gain from the 70’s and I'm only talking in terms of 

likes, because I don't evaluate analytics, I've never been trained in that regard. But I see the 

interaction that people have, the likes, the posts that interest them the least are those posts that 

work well in most of the seals, the recommendations from authors. The 70’s have a different 

audience and the interaction at that level is quite different. But I could do the creative process, 

if I had the tools and the skills, I could do more cool things, because video works much better, 

the animations, for more original, more irreverent content.  

 

Interviewer - We have already spoken a little bit here, which social networks do the seals 

participate in?  

Interviewee - I can make a summary. Minotauro currently has Facebook and Instagram and has 

much more traction on Instagram. The Edições 70 also have Facebook and Instagram, but then 

it's more distributed, there's a lot of reaction, a lot of likes on Facebook. Unlike Minotauro, 

Edições 70 still have comments and people who contact us via messenger, this is also a form of 

communication. We have much more in Edições 70 than we have in Minotauro, but they are 

different things, in Minotauro people stick hearts if the cover is cute. In Edições 70 they have 

serious conversations and they come to discuss philosophy and they come to tell us why there 

is no author X, whom I've never heard off. Actual, as I told you, currently only has LinkedIn, 

and then, at the Almedina bookstores, we put on the most important releases.  

 

Interviewer - And do you think that the platforms mentioned are sufficient?  

Interviewee - No, I don't think so. For example, I think that Actual must emancipate itself, not 

only to work better on LinkedIn, but to have, for example, an Instagram. Economists, managers, 

personal development, we have a lot of books in this area, and it works very well on Instagram. 

I think Minotauro should have a TikTok by now. And I think that the Edições 70 should have a 

Twitter. For example, Minotauro should stop having Facebook and become TikTok and Edições 

70 should have Twitter, now it's called X, because it's clearly their face, very thoughtful people, 
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people who like a heated debate of ideas. And I know, because I have Twitter, and sometimes I 

search for Edições 70 just out of curiosity and people, even though we don't have a profile, 

mention the books and make the hashtags and we appear there many times. To answer your 

question, yes, I think there should be adjustments made.  

 

Interviewer - How do you maintain the consistency of the overall Almedina brand on the 

various digital platforms or if you prefer that each one has its own distinct profile.  

Interviewee - I am of the opinion, although there must be consistency, I believe on social 

networks, our seals, because they work for very different audiences, must have a unique 

identity. That and I say a little bit from experience, I don't think people want to know which 

group the seals belong to, they give more importance to the seal than to the group itself. Many 

people don't know that the Edições 70 are ours and we are talking about people who have always 

bought the books and who still don't know that they belong to the Almedina Group today. 

Therefore, I think that there should be a job, obviously, for people to realize that the Edições 70 

belong to the group, because it brings prestige to the Almedina brand. But even so, I think that 

on social networks, and this was a job that was already done with me, I think there must be 

autonomy, for example, we didn't have Minotauro or Edições 70 when I joined. When I entered 

there were only Almedina Bookstores and Edições Almedina. I said maybe it's time to become 

autonomous and people know the brand, they know the logo, we'll create a profile just for them 

here. And since the Minotauro was the same thing and it was only later that this journey was 

made for the Actual one. But I think it's important to differentiate, even if we try to maintain 

harmony and always make the public understand that everything is under the same editorial 

group, because that brings us prestige. I think we should automate the seals a little bit and 

communicate them to different audiences, but there is one thing that is common to all of them, 

which is the quality of the books.  

 

Interviewer - From an editorial point of view, there is visible caution in selecting books.  

Interviewee - Yes, there are books that we already knew could give excellent sales, but that do 

not identify with our brands and that are rejected, even though we know that they would 

probably bring us beautiful sales, but it is also a matter of identity.  

 

Interviewer – What are the main tools you use to manage digital marketing and your 

opinion about it?  
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Interviewee - We Swonkie. It's a functional thing that has never posed major problems for us. 

