BRAZIL IN DA VEIN – TOURISM AGENCY
INVESTOR DECK

1 — Business Overview + Core Investment Needs
1. Executive Summary (Brazil In Da Vein)
Brazil In Da Vein is an international-focused tourism agency dedicated to showcasing the most iconic and culturally rich Brazilian destinations through curated travel packages. The agency focuses first on Bahia, São Paulo, and Rio de Janeiro, offering immersive experiences in culture, samba, gastronomy, nature tourism, and urban exploration.
The goal is to become the digital gateway for foreign travelers coming to Brazil, integrating:
· A modern booking website
· English-friendly customer service
· Partnerships with local hotels, guides, transport companies
· Fully packaged itineraries
· Premium concierge experiences
The project is designed to scale internationally within 24 months.

2. Core Investment Needed (Macro View)
For the investor deck, here is the high-level investment ask, before detailed breakdowns in the next sections:
Total Investment Needed: USD 180,000 – USD 250,000
(R$ 900.000 – R$ 1.250.000)
 To fully launch and operate Brazil In Da Vein for 18–24 months of runway.

3. Distribution of Investment
Here is the macro breakdown of how the investment will be allocated:
A. Technology + Platform (USD 35,000 – 45,000)
To build a world-class tourism booking portal:
· Website (frontend + backend)
· Booking/checkout system
· Multi-language system (EN/PT/ES/FR)
· Automations + CRM
· Mobile responsiveness
· Server + security + integrations
· Hosting + tools for 2 years
Estimated:
 USD 40,000 (R$ 200.000)

B. Operations + Legal Structure (USD 30,000 – 40,000)
Includes:
· Company setup (Brazil + international-friendly compliance)
· Travel agency licensing, insurance & certifications
· Contracts with suppliers
· Accounting & legal team
· Initial office structure
Estimated:
 USD 35,000 (R$ 180.000)

C. Marketing + Branding + Acquisition (USD 65,000 – 90,000)
Launching internationally requires aggressive digital marketing:
Branding
· Logo, visual identity, pitch videos: USD 4,000
Advertising
· Google Ads (travel keywords)
· TikTok Travel
· Instagram Ads
· YouTube ads targeting tourists
· Influencer partnerships
First-Year Media Budget: USD 50,000
Content Production (video/photo): USD 10,000
Estimated:
 USD 70,000 – 90,000 (R$ 350.000 – R$ 450.000)

D. Team (12–18 months runway)
Initial team:
· CEO / Founder
· COO (Operations Manager)
· CMO (Marketing Lead)
· Travel Product Designer
· Customer Success + Sales (EN, PT, ES)
· Tech/Support
Monthly estimated team cost: USD 8,000 – 10,000
 18-month runway total: USD 145,000
BUT in the initial investment request, we include only first 12 months, covered by investors:
Team Investment Needed:
 USD 90,000 – 110,000 (R$ 450.000 – R$ 550.000)

4. Summary of Investment Ask
	Category
	USD
	BRL (est.)

	Technology Platform
	40,000
	200,000

	Operations + Legal
	35,000
	180,000

	Marketing + Branding
	70,000–90,000
	350,000–450,000

	Team (12 months)
	90,000–110,000
	450,000–550,000

	TOTAL
	180,000–250,000
	900,000–1,250,000



2 — Destinations & Curated Experiences
1. Key Places to Visit (in Our Signature Packages)
For the Brazil In Da Vein tourism agency, the first phase of operations will emphasize three Brazilian hubs: Bahia, Rio de Janeiro, and São Paulo. These are not just popular tourist destinations — they align with our brand identity of culture, music, history, and vibrant urban life.
Here are the major spots we’ll highlight in our curated travel packages:
Bahia (Salvador + Coast)
· Pelourinho, Salvador — The colonial historic center, full of colorful buildings, cobbled streets, and Afro-Brazilian culture. geographiya.com+1
· Igreja São Francisco, Salvador — Baroque church richly decorated, a cultural and architectural landmark. Rainforest Cruises+2Guia de Salvador+2
· Baía de Todos os Santos — Beautiful bay area offering scenic views, boat tours, and island access. Guia de Salvador
· Costa do Dendê — Stunning coastline with mangroves, coral reefs, rivers, and islands like Ilha de Tinharé and Ilha de Boipeba. Wikipédia
· Morro de São Paulo (on Ilha de Tinharé) — A serene, paradisiacal island destination known for its beaches; very attractive for both nature lovers and culture travelers. Wikipédia+1
· Fortaleza do Morro de São Paulo — Historic fortress on the island, adding cultural and historical depth to our Bahia tours. Wikipédia

