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AHATIMTUKA M VIHTEPBDBIO. ...

Kak CboepbaHk noBbicKn a¢ppekTMBHOCTL KamnaHuii B 1,5 pasa ¢ NOMOLLbIO AaHHbIX

KonoHka Anbbepta YcmaHoBa, anpektopa no undgppoomy mapketnHry CoepbaHka

http://lwww.sostav.ru/publication/kak-sberbank-povysil-effektivhost-kampanij-v-1-5-raza-s-pomoshchyu-
dannykh-24791.html

MocnegHne HEecCKONbKO NEeT MapKeTONorn TOMbKO M roBOpAT O 6GonblUMX AaHHbIX B COGCTBEHHbIX
peknamHbiX kamnaHuax. OgHako, 4O CUX MOP Ha PbiHKE peann3oBaHO CPaBHUTENbHO HEOOMbLLIOE YMCno
MacLUTabHbIX KENCOB C UCMOSIb30BaHNEM 3Ton TexHonormn. OagnH na HUX — kenc CoepbaHka, KOTopomy
yaanocb noBbicuTb 3EEKTUBHOCTb peKNaMHbIX KamnaHunm B 1,5 pasa ¢ nomowbio o6beanHeHus
noBefEeHYEeCKMX U TPaH3aKLUMOHHbIX AaHHbIX. AnbbepT YCMaHOB, OMPEKTOp No LUNUpoOBOMY MapKeTUHIY

CbepbaHka, pacckasan 0 TOM, Kak OHW paboTanu ¢ AaHHbIMW YTOObI PeLlnTb MapKeTUHroBble 3aaa4un.
Heckonbko CNoB 0 HEOOLEHEHHbIX AaHHbIX

BaHkn ans mapkeTorora - 370 KpyrnHeMwmne u camble HELOOLIEHEHHbIE UIPOKM Ha PbiHKE pPeKnamMHbIX
AaHHbIX. Xopowunii 6aHK 3HaeT 0 Bac nNpakTU4Yeckun BCE: rae Bbl obepaeTe, Kyaa v Korga nytellecTsyeTe,

KemMm pa60TaeTe, CKOJ1bKO TpaTuUTE Ha NpoayKTbl NUTAHNA N TaK ganee.

Ha ocHoBe TpaH3akuuin Mo MOSIOBUHE KIMMEHTCKUX TPYNnn MOXHO Obino 6bl MOCTPOUTbL MoAenu Ans
nporHo3a Oyaywmux Tpat u noTpebHocTen, K NpMMepy, C NMOMOLLbIO accoLMaTUBHOrO aHanusa TpaT U

NMOCTPOEHMUS NOTMCTUYECKNX PEFPECCUIN BHYTPU KNacTepos.
B aTon pagyxHon kapTuHe ecTb ABe Npobnembi:

Ecnu B uenom B3rnsHyTb Ha pPbIHOK (PMHAHCOBBLIX YCIyr, @ He TOMNbKO Ha KntoveBble 6aHkn B Poccun un
CHI, To GONMbWMHCTBO M3 HMX HE YMEEeT npeBpawaTb Kydy pPaspO3HEHHbIX OAHHbIX B OCMbICIIEHHbIE
rmnoTesbl n Mmogenu. N He HayyaTca 9To Aenatb B Gnivkanwme rogbl U3-3a HOPMaTUBHbBIX U BHYTPEHHMX
OropokpaTmyeckux orpaHnyeHun. daktmyeckn 6onbluasa YacTb 6aHKOB CMAMT Ha MeLLKax ¢ AeHbramu, HO

He 3HaeT, YTO C HUMU JgenaTb.