It works more or less well and then I had a calendar that will now become common, basically 

for personal management to know exactly the number of posts I had already made about a 

particular book or thing. Although planning social networks is not very easy to do, especially 

in the 70’s because there is always a post about something. Like those unforeseen events that 

arise, and imagine the most fatal cases, where the author dies and it is necessary to highlight 

him immensely. As a rule, I don't like to make more than one communication a day, at Edições 

70 it's one a day and sometimes at Minotauro even once every two days, I don't overwhelm 

people with information. It was a decision made by us and by the publishers. But it's basically 

Swonkie and a calendar, they're the tools that I use.  

 

Interviewer - Talking more about the creation and design of posts, what are the procedures 

you carry out since collaborating with other departments at a creative level, design, 

copywriting...  

Interviewee - It always begins with an articulation with the publisher and with the production, 

they are the ones who define the books that are going to be published, and then, when the books 

come out. I also make the business sheets, when the book is presented to our booksellers, so I 

already know the books very well. Whenever I have any questions, I talk to the publishers, they 

are always available to give me their opinion, or to highlight important quotes from the book, 

because this is something that, as we know, works well. Most of the time I do it myself, but if 

it's a book I'm not at all comfortable with, ask the publishers for help. I do that articulation a lot 

with them. And it is mainly with them that I consult to understand exactly the type of book we 

have, the audience it is aimed at, the type of communication we can make. Research is always 

done when the works are international to understand what has already been done, both in other 

countries with other endorsement, whether videos, animations, type of communication, I always 

do this survey and after deciding which books will be published and when we are going to 

promote them, I give a briefing to the designer. We use a tool that is Trello, and we already have 

some templates for this type of communication. Depending on the books, we have three 

categories triple A, double A, and A. Triple A are the most important, because depending on this 

categorization I ask for the materials from the designer. If they are a triple A, I already know 

that there will be a banner, I must order for the homepage right away, I already know that it will 

be highlighted in the newsletter. Now, we adapt the materials we need according to the 

categorization of the book. For Portuguese authors, we take care to validate the communication 

pieces with them.  
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Interviewer - And linking the question to the different types of posts and to the different 

specificities of each social network. Are there some steps that are different?  

Interviewee - Regarding the procedure, no. The only thing that changes is the language and the 

type of materials that are requested. For Minotauro we do many more animations than we do 

for 70’s, because the public doesn't want to, whether it's text, they're annoying people. Not 

Minotauro, unfortunately our designer doesn't have as much time as we would like, and we 

don't have as many resources as that. But at Minotauro we sometimes make animations, or we 

now have something that is audiopses, which are basically synopses, but with audio. They are 

small animations, in which I do the voiceover, write the text and then record the audio and send 

it to the designer and he makes an animation based on that text. We only have two or three, and 

now he's working on another one. As it was something that started relatively recently, but that's 

it, this type of content is more for Minotauro.  

 

Interviewer – Is there some kind of regular monitoring of the engagement of each post.  

Interviewee - I know that there is a possibility, I do something very intuitive, which is I see the 

comments and I see the likes. It's the most intuitive thing you can do, I don't have deep 

knowledge of analytics to understand exactly the real results.  

 

Interviewer - Is there a post that has been particularly successful and why?  

Interviewee - It has a lot to do with it, for example Edições 70, in general terms, galleries work 

better, that is, not talking about a specific title, but talking about several titles covering a topic 

works best. In Minotauro there is clearly a segmentation by authors. There are authors that I 

know work well, although even though I post posts every day, I know that I'm going to have a 

lot of reactions. Thus, in Minotauro it is much more by authors, in Edições 70 it is much more 

by themes/galleries. Minotauro's most popular posts are certainly one’s about V. E. Schwab or 

about "The Song of Achilles" by Madeline Miller, because they are our best-selling books. In 

the Edições 70, I particularly remember one that was Beckett's complete theater, because it was 

a very relevant work and Beckett is well known. This may have been the post with the most 

likes, it had 700 or so likes on Facebook, but on average the galleries work better than the post 

promoting just one book.  
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Interviewer - Online trends change rapidly, how do you keep up to date or adapt?  