Rio de Janeiro
· Christ the Redeemer (Cristo Redentor) — Iconic statue with panoramic views across Rio. (Core “must-see” for international travelers.) travelbrazil.co+1
· Sugarloaf Mountain (Pão de Açúcar) — Panoramic cable-car rides, famous for sunrise/sunset. travelbrazil.co
· Ipanema Beach — One of the most famous beaches in Rio: social life, music, relaxing beach culture. Rainforest Cruises+1
· Pedra do Sal — Historic site in Rio, very important to Afro-Brazilian heritage, samba, and community culture. Wikipédia
· Santa Teresa & Lapa — Neighborhoods known for bohemian culture, street art, samba, and colonial architecture (these are natural extensions of our cultural itineraries).

São Paulo
· Avenida Paulista — The iconic financial and cultural artery of São Paulo, with modern buildings, museums, and street life. El País
· MASP – São Paulo Museum of Art — One of Brazil’s top art museums, with a major European and Brazilian art collection. travel195.net+1
· Vila Madalena / Beco do Batman — Street art, galleries, hip cafés — ideal for younger, trendy travelers. (This supports our creative & cultural trip positioning.)
· Liberdade Neighborhood — Japanese-Brazilian cultural hub, also with deep Afro-Brazilian history — a powerful example of diversity and cultural intersection. Reuters

2. Why These Destinations Strengthen Brazil In Da Vein’s Value Proposition
· Cultural Depth & Authenticity
 These destinations allow us to create meaningful cultural experiences, not just “tourist checklists.” With Pelourinho, Pedra do Sal, and Vila Madalena, we emphasize heritage, music, religion, and community.
· Diversity in Experience
 From beach and nature tourism (Bahia’s coastline and Morro de São Paulo) to urban immersion (São Paulo, Rio), our packages cater to a wide range of traveler types: eco-tourists, culture seekers, party lovers, art tourists.
· Strong Demand
 These locations are already internationally well-known — tourists who come to Brazil often gravitate to Salvador, Rio, and São Paulo. ZipDo+1
· Salvador’s colonial and Afro-Brazilian culture is a unique draw. Guia de Salvador
· Rio’s iconic landmarks are global “musts.” travelbrazil.co
· São Paulo’s cultural and business mix appeals to both leisure and business travelers.
· Scalable Itinerary Design
 Because we focus on major hubs, it's easier to build modular packages:
· 7-day “Culture & Beach” (Salvador + Morro de São Paulo)
· 5-day “Urban Pulse” (São Paulo + Rio)
· 10-day “Brazil In Da Vein Premium” (all three + exclusive experiences)
· Unique Selling Points (USP)
· Afro-Brazilian Tours: Pelourinho and Pedra do Sal reinforce our “cultural roots” brand.
· Adventure + Relaxation: Through Bahia’s coastal islands.
· Art + Modernity: Via São Paulo’s art scene + Rio nightlife.

3. How We Plan to Present This on the Website
On the Brazil In Da Vein website (e.g., the Wix site you linked), this “Places to Visit” section could be structured like this:
· Interactive Map: A map of Brazil highlighting Salvador (Bahia), Rio de Janeiro, São Paulo.
· Destination Cards / Tiles, each with:
· High-quality images
· Short description (2–3 lines)
· Signature experiences (ex: “Samba in Pedra do Sal,” “Sunset from Sugarloaf,” “Street art tour in Vila Madalena”)
· Curated Itineraries: Pre-built packages that combine the places above.
· Testimonials / Stories: Excerpts from travelers who did part of these routes — maybe their favorite moments (music, food, hidden neighborhoods).






SECTION 3 — Business Model + Go-to-Market Strategy
Brazil In Da Vein — Tourism Agency
This section is designed exactly for your investor deck and website, showing how the business makes money, how clients will be acquired, and the financial logic that investors want to see.