Y 6aHKOB eCTb 04EHb MHOIO TPaH3aKUMOHHbIX AaHHbIX, HO NPAakKTU4ECKN HET pealibHbIX NOBeAEeHYECKUX, K
npumepy, ©aHKM He 3HalT O TOM, YTO Bbl MeYTaeTe noexaTb B Ncnanguio. PuHaHcoBbIE opraHunsaguro
MOTYT y3HaTb 00 3TOM 3a4acCTy0 B MOMEHT, Korga Bbl COBEPLUMNTE onrnarTy, HarnpumMep, y>xknHa, B O4HOM U3

pecTtopaHoB PenkbsiBuka.



http://www.sostav.ru/publication/kak-sberbank-povysil-effektivnost-kampanij-v-1-5-raza-s-pomoshchyu-dannykh-24791.html
http://www.sostav.ru/publication/kak-sberbank-povysil-effektivnost-kampanij-v-1-5-raza-s-pomoshchyu-dannykh-24791.html
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nOHy‘-IaeTCFl, YTO Yy YCITOBHOIo AHgekca ecTb 3HaHKE 0 BalMX HaMepeHudax, ay GaHKOB — BO3MOXXHOCTSIX.
Ho O6'be,El,I/IHVITb no-4yerioBe4eCkn 3T AaHHbl€ HUKTO HE MOXeT. OcobeHHO ecnn Bl npoBoauUTE Ky4y
PEKNMaMHbIX KaMnaHWn B Te4yeHne Mecsua Ha COBEpPLUEHHO pa3HbIX nnowaakax, HaxoauTeCb Ha
BbICOKOKOHKYPEHTHOM pPblHKE W Haa BaMu eweé Bucut OrpoMHO€E KOJTIM4EeCTBO 3aKOoHOAATElIbHbIX

OrpaHI/I‘-IeHVIVI Nno NCNosNb30BaHUIKO 3TUX AAHHbIX.
I'Io,u,pymvu'lm nopeageH4yeckme n TpaH3akuynoHHble AaHHbIe

YTto6bl NONy4nTb NOBEAEHYECKME OAHHbIE U HAYYUTb MX NaauTb C TPaH3aKUMOHHbIMKU Mbl - COepbaHkK -
npnobpenu koMmnaHuio Segmento. ATta nnatgopma NO3BONASIET HaM NeranbHO N 6epexHoO (C TOYKM 3peHus
GesonacHocTn 1 cobniogeHna Bcex TpeboBaHU KOHMAEHLMANbHOCTU, B T. 4. GAHKOBCKOW TaWHb)
nonyyaTb B ceTu 06e3nnyeHHy0 NHpopmaumio 0 NOTPEOHOCTAX HALLMX KITMEHTOB UMK NOOEN, KOTOpbIe

MM MOTYT CTaTb.

Ha npaktuke 310 03Ha4aeT, 4To CHepbGaHK MOXET B aBTOMATUYECKOM PEXMME HaxoanTb 06e3nnveHHbIe
CEerMeHTbl Nonb3oBaTenen ¢ BblpaXKeHHOM NOTPEOHOCTLIO, B aKTUBHOM KaHane, B KOHKPETHOE BPEMS U C
YY4ETOM KOHKPETHOW CUTyauun, a Takke NpeaocTaBnsaTb UM LieneBoe MNpearnoXeHne n pekoMeHOoBaTb

Hanbonee yao6HbIN kKaHan anst ero NOKynky UM OCTaBKU.

Yro Takoe nepcoHanusauus B MapkeTudre B 2016 roay?

D ® ®

Onpepenexnxoe OnpeaenexHbiM B onpeaenexHbiM B KoHkpeTHOE
coobuenue noaam mecre Bpemsa

Ha yno6Hom C uenesbiMmn Ha ocHose ANns KOHKpeTHoro
ycTpoicTee YCNOBUAMM TMBKHX AaHHBIX KaHana
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Cenyac npouecc cBegeHuA 00e3nn4eHHbIX nopegeH4YeCcknx mn TpaH3aKUMOHHbLIX AOaHHbIX TMOCTPOEH
OOCTaTO4YHO HETPUBUATIIbHbIM cnoco6oM. basoBbii YPOBEHb — 3TO MA3THUHI BlagenbueB KapT C NOMOLLbHO
COBCTBEHHbIX OHMaMH M MOOMUIbHbIX cepBucoB, Hanpumep, MOOUNBHbIX I'IpI/IJ'IO)KeHVIIZ n cantoB

Cb6epbaHka. 310 NoYTn 35 MUNNMOHOB PO3HUYHBIX KITMEHTOB EXXEMECSIYHO.