Interviewee - This is a bit of a reaction, I am paying attention to what we are seeing, what we 

are reading and reading a lot. We share a lot of information among the team, including with the 

editorial team, because they know better than us what is being sold abroad. We are a little bit 

intuitively aware, so we detect some trends from an editorial point of view. We were among the 

first to detect the issue of TikTok, we were the first to realize that there were actually kids 

making videos on TikTok and that this was boosting sales, since it was only a year later that 

even the press looked into it. We had already tried this trend, we had already done some TikTok 

campaigns with one or two influencers, yet I was not authorized to open the account and we 

still have no TikTok account. But it is very in-depth, depending on the work that we are doing 

and what we are going to read, whether in the press or in communities, such as Goodreads, 

where I go weekly, I will see the books that are being read, books that are being talked about 

the most. I always do this work and from an editorial point of view they do it too and many of 

the times we are the ones who also launched the trend, the same thing has already happened 

with Minotauro, it is still considered a small seal, but it has already launched some trends. For 

example, those books by Madeleine Miller and Jenifer Saint, which are re-creations of famous 

myths, we were the ones who started with that and continued to feed that vein. We detected the 

trends cautiously, because obviously, a trend that is strong abroad will not always work here. 

So, it's up to us to do a test, we released a book, we realized if it worked and if it works, we're 

looking for more. It's a lot of research from us and a lot of feedback from readers, because we 

received a lot.  

 

 

Interviewer - Regarding partnerships, do you do them with the book influencers? 

Interviewee - Here we have some prudence, and we always analyze requests on a case-by-case 

basis. We see people who are really interested in the book, and we always try to collaborate 

only with pages dedicated exclusively to books. In other words, we are not interested in a 

popular page where books are the subject from time to time. We are interested in pages that are 

actually about books and for readers, and then we have a criteria, no accounts with less than 

1000/2000 followers, we can hardly do it because we have a limited number of offers, and we 

always try to filter a little bit depending on the number of followers, because that's the only way 

we can achieve greater projection, greater visibility for our partnerships. But this is not closed, 

I already gave books to someone who had 600 followers, it was very little, but yet every post 
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published had a lot of comments, a lot of likes and you could tell that that person knew a lot 

about books. So that's the kind of person that interests me.  

 

Interviewer - Speaking from experience, the number of followers sometimes doesn't 

match the number of likes.  

Interviewee - It doesn't mean anything. But we do this job of contacting bookstagramers and 

Booktokers. I have to adapt to these new concepts and terminology. But yes, we are attentive 

to them, we were the first to do things with them, we should have done more but that no longer 

depends on me and on financial availability, because we know that this is starting to grow, and 

the values are also increasing and even then, it wasn’t cheap.  

 

Interviewer - How does customer feedback influence marketing strategies and whether 

there are any steps to incorporate customer feedback.  

Interviewee - This always exists, because it allows us to define what the most relevant authors 

are, the type of books that people are looking for the most. Therefore, this always has a very 

big impact on what our communication is. The type of language too, and it is obvious that we 

are always very attentive to this feedback, we are always careful to respond to everyone and no 

one is left unanswered on our social networks. Therefore, great care is always taken to adapt 

communication to the type of clients we have. I do the Book Fair and a lot of people come to 

me and talk to me a lot, I spend hours talking to people and I am careful to listen to them and 

to understand the type of books that are missing, here more in the Edições 70, more technical 

things because they are people who know a lot. I try to collect all the suggestions they give me, 

and I'll move it on to our publisher. Not always, but it's already happened, we had 1 book that I 

remember was published at the suggestion of a reader who came to visit us at the Book Fair. 

The marketing itself, we have already identified the profiles of the various seals. At first, I didn't 

use emojis and now in Minotauro, I use it a lot because I realized that we had little hearts and 

emojis that I had no idea what that meant. I had to adapt because these people like this, and 

from then on, our communication became much more focused on emojis. It significantly 

decreases the communication size of the text and is basically the basis for more flexible 

sentences.  
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Interviewer - Speaking of experience, because the segment of books that I like are the 

same as Minotauro’s. The feedback also influences the choice of some books for 

Minotauro? 

Interviewee - It is a market that is much more explored. There are many, many more publishers 

making these types of books. So, it's likely that they'll recommend a book to us, and we'll say 

look that's publisher x or y. But we still receive very practical examples.  