1. Business Model (How Brazil In Da Vein Makes Money)
Brazil In Da Vein operates on a hybrid tourism agency + concierge model designed to maximize revenue per traveler while maintaining low operational overhead.
A. Revenue Streams
Here are the 5 core revenue pillars investors expect:

1. Travel Packages (Main Revenue)
Pre-built itineraries combining:
· Hotels
· Internal transport
· Tours
· Guides
· Cultural experiences
Average package price per traveler:
 USD 950–1,850
Margin:
 25%–38% depending on season.

2. Custom Premium Trips (High-ticket concierge)
Personalized itineraries for couples, influencers, celebrities, or travelers seeking unique cultural immersion.
Includes:
· Private samba classes
· Afro-Brazilian heritage tours
· Island hopping in Bahia
· VIP access to events
Average ticket:
 USD 2,500–5,000
Margin:
 45%–55%

3. Affiliate Commissions
Partnerships with:
· Hotels
· Restaurants
· Tour operators
· Local businesses
Commission range: 10%–25%
Low effort, continuous income stream.

4. Experiences Marketplace
Inside the website, visitors can book:
· Favela tours
· Samba nights
· Gastronomy tours
· Beach day trips
· Street art tours
· Carnival packages
· Boat tours in Bahia
Commissions:
 USD 8–40 per activity
 Margins: 30%–50%

5. Corporate Travel & International Groups (Expansion Phase)
For:
· Universities
· Cultural exchange programs
· International schools
· NGOs
· Companies with operations in Brazil
High volume, predictable revenue.

2. Customer Acquisition Strategy (Go-to-Market)
This is where investors want clarity. Below is the launch strategy for the first 12 months.

A. Digital Marketing (Primary Engine)
1. Google Ads (High Intent)
Keywords:
· “Travel to Brazil”
· “Best places to visit Brazil”
· “Brazil tour packages”
· “Brazil Carnival packages”
Budget: USD 2,500–3,500 per month
 Expected CAC (Cost to acquire a customer): ~USD 40–70

2. Social Media Campaigns
Platforms:
· Instagram
· TikTok
· YouTube Shorts
Focus:
· Culture
· Music
· Beaches
· Food
· Nightlife
Daily content + targeted ads.

3. Influencer Partnerships
Micro-influencers (10k–250k) in:
· Travel
· Culture
· Lifestyle
Cost-effective: USD 200–800 per campaign.

4. SEO + Destination Guides
Long-term growth engine:
· “Best beaches Bahia”
· “Rio de Janeiro travel safety”
· “São Paulo street art tour”
· “What to do in Brazil 2025”
SEO brings free traffic after ~6 months.

B. Partnerships (Strong differentiator)
1. Hotels & Hostels
20–30 partners in:
· Salvador (Pelourinho + Barra)
· Rio (Ipanema + Santa Teresa)
· São Paulo (Paulista + Vila Madalena)

2. Local Guides
Certified bilingual guides for:
· Samba
· Afro-Brazilian heritage
· Street art
· Gastronomy
Improves authenticity and ratings.

3. Airlines & Bus Companies
Affiliate partnerships with:
· LATAM
· GOL
· Azul
· Buser
Brings trust to foreign travelers.

3. Pricing Strategy
Built to maximize conversion and upsell.
Entry Packages
USD 650–850
 (3–4 days in Salvador, SP, or Rio)
Mid-Tier Packages
USD 1,200–1,700
 (6–8 day curated cultural trips)
Premium Packages
USD 2,500–5,000
 (Custom + VIP + island access + nightlife)
Conversion Expectation
· Website visitors to leads: 3–5%
· Leads to customers: 10–22%
· Upsells: 25–40%

4. Early Financial Projection (12 Months)
Assumptions
· Marketing budget: USD 65k (year)
· CAC: USD 55 average
· Average sale value: USD 1,250
Expected volume
· 1,200–1,600 qualified leads
· 150–250 package sales
Gross Revenue (Year 1)
USD 185,000 – 310,000
Gross Margin
30%–42%
Break-even
Between month 16–20 depending on scaling speed.

3 - Summary (For Investors)
Brazil In Da Vein generates income through multi-stream tourism monetization, with strong unit economics and scalable acquisition channels. The brand differentiates itself through cultural depth, premium experiences, and a modern online booking platform aimed at international travelers.
4 — Competition, Team, and Investment Ask
Brazil In Da Vein — Tourism Agency
This is the final section of the investor deck. It gives investors exactly what they expect before evaluating your project: market positioning, who is running the operation, and how much investment you need — all clearly structured and ready for your website.