BTopon ypoBeHb YyTb CIOXHEE: Mbl CTapaeMcsi HaUTKU TexX Nofb3oBaTeneun, KTo He UCMNOoNb3yeT Halluu
OHIanH-CepBUCHl UKW, K NpUMepy, AernaeT 310 HeperynapHo. [ng nx novcka Mbl 3anyCTUNN OTAENbHbIN
npoekT — Synchub, NO3BONSOWNA MITYUTL YCTPONCTBA M BNagerbLeEB KapT C MOMOLLbIO «CTabUMbHbIX»

naeHTUUKATOPOB YepPe3 NAapPTHEPCKNE CEPBUCHI U PECYPCHI.
Yto B UTOre nony4mnocob?

B Havane BTOpOro Keaprtana Mbl MPOBOAMIM PEKMAMHYI0 KaMMaHU MO MPOABMKEHUIO UMNOTEKM OT
CGepbaHka. Mcnonb3ys noBegeHYeckne AdaHHble Mbl pa3paboTann HEeCKONbKo Mogernewn, 4Toobl
BblAENUTb ayguTOpUI0 C YCTOMYMBBIM MHTEpecoM B kaTeropum «KunuwiHble kKpeauTtbl». [anee -
copMMpoBann CpaBHUTENbHO MNPOCTble  anNropuTMbl  KOMMYHMKAUUW C  KaXdbiM  OTAENbHbIM

nonb3oBaTerniemM B 3aBUCMMOCTM OT ero AenepCcoHanv3npoBaHHOro Npoduns.

K npumepy, ana nogen, KOTOpPbl€e XOTeJIN XXUTb B HOBOCTpOVlKe, Mbl npeanaranu cneyuarnbHble YCIOoBUA
Ha KpeguT Ha NOKYNKY KBapTUPbl HA NePBUYHOM PbIHKE HEOBMXMMOCTU, a ONA NOKITOHHUKOB 3aropop,H017|
HeABWXNMOCTU — [ady. Takor noaxod MO3BOSNST HAM CHU3UTb CTOMMOCTb KadeCTBEHHOrO BM3UTa Ha

245% - NO CpaBHEHMIO C OPYrMMK pasMeLLeHneM, a Tarke CHU3NTb ctommocTb CPA Ha 170%.

Opyron npumep: Mbl npegnarann nOOAM KpeauT — Ha OCHOBE WX NOBeAEHUA N TpaH3aKLMOHHON
aKTUBHOCTU. KaxKgoMy KOHKPETHOMY CErMeHTY noJSib3oBaTernein Mbl NokasbiBanu nepcoHanmM3MpoBaHHYO
CymMMy B pybnsx, CTaBKy Mo KpeauTy, a Takke CPOoK ero noraweHus. Nonb3osatens Mor ohopMUTb KpeauT
no uHaMBuayanbHbIM ycnosusm cpasy B «CbepbaHk OHnanH». Bce 9TO B KOHEYHOM UTOre NO3BONUIIO
HaM CHU3UTb B 4EBATb pPa3 CTOMMOCTb NMPUBIIEYEHNS KIMEHTA, a TakKe CHU3UTb 0bLne onepaumnoHHbIe
pacxogbl ©aHka Ha OUEeHKY KpeauTocrnocOOHOCTM 3a CYeT MCKIOYEHUST U3 KaMMaHuu He

LeneBbiX 3aeMLLUKOB.