 

Interviewer - Often there are books that have several covers, one in the United Kingdom, 

one in America, does it also influence the choice here? 

Interviewee - We have people say please, use the American one, please use the English one. 

I'm going to use that same feedback, even if it may seem like a small thing. I go to the publisher 

and say look, there are more people asking for the American cover, can we guarantee that's the 

one we have.  

 

Interviewer - Covers are a big part for Minotauro. 

Interviewee - For example, in Edições 70 it's something that I've never received an email in 

my life saying use this cover instead of that one. In Minotauro is all about the cover. This is one 

of the most recurring issues in understanding the type of differentiated audiences that we have.  

 

Interviewer - Are there aspects at the level of social networks that you think need 

improvement?  

Interviewee - Yes, Actual needs to be rethought from top to bottom, because it’s only on 

LinkedIn. We have very little performance and to top it off the current profile was left with a 

group of followers that already existed off something that we had. The only thing we changed 

was the logo, the description, and that suddenly became the current profile. I don't know if it 

was the right strategy, at the time it seemed good, but the truth is that from the point of view of 

traction it is practically zero and, therefore, it is necessary to rethink the current strategy so that 

it begins to have more notoriety within the universe of economic sciences, which is where the 

current one moves preferentially. Then, yes, we need to do something thoroughly, well in 

relation to other seals and investments as well. There's a general marketing budget and 

sometimes I ask that out of charity for me, come on, make a paid post from this book. The entire 

budget is focused on bookstores, even if, imagine, that I have a book from Minotauro to 
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promote, and suddenly, this book is capable of being a big thing, I say Let's put money into this. 

Even if they tell me yes, the post is always made from the Livrarias Almedina. In other words, 

Minotauro seal will never receive visibility, no more likes or followers at the expense of this 

sponsored post, because the sponsored post is always done based on the bookstores profile. 

There has never been a paid campaign, not 5€, not 10€ to increase the number of followers of 

any of the seals I work with.  

 

Interviewer - Are there are any strategic changes planned for the future. And what are the 

long-term goals for the seals also on social networks.  

Interviewee - Above all, visibility. It is very important that our brands have visibility, especially 

Minotauro, which competes in an extraordinarily competitive market. Brand visibility is the 

major challenge. Obviously, we have a network of bookstores that helps with our books. The 

current books from Minotauro and the 70’s are very well highlighted, because it suits us. But it 

is also important that they were in the other bookstore chains and this, unfortunately, is not 

always reciprocal. Visibility is the great challenge and notoriety, because we believe a lot in the 

books we are about to release, and I'm not a fan of economics and finance, but I go on Goodreads 

and I read various opinions and I see the type of criticism that is made to our books. Therefore, 

I am absolutely certain that they are excellent books and that they would have a much wider 

market if they had more visibility in bookstores and, obviously, not of our network, but Fnac, 

Wook and their social networks. It is also important for us to increase our presence, our 

visibility, our investment. I think another great challenge is the changes were doing, this is new. 

We were much more segmented and now we're trying to work in a more articulated way, 

thinking in a much more integrated way and this seems to me to be a very positive change. Let's 

see the results later, but that is the main change for 2024, we'll all be working for a whole, 

instead of each one dealing with their own little chapel and as it was more common until now.  

 

Interviewer - Thank you for your time. 

Interviewee - Thank you. 
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Appendix C – Interview 3 (Translated from Portuguese) 

 

Interviewer - The first question is, currently, what are your main objectives and goals for 

social networks?  

Interviewee - The main purpose is exposure and sale, isn't it? What we aim for in addition to 

publicizing our books, content, and therefore what our books represent, we also want people to 

be redirected to our bookstores. At least me, the way in which I make the posts, I always try to 

have a link that redirects to the Almedina bookstores for cross-promotion, where the book can 

be purchased, without ever saying buy it here. Now the objective ends up being crossed, on the 

one hand, I promote the books, I want to promote the books, make them known to the public, 

and, on the other hand, it is a sale because I am forwarding them to the bookstores.  