1. Competitive Landscape (Who We Compete Against)
Brazil In Da Vein enters a tourism market full of demand, but with no strong cultural-focused competitor in the niche we’re claiming.
A. Traditional Competitors
Large agencies with generic packages:
· CVC
· Decolar
· ViaTour
· Expedia
· Booking Tours

Weaknesses:
· No cultural depth
· No Afro-Brazilian or creative-urban tours
· No personalized itineraries
· Operate with mass tours, low authenticity
· Foreigners find them impersonal

B. Local Independents
Small local tour guides and agencies in:
· Salvador
· Rio
· São Paulo
Weaknesses:
· No English-language marketing
· Poor websites
· Not scalable
· Low reliability for international tourists

C. Brazil In Da Vein Competitive Advantages
Here is where the business becomes unique and investor-attractive:
1. Cultural Authenticity as a Brand
No other agency is built around the soul of Brazil:
· Samba
· Afro-Brazilian heritage
· Gastronomy
· Street art
· Urban culture
· Beaches and islands
2. International-Friendly
Website, customer service, guides, and booking system all in English — a huge advantage.
3. High-Margin Concierge Packages
Competitors do not offer:
· Private samba classes
· Afro-Brazilian spirituality tours
· Island hopping with bilingual hosts
· High-tier VIP nightlife packages
4. Modern Online Booking Platform
While others work with old systems, Brazil In Da Vein focuses on:
· Digital payment
· Real reviews
· Instant WhatsApp support
· Bundled cultural packages
5. Scalable Model
We don’t depend on one city — our model expands to any state:
· Pernambuco
· Minas Gerais
· Rio Grande do Sul
· Amazônia
· Paraná
· Ceará

2. Team (Founding & Operational Structure)
Investors NEED clear leadership. Here is the recommended team structure for your deck (you can adjust titles):

A. Founder & CEO
Antonio Antunes Alexandre Neto
 Visionary, strategist, and project leader.
 Responsibilities:
· Brand vision & strategy
· Investor relations
· Partnerships with hotels, guides, influencers
· Overseeing operations and expansion

B. Chief Operating Officer (COO)
Responsible for:
· Supplier negotiation
· Tour logistics
· Guide training
· Quality control
· Customer satisfaction systems

C. Marketing Director (CMO)
Responsible for:
· Paid ads
· Social media
· SEO content
· Influencer partnerships
· Website conversion funnels

D. Travel Experience Manager
Responsible for:
· Curating experiences
· Selecting places to visit (as in Section 2)
· Designing itineraries
· Ensuring cultural authenticity

E. Customer Success Manager
Responsible for:
· WhatsApp support
· Pre-trip consultations
· After-trip reviews
· Handling special requirements

F. Finance & Compliance Officer
Responsible for:
· Budget control
· Payments
· Legal tourism compliance
· Contracts and registrations

Team Size Required in Phase 1:
4–6 people total to reach profitability.

3. Investment Ask (How Much Money Is Needed)
Investors want a very clear, structured financial request.
 Below is the optimized investment structure for Brazil In Da Vein.

A. Total Investment Needed (Year 1 & 2)
USD 180,000
Broken down as:

1. Marketing & Acquisition (50%)
USD 90,000
 For 18 months of:
· Google Ads
· TikTok ads
· Instagram ads
· Influencers
· SEO content
· Video production
This is the engine of the entire business.

2. Technology & Platform (15%)
USD 27,000
· Website expansion
· API integrations
· Booking engine
· Online payment gateway
· CRM
· Automation

3. Team & Operations (25%)
USD 45,000
 Covers:
· Salaries (4–6 staff)
· Training
· Guide partnerships
· Customer support
· Legal and compliance
· Accounting

4. Working Capital (10%)
USD 18,000
 To stabilize cash flow while sales scale.

Expected Return (For Investors)
Conservative Scenario:
· Year 1 Revenue: USD 185k–310k
· Year 2 Revenue: USD 450k–700k
Investor Return Expectation:
3x–6x in 36 months
 (typical for tourism platforms scaling internationally)
Equity Offer:
Recommended: 12%–18% for the initial USD 180k seed investment.

✔ SECTION 4 Completed
You now have the entire investor deck structure completed:
1. Market & Grounding Concept
2. Destinations & Tourism Potential
3. Business Model + Financial Logic
4. Competition, Team & Investment Ask