Mbl 3KCMepMMEeHTMpOBanu Mo npoAaxe BragenbuaMm manoro 6u3Heca KpeauTHbIX MPOAYKTOB OT
Cb6epbaHka. Bbiaenunu komnaHun, KoTopble, Mo HalMM AaHHbIM, MOIMN HyXXaaTbesl B kpeauTte. [anee
- pa3paboTanu Mogenb, KoTopasi yuuTbiBana A4essTeNlbHOCTb KOMMNaHUM 1 NepeyeHb N, NPUHMMAIOLLUX B

Hel peleHns ((PUHaHCbI, MapKETUHT, BbICLLUUA MEHEKMEHT).
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C nomoLLbto 3TOM MOAENM Mbl CMOITIM B aBTOMaTUYECKOM PEXMME HaNTU N 06paTUTLCA K HYXXHbIM N0AAM,
KOHKPETHOM KOMMYHMKaUMEN U NOOXOAALLEN YacTOTOW. Takon noaxond No3Bonvn Ham npueneys 6onee

50% oT obLero konu4ecTBa 3asiBOK Ha KPeauT No CTOMMOCTU B TPU pa3a MeHbLUE, YEM B KOHTEKCTE.
Yrto panblue?

[ns Hac Segmento - 3TO He TOSbLKO TEXHOMOMNS, KOTOPbIA NO3BONAET NPOBOAUTL PEKMaMHble KaMnaHuu
Ha obes3nunyeHHble cermMeHTbl notpebutenen. Cemdyac C MNOMOLLBKD 3TOrO CepBuMCa HaM yaanocb
nepcoHann3MpoBaTb YacTb KOMMYHUKaUun Ha sberbank.ru. Hanpumep, 6aHHepbl Ha rmaBHOKW, a Takxke
crneumnanbHble NPeasioKeHNss Ha BHYTPEHHUX CTpaHuuax canta. A B Gnwkanwem Oygywiem Mol
nnaHupyem OonTUMM3NPOBaTb NPOAYKTOBbIE M MOCAAOYHblE CTPaHMULbl NOL4 KOHKPETHOro notpebutens.
3T0, K NPMMepY, MOryT ObITb MHANBMAYAIbHbIE NPEAIOKEHNSA UITM aBTOMAaTUYECKMIA Nog00p NPOAYKTOBLIX

onuumn, KOTOpbIe Nny4ylle BCero noaxogdaT NoCeTuTernto.

B otoeneHunsax GaHka, KOTOpbIX ©onee 16 TbiCAY, Mbl CTPOMM 3KOCUCTEMY, KOTOpasi CaMOCTOSITENbHO
NPYHMMAaET peLleHne O TOM, KakMe peknamHble Matepuanbl 6yoyT nokasblBaTbCa Ha nnasmax, dKpaHe
cmapTdoHa npu nogknodeHmn k Wi-Fi, a Takke megnadacagax, - B 3aBUCUMOCTU OT BPEMEHU CYTOK,
MECTOHaXOXAEeHUs1 OTAENEHNA UNN OCOBEHHOCTEN KNUEHTCKOro NnoToka B HEM. MIHbIMM crioBamMu, ecnu
OTAENEHUEe HaxoauTcs PsSAoOM C BY30OM, TO pPaHO YTPOM OCHOBHOW KOHTEHT OyaeT OpueHTUpoBaH Ha
XuTtenen panoHa, KoTopble criewaTt Ha paboTy, AHEM - Ha NPUXOOALMX B OTAENEHNe CTyOEeHTOB U UX

poauTenemn, a BE4epPoOM - rocTen dbnunsnexawmx kage 1 MarasvHoB.

Kak IMHO Vi npoBoguT ayanT cCOBCTBEHHbIX NSOLLAL0K

KonoHka Jlto6oBu AvkoBon, pykoBoauTens otgena sugeopeknamsl IMHO Vi
http://www.sostav.ru/publication/kak-imho-vi-provodit-audit-sobstvennykh-ploshchadok-24827.html