 

Interviewer - Yes, it's even logical because being part of the group it doesn't make sense 

not to promote bookstores.  

Interviewee - Exactly! And since you are making a post and it is even visible and we have some 

legal books that attract a lot of people, it makes sense at the same time that you have this link 

to the bookstores, the online bookstore that is.  

 

Interviewer - The second question is whether you can guide me through the steps, the 

processing of planning a post, for both LinkedIn and Facebook.  

Interviewee - We had our new presentation meeting, that is, when the legal book publishers 

present to the commercial department and other people for whom the company is relevant the 

books that will be published next month, in other words, today they presented us with the books 

that will be published in February. I watch the presentation and from then on, what do I do? I 

have a calendar for next month, which in this case is February, where I look, and look at this 

book, it comes out on February 1st, which is a Thursday, and it’s a really important book, and I 

even have a vacancy here on Thursday morning to say that this book came out, that's it, I'll put 

it on that calendar. This other book, imagine, comes out on February 1st too, because our 

releases are only on Thursday, it also comes out on February 1st, so it's not so relevant anymore, 

but look, I have a vacancy to announce it on February 5th, I'm going to put it there on February 

5th, and then I have another one coming out on the 1st, but I don't have a vacancy this week I'm 

going to move it forward, and that’s it. I also have congresses, workshops, and training sessions 
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to think about as well. Sometimes I must have three or four posts a day, which is an exaggeration 

and I know that. There are times like this when things were relaxed and I only post once a day. 

And now things are going to start to accelerate, I already have a conference that will take place 

in April, and another one that will take place in May and I will have to start publicizing them, 

and embedding communication about them, because I have to sell them and then I will have to 

also include the training courses that the group also sells, which are online and are specialized 

for jurists, so I also have to fit this into the middle of the book posts and manage matters. I often 

try to make a division, which is, when it's a day when I must talk about a book and a workshop 

and a conference, imagine, I usually put the book early in the morning, the Congress at 

lunchtime or right after lunch when the lawyers come to eat, and then in the middle of the 

afternoon, at the end of the afternoon, the workshops. To put it, we work with a platform that is 

Swonkie. Before, we worked directly on meta, but we started to have Swonkie, and it makes it 

easy for me because I immediately post both posts at the same time, the Facebook one from 

Edições Almedina and the Group LinkedIn. I always add an image, the banners are developed, 

that's where it is, I have to order the banners, I have to check that everything is fine, etc.  

 

Interviewer - What social networks you work with? 

Interviewee – Facebook and Linkedin. Sometimes I post on bookstores on Facebook and 

bookstores on Instagram and when I put it on Instagram, it's never a story. Especially because 

they are legal books and it doesn't make any sense to be in stories, it's not worth it. It's very rare 

for me to post a legal post on the bookstore's Instagram, and I'm going to do it less and less, let 

person 1 get out of her way, let her start to see what she wants to put in, and I'll give her the 

content.  

 

Interviewer - Then, linked to the social networks in which you participate, do you think 

they are sufficient?  

Interviewee - I even think we have more than needed, before we hadn't divided the Edições 70, 

Actual and Minotauro, everything was on bookstores Facebook and Instagram and I don't know 

to what extent it didn't work better, but then these are my points of view.  

 

Interviewer - How do you maintain brand consistency across platforms?  
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Interviewee - In the case of the legal one, it's relatively easy. It's a more serious language, a 

more adult language. We have a graphic identity for legal books, already very elaborate and 

fixed. For the posts themselves, we only have two or three models, either it's the cover and the 

same colors repeated on the back or it's the cover with that boring Almedina gray background 

that I only use from time to time because I think it's a huge drought. But I think that thanks to 

the graphic image, the group's image is easily identified. The language because it is the 

Almedina language and because I try to always use the same hashtags. I always use Almedina 

Direito, I don't know if it's the best option, but we've been using Almedina Direito for two or 

three years. And then, the area of Book, if it's Civil Law, I always use the hashtag Civil Law, if 

Criminal Law, the hashtag Criminal Law, and so on. I also add the collection when it is a topic 

that is on the table, artificial intelligence, and others, for example, imagine it's a book about 

cryptocurrencies I put it, #criptomoedas, #criptoativos, #blockchain. I try to look for those that 

make the most sense in that area.  

 

Interviewer - We have already mentioned here what are the main tools used to manage 

marketing, which is Swonkie. I wanted to know your opinion if you like the platform, or 

if you think that something can be modified.  

Interviewee - I honestly have no complaints. I think it's relatively easy to use and fast, there 

was a time when it was always going wrong, and I was constantly irritated because it failed a 

lot, but that's when we implemented that a year and a half or two ago. Now, lately, there haven't 

been any problems.  

 

Interviewer - At the conception level of the creative part of creating the post. We've 

already said a bit, but there are some procedures that you always do or steps, from 

collaboration with other departments to copywriting...  

Interviewee - No. In the case of legal, it's just me alone, there's no copywriting with others. I 

tend to base myself on the book's commercial form, most of them are written by the authors 

themselves, because they are better than anyone else, and I'm not from the area of Law. I'm 

from Communication Sciences, so I have nothing to do with Law and I don't even know what 

I'm talking about, so I can't invent much. What is written in the synopsis that the author provided 

us, I adapt to make it a little lighter or a little more interesting. When it's a code and when there 

have been updates to various laws or decree-laws, I list what updates were made to those 

decrees. Now there's no possibility of being extremely creative in legal posts unless we made 
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fewer books and fewer posts, and we focused on a topic, for example, we're launching this book 

on artificial intelligence, so we're going to be here talking about artificial intelligence. But then, 

to what extent can we connect this conversation to the book we want to promote? There's not a 

lot of creativity. But I'll also tell you that I don't think the lawyers who read our posts complain 

about this, because sometimes, I don't say the Facebook of Edições, because is also dead, but 

sometimes I look at LinkedIn and see the dynamics and the people who are commenting on our 

posts and likes. And some of the books have, organically, a hundred and I don't know how many 

likes, 40 comments, I don't know how many shares. So, it’s not that bad.  

 

Interviewer - Yes, because it has a specific niche.  

Interviewee - It's a very specific thing, exactly! And I even say that horses that win don't move. 

I'm a little worried about that part because they want to change that, and I don't know how it's 

going to go, but that's fine, we need to change, we've changed before.  

 

Interviewer - Because you also work with books made for university students, do you think 

and account should be made just for them?  

Interviewee - But an account linked to university students, do you think they'll go to LinkedIn 

or Instagram?  

 

Interviewer - Instagram it had to be on Instagram.  

Interviewee - And on Instagram for them, Almedina isn't books but bookstores. In other words, 

either you start to post more Instagram posts about bookstores, and then I think that those who 

are managing the bookstores Instagram should pick up and say look at this book, it might even 

make sense because it's the one we usually sell in the bookstores. I'm going to see how it's 

written; it makes sense, it doesn't make sense and I put it there and adapt it as an image of 

bookstores, imagine. Or I don't know because if I'm going to post exactly how he is on the 

Facebook of Edições and on the Group’s LinkedIn it will stand out from the rest of what's on 

the bookstores' Instagram. I think the problem is that bookstores need to create an image. It's 

creating an image for bookstores because, for example, an image of law books, is created. Now 

on the bookstores' Instagram, that's a mess of all sizes, because I have a law book that I think 

can go to the bookstores' Instagram, pick up my post, and put it there with that usual image that 

I usually make. And person 2, who is my colleague who works on general books, thinks he has 
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a book from the 70s that would even be fine, which has nothing to do with the image, nor the 

content of the law books, and then he posts one of his books from the 70s on the Instagram of 

the bookstores. And you realize that that doesn't have the image of bookstores. What's missing 

there is instead of the post being placed there with an image like I put on LinkedIn, there should 

be an image of the bookstores. And let it be the image of Livrarias Almedina, for example, 

Livrarias Almedina recommends this book. It's not me, with Edições Almedina or Grupo 

Almedina. 

 

Interviewer - That breaks the image people are used to seeing, arriving at a different 

image, and breaking the theme a bit.  