Ha pbliHke oHNnanH-peknambl B 2016-2017 rogax rnaBHbIA TPEHA - NPOBEAEHNE UCCIEA0BaHNI KayecTBa
MHBeHTap4. Tak, kKauecTBo Tpaduka yxxe UccrefoBann Takme Takue KpynHble KOMNaHUn, Kak «AHOeKe» u
Rambler&CO. Peknamogatenu B cerMeHTe OHNanH-BUAEO0 XOTAT NonyyaTb ayauT peknamHbIX KaMmnaHun
W NOHUMaTb, KTO CMOTPUT UX BUOEOPEKaMy WU HACKONbKO 3TWU norb3oBaTtenu peanbHbl. KpynHenwunn
cennep ugeopeknambl IMHO Vi coBmecTHo ¢ komnanuen Weborama nposen nepsoe B Poccumn
nccnepoBaHne kavectBa BuaeouHBeHTapd. O MeTogonorMn uccrnegoBaHWss U ero  pesynbrartax

pacckasana JltoboBb SA4koBa, pykoBoguTenb otaena smgeopeknamsl IMHO Vi.
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[ns Toro, 4Tobbl peknamMHble KamnaHun Gbinv 3pPEKTUBHBI, BaXKHO pa3mellaTb UX Ha KayeCTBEHHOM
BMOEOMHBEHTape, [leno B TOM, YTO 3TO BMMSIET HA penyTaunoHHYo 6e3onacHOCTb GpeHaa 1 Ha Ka4ecTBO
KOHTaKkTa nonb3oBaTens C peknamMHbiM cooblieHnemMm. [loa  «kayecTBEeHHbIM BUAEOUHBEHTaAPEM»
MOHUMAETCS OJIMHHBIA NULEH3NOHHbIN KOHTEHT (punbMbl, cepuansbl, Terenepenayn) Ha U3BECTHbIX U

nonyn4apHbIX Buaeonnowagkax — OHHaIZH-KMHOTeanaX N TB-KaHanax.

BpeHabl ctann Gonee TpebGoBaTemnbHbl K KauyeCTBEHHbIM MNokasaTensMm MHBeHTapsi. Celvac MHoruve
NpoBOAST ayaAWUT B paMKax CBOMX pekrnaMHbIX kaMnaHuii. Huskasi ueHa B UTore MoOXeT 0GONTUCH JOPOXKE,
€CNN K CTOMMOCTM MPUMEHUTb MoKasaTenu BUAMMOCTM KpeaTuBa WM dpoaa Wnu, npolle roBops,
MoLUeHHMYecTBa. KayecTBO KOHTakTa MoNnb3oBaTenss C pekrnaMHbiM coobLeHem onpeaensieTcs
pasHbIMKU MokasaTensMu: BUAMMOCTb KpeaTuBa, MOBeAeHWe norb3oBaTtenein (Hanpumep, A4OCMOTPbI),

pasmelleHne B nneepe 6orbLIOro pa3mepa, KOMYeCTBO POSIMKOB MPOUrPaHHbIX CO 3BYKOM.
Kak npoxoguno nccrnenosaHue?

MccnenoeaHne npoBoaunocb B TedeHue 3 Hedenb Ha 0ase TexHonorun Adloox, akkpeauTOBaHHON
coobwecteom MRC, onpeagensiowmm vHOyCTpuanbHble CTaHAapTbl B cepe m3MepeHus u ayauta
OHNanH pasmelleHuin. MexxagyHapogHasa komnaHua Weborama nsmepuna sngeocepBuchl U3 BUAEOCETU

IMHO Vi— oHnanH-kmHoTeaTpbl 1 canTbl TB-kaHanoe - ¢ nomMoLwbio TexHonorum Adloox.

Ha peknamHble matepuanbl YCTaHOBWNWM CneumanbHbI Ter, KOTOpbI BCTpauBaeTcsa B KoAbl AN
pa3meLleHuns. Ter cogepxuT Makpochl, 1 Byoyun 3apaHee 3anporpaMMMpPOBaHHbIM, caM 3abupaeTt u3
Koda pasMeLleHns MHopMaLMIO O TOM, K KaKOW peKknamMHOW KaMnaHuK, K KakoMy CanTy Unn KpeaTusy OH
OTHOCUTCS, U B COOTBETCTBUM C 3TUM NepedaeT CTaTUCTMKY. [Nns KOHKPETHOro mccrieqoBaHust Obinu

OTAaHbl peknamHble KOAbl Mo KonmyecTBy cantoB Bugeocetn IMHO Vi.