Interviewee - Exactly, and also because the campaigns themselves are all very different and 

one has an image of this, and one has an image of that, you don't easily identify what Livrarias 

Almedina is. And I think that in the case of bookstores that's what's missing, it's an image of 

the Almedina Bookstores. You can do whatever you want. You may have the goal of Almedina 

to become the largest publisher of books in Social Sciences, and it is well known because of the 

70 Editions, but you say Almedina, and everyone only knows it by the Law.  

 

Interviewer - Right.  

Interviewee - And most of our clients who go to bookstores, or have studied law or practice 

law, or are married to someone in the law, you know... I'm a Communication Sciences student 

and I also finished my degree 30 years ago, but what makes sense to me when I'm interested in 

buying a book is going to Fnac. For my part, if I didn't work at Almedina, I would think that I 

should never go inside an Almedina bookstore because for me it is a very institutional thing. 

The image of Almedina is very linked to the law. I even believe that there is interest on the part 

of the administration in changing that image. But it is something that will be very difficult, that 

will last a long time and that may have a reverse side of the coin and that is the target that is 

identifies with Almedina no longer want to identify with Almedina, and then we have a problem.  

 

Interviewer - Regarding the steps for posting, are they different for each type and for each 

network?  

Interviewee - I always have the same posts. I used to do it differently as I told you, but it didn't 

change much in terms of copy, it changed in terms of image, but not now.  
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Interviewer - There is regular monitoring of the engagement of each published post, even 

if it's on your part? 

Interviewee - No, I'm not going to lie to you. I sometimes look at the LinkedIn results, because 

I get those things from the shares that people commented on, and sometimes I even think to 

myself, hey damn it even goes well. Hey, another 300 new followers this week, 1800 mentioned 

Almedina, these are numbers that I am aware are good numbers. But I don't do it regularly, I 

don't do it to do analysis, nothing like that. It's more of a look at how cute!  

 

Interviewer - Are there any posts that were particularly successful and why?  

Interviewee - There is one that we did in the summer, I'll explain it to you. We were contacted 

by the Government's Equality Commission, which was going to launch a new campaign against 

domestic violence and violence against women. They were going to start the new campaign and 

asked if we could help in any way. It's a topic that's obviously important and I said right away 

that I'd find a way to help them. So, what did I do? I mentioned that their campaign and I the 

books we had in the area about domestic violence. I think I also used some of the images, so 

besides using the covers of those books. I think this post had many, many likes and there must 

have been others, probably from renowned university professors, when they release a new book 

it also usually works very well. But I remember this one about domestic violence, which I think 

was one of those that we had the most likes organically. Everything is always organic on 

LinkedIn, we don't invest.  

 

Interviewer - The next question, is not very suitable for the legal side, but I wanted to 

know your opinion. Online trends are always changing and there is some way to keep up 

to date and maybe adapt in the future.  

Interviewee - Look, I think, for now, we've talked to each other there was a time when we 

started using italics and bolds, because that's what was giving, another time, and this happened 

a lot in the bookstores page when emojis started to be used a lot. I couldn't do that in law they 

were going to say that I had gone crazy. But I have to say that on a personal level, I don't use 

social networks, on a professional level, I must be attentive. So, I also see what kind of 

publication others do, I have worked in several places, some of them very related to culture and 

art. Therefore, there are some people that I follow, who are my friends, who are very much on 

the crest of the wave, and I am also seeing what they are doing. Now that's it, I see a little bit 



Internship Report 
Almedina Group – Tânia Pinto 

 91 

of what they do. If he did that, maybe I can also say that and do this. Now, we don't have a 

course, I end up being self-taught, I also have two children and they also tell me about these 

things.  

 

Interviewer - By chance I don't think there's YouTube for any of the publishers, so far no 

one has mentioned it.  

Interviewee - We have YouTube and we don't use it. There is an Almedina YouTube, it must 

have 2 followers.  

 

Interviewer - Do you think it should be better used, in terms of content?  

Interviewee - I think so. We could reuse content from Instagram , we don't have to create new 

content and maybe you'll tell me that it's already on Instagram, but not everyone goes to 

Instagram.  