Tak kak Ter ayamta — efuHbIA, ero He HYXXHO CTaBUTb Gonblue UMM MeHblle Ha KaKayl nrowagky.
[ocTaToyHO eanHOro Tera, BLUMTOrO B PEKNaMHbIv KO, U OH Bbi3blBAeTCA BMECTE C MOKa30M pekriambl, B
AaHHOM 1ccrefoBaHN Mbl BEpUULNPOBaM UIMEHHO peknamHbli TpaduK — YeM BbIrOQHO OTNn4aeMcs
OT ApYrnx uccneaoBaHUn BCAKMX yBaXKaeMblX CanToB, KOTOpble rOBOPAT Npo uudpy «soobex». toro —
no 04HOMY KOAY Ha NoLaaKy BbIXOAMT, HO BbI3blBAETCS OH UMEHHO Ha Nokasbl pekrambl. [10 cyTu, MOXHO

M Ha nnowankun He gennTtb, Mbl NOJTy4YnM B UTOre gaHHble No BCeEMY TpachKy.

Takas nogpobHas n KOMMfekcHass  aHanutuka Nno3BONsSeT  perncTpupoBaTb METPUKN
kak General Invalid Traffic (6a3oBble kaTeropmm MoLLEHHMYECKOrO Tpadnka), K KOTOPbIM OTHOCATCS Takue
NyHKTbl Kak 60Tbl, 60TOBbIE bepmbl, non-browser areHTbl MMEHHO MOLLUEHHUYECKOrO TOMKa, TaK W

Sophisticated Invalid Traffic (npoaBMHyTble KaTeropum), BKMOYas TakMe MyHKTbl Kak HakpyTka nokasoB
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yepes aBTOOOHOBNEHNE PEeKIaMHbIX OnokoB , Mnokas peknambl noBepx peKrambl, MaHunyndaumm cC
cookie nonb3oBartenen, B3noMbl CHETHYMKOB aj cepBepoB aA5A d)aJ'IbCI/I(bI/IKaLl,I/IVI AaHHbIX, HAaroH 60ToBOro

Tpaduka Ha canTbl, perMcTpauma 3apaXeHHbIX 4eBancos 1 np.

Kpome TOro, aHamus KOHTEHTa CTpaHuL, C MOMOLLb0 TEKCTOBOrO poboTa MO3BOMSAET OLEHUTb
©esonacHocTb GpeHaa (mod besonacHocmbio bpeHda rioHumaemcsi Brand Safety — amo mpeboesaHusi
KOHKpemMHo20 bpeHOa K OKPyXXeHUIo e20 peknambl. Harnpumep, 6peHOd, peknamupyrowul mosapbl Ors
Oemeli, He xodyem, 4mobbl €20 pekflama rokKasbleanacb pPss0oM € KOHmeHmom 18+ - npum.
asmopa). AHanM3 KOHTEHTa CTPaHUL, NPOUCXOAUT Ha peKknamHoM Tpaduke, TaK Kak, eCnn Mbl TOBOPUM O
GesonacHocTn GpeHaa, TO OYEBMAHO, YTO ANSA KaXOOro peknamogartensi 3T0 COBCEM pasHble Habopbl

XernaemMoro n Hernpmemnemoro KoOHTeHTa.

AHanusupyeTcs Kaxgasi CTpaHuua, Ha KOTOPOM Bbi3biBAaeTCs Ter ayauTa, U, eCnn Ter BCTpeYaeT KOHTEHT,
OTHOCSLLUMIACA K TOM WM UHOW «HENpUeMSeMOW» KaTeropuu, OH 3anucbiBaeT TakOW Mokas B OTYeT.
CamMbIiMM pacnpocTpaHEeHHbIMU TpUIrepamMn ABRSIOTCA HeneranbHbIA KOHTEHT U KOHTEHT 18+ (Adult, kyoa

MOXET BOMTM Kak apOTurKa, Tak 1 (punbMbl y>Kacos).

MokasaTenb Brand Safety kpanHe BaxeH Ana peknamHbix areHTctB W OpeHgosB. Hanpuwmep,
B Vivaki kauecTBO BUOEOMHBEHTAPS OLEHMBAETCSA B NpoLecce NaHMpOBaHUS M 3aKyMKU Mo CregyoLmnm

KpUTEpPUAM — NPOLEHT A4OCMOTPOB, viewability n pasamep nneepa (960 1 6onee nukcenen).
KakoBbl pesynbTaTtbl?

PesynbTaThl ccnegoBaHus nokasanu, 4to 99% nokasos peknamsbl B Bugeocety IMHO Vi npuxogutca Ha
peanbHblX nonb3oBaTenen, u Bcero numwb 0,12% — nokasatenb Botnet. Botnet — 8710 cambin

pacnpocTpaHeHHbIn TN dopoaa.

Hun3knin nokasatenb 60Ta JOKa3biBAET, YTO CaMbli KQYECTBEHHbIV U NyYLINA UHBEHTApb NpU pasMeLleHnmn
peknambl B OHIanH-KMHOTeaTpax 1 TB-KaHanax Tam, rge NnpucyTCcTBYeT ANUHHBIA NULEH3NOHHbIA KOHTEHT.
lMokasaTenu kadecTBa KOHTaKTa Ha MpeMuanbHOM WHBEHTApe OHManH-KMHOTeaTpoB W canTax

TenekaHanos Ha 20-40% Bbiwe, YeM cpeaHMe nokasaTenu no pbiHKY OHNanH BUAEOopeKnamsl.

Mo oueHke ANA, KpynHenwme pekrnaMmogartenm — TpaHCHaLUMoHanbHbIe KOMMaHUK, peknamupyoLLmne CBO
NPOAYKUMIO B pasHbIX cTpaHax, notepsaT $7,2 mnpa B pesynbTaTte 3aKynku HeKka4ecTBEHHOro Tpaduka B
2016 rogy. Mo gaHHbIM |IAB, fons MOLLEeHHUYeCKoro Tpaduka B Mmpe gocturaet 36%. Torga kak B Poccun

no oueHke akcneptoB Weborama, y pasnuuyHbiX MHTEPHET-PecypcoB, ayaMpyeMblX KOMMaHWewn, 3ToT
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nokasatesnb MOXeT coctaBndaTb 3-6%. Npu 3TOM nokasaTenb botnet-tpaduka Ha nopTanax B cpeaHem

cocTtasnseT 1,5%

Yxe B 2016 rogy pacxogbl Ha ycnyrm BepuduKaumm CO CTOPOHbl GPeHOOB, MHTEPHET-MMoWanok u
MeamaareHTCTB Bblpocnuv B 1,7 pa3a no CpaBHEHMIO C NpOoLLbIM rogom. KpanHe BaXxkHO, 4TobbI MoLwaakm
yOensnu npuctanbHoe BHUMaHWE aHanm3y NpoBOAMMbIX PEKITaMHbIX KamnaHui. Tak, OHNanH-KMHoTeaTp
Tvzavr, oOuH M3 HaWWUX KPYMNHbIX MApPTHEPOB, pacckasajyl HaM O HaMepeHuu aygupoBaTb CBOW
BWOEONHBEHTapb Ha exemecavyHon ocHoBe ¢ aHBaps 2017 roga u npegocTaBnATb Ham OTYETLI. Kpome
TOro, y)k€ MHOrMe areHTCTBa 3asBWIM Ham O cxoxeM xenaHun. IMHO Vi, B cBoo oyepeab, byoet

NPOBOAWTL ayauT BMOEOMMOLLAA0K pa3 B MecsiL,.