 

Interviewer - Even at the level of legal content, conversations, for example, or sessions 

with the authors...  

Interviewee - Yes, it could be on YouTube. Although notice, this is already more complicated 

in two ways, one of them is content that we have with lawyers, specialists, for the most part, 

we try to sell it. Then there's the GDPR, for example, I was thinking about the part where you're 

going to have a book presentation and even do a live on YouTube. So, what about the people 

who are there? Do they have to be on their backs? First, they have to authorize to  appear or 

never show up because otherwise you have to collect signatures and approvals from everyone. 

It may be more complicated. I think those videos that we make, there are some videos that we're 

doing now for the general ones on Instagram, they're just images, they're mostly illustrations 

and comments telling the story of that book. That's something that I think fits perfectly on 

YouTube.  

 

Interviewer - There’s feedback from the customer?  

Interviewee - I don't know how to answer you. It is possible that are lawyers who comes to the 

store and say something. It's possible, but no one ever told me.  
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Interviewer - What are the challenges you currently face and aspects that need 

improvement in general in social networks?  

Interviewee - Now, I'm going to talk about myself. If I spoke in general, I would tell you I think 

we have too many networks. In the case of the legal profession, it is a struggle to keep Facebook 

of the Edições alive and many people consider it an inglorious struggle that they don't 

understand why I continue to publish on Facebook I explain that if a lawyer has a social 

network, taking into account his age, it will probably be a Facebook, in addition to LinkedIn. 

In other words, people over 40 have Facebook and most lawyers have Facebook, and those who 

follow the Edições Facebook will certainly be lawyers. Despite being an inglorious job, because 

there are no new subscribers and because there are fewer and fewer interactions, it's something 

that I don't think I should let die. Now the other challenge that I have, and which is extremely 

difficult, but which I am working to solve, and which does not directly have to do with the 

management of social networks, is that we have so far worked on part with the congresses, and 

workshops, that we end up having too many posts about them, and that to me, is the stupidest 

thing we're doing. But since there are many workshops, they all take place almost at the same 

time and all need publicity, it turns out to be boring almost every day to have one or more posts. 

I've been trying to alert management people to this, and they've finally started giving me a little 

bit of attention, they haven't put it down on paper yet, but orally they already told me that they 

agreed with me and then it's possible that we'll do it differently. In terms of posts, I'm going to 

impose myself and say that I don't do more than two a week depending on what I think needs 

more push. If it doesn't need a pull, I'm not even going to talk about it on LinkedIn because I'm 

not going to kill LinkedIn with this. People want to know about books, and they may even be 

interested in a workshop from time to time, but not being impacted every day with a different 

workshop they fully realize that it is not selling. Now another post that we do regularly is from 

BDJUR. I'll explain to you, BDJUR is another of Almedina's services, it's a legal database that 

is sold, and people pay an annual fee to be able to access the publication by the legislator to all 

the laws that come out and they don't need to buy the book, because they have the access there, 

it's more expensive, obviously, but they have it for all areas. Every Friday, between nine o'clock, 

we make a post on LinkedIn in which we have highlights from BDJUR and the objective, 

obviously, is to try to attract more clients as well. That same post, every week turns out to be 

repetitive, is boring, every Friday at that time we already know that we are going to post this, I 

understand that it is a way of publicizing the database, but from a general point of view, I don't 

know what the benefit versus harm is of having this published every Friday. We also disclose it 

in the legal newsletter that it is sent only to lawyers who have requested to receive it. Okay, I 

think it makes perfect sense for us to continue with this disclosure. In the case of social 
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networks, I think it's already raining in the wet, but maybe once a month makes sense, 

something more sporadic that's not recurring, because it doesn't work.  

 

Interviewer - Connected to the last question, which is whether there are any strategic 

changes planned for the future. What will be the long-term goals?  

Interviewee - I don't know. I believe they want to implement changes I just don't know what 

they are.  
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Appendix D – Excel with data gathered from Almedina’s social media (Portuguese) 

 

Livrarias Almedina 
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Actual 
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Grupo Almedina 
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Appendix E – Excel Analysis of Gathered Data 
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