Tekcm: JTrobosb Sukosa, pykoeodumeris omdena seudeopeknamsl IMHO Vi

MeaneHHo, HO BepHO: Zenith NnoBbICMIT NPOrHO3 A1 POCCUMCKOW peknambl

BrooxeTbl peknamogatenen no utoram 2016 roga seipactyT Ha 8%

http://www.sostav.ru/publication/medlenno-no-verno-zenith-povysil-prognoz-dlya-rossijskoj-reklamy-
24813.html

CaHKLMK, CHMXEHWe LeH Ha HepTb 1 AesanbBauus pyons He nomMeLlaT BOCCTaHOBNEHNIO PEKITaMHOMO
pbiHka B Poccun. OH okasanca 6onee yctonumsbiM, Yem npegnonarany akcneptbl Zenith, n nsbexan
konnanca B 2015 rogy. 310 gano areHTCTBY NOBOA A4S ONTUMU3MA, U OHO Ha4ano NOCTENEHHO NOBbILWATb

nporHo3 Ha 2016 roa: ¢ 0,7% B npowniom rogy ao 2,3% B mapTe.

Tenepb Zenith oxungaeT, 4To pacxogbl peknamogaTenen Ha OTe4YeCTBEHHbIE Meana yBenmyaTcs Ha Bce
8%, oo 332 mnpa pybnen. B nntoce 6yayt nHtepHeT (+15%), TenesugeHme (+8%), pagmo 1 HapyxHas
peknama (no 5%). MNMpecca notepsieT 13% GlOLKETOB, [OXOAbl APYrMX KaHamnoB (KMHOTeaTpbl, indoor)

cHu3aTca Ha 5%.

O6bem peknamMHbIX pbiHKOB Poccun, YkpauvHbl n benopyccun B 2016 rogy BeipacteT Ha 8%, B 2017-m -
Ha 9%. Nx peknamHble GlomkeTbl cOCTaBAT okoro 2% pocTa rnobanbHoro pbiHka Ao koHua 2019 roga.
Mpun atom Temnbl pocta B 2017 rogy 6yayT 3ameTHO pasnuyatbes: +7,7% B Poccun, +19% B YkpanHe un
Benopyccuun. B uenom BocctaHoBneHne Habnwpaetcs Bo BceM permoHe EECA (BoctoyHaa Espona u
LleHTpansHasa Asus). Mocne 7-npoueHTHoro cokpaweHuns B 2015 roagy peiHok npubasut 1,4% B 2016-Mm,

a oo koHua 2019-ro cpegHerogoBble TEMMbI pocTa cocTaBaT 6,3%.
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"mobanbHble pacxoabl Ha peknaMmy MOrnn ynacTb n3-3a Brexit n pesynbtaToB npe3ngeHTCcKkmx BbIGOpoB B
CLWA, koTopble Bbi3Banu MOSIMTUYECKYD HEONPEAENEeHHOCTb U YBENUYUIIN PUCKU OrpaHUYeHun ans
MexayHapogHon Toprosnu. OpgHako B 2016 u 2017 rogax MMpOBOWM pPbIHOK BbipacteT Ha 4,4% -
AOCTaTO4YHO BbLICOKME MOKa3aTenu Afs Takoro HecnokomHoro nepuoga. 2017 rog Takke [LOMKEH
BblaepXaTb HEMNpoOCTOE CpaBHEHWE C MNPOLUSbIM BUCOKOCHBIM TOAOM, KOrga peknamHble pacxonbl
yBenuumunucek 6narogapsi tem xe Boibopam B CLUA, neTHnm Onnmnunckum mrpam n yemnuoHaty EBponebl

no d)yTGOJ'Iy — TO eCTb CODBLITUAM, KOTOpPbI€ NMPONCXOOAT pa3 B YeTbIpe roga.

Cmo6anbHble pacxonbl Ha pekramy B 2016-2017 rr. (%)

Growth in adspend b zional bloc 2016-2017 (%

MENA 7,3 [
Japan - 1,5

Latin America \ 1,9
Advanced Asia | PR
Western & Central Europe - 2,8
North America B
Eastern Europe & Central Asia ] ' 7,0

Fast-track Asia I G5

Source: Zenith

CtabunbHbin pocT rnobanbHbIX peknamHbIX pacxogoB oxuaaetcda nocne 2017 roga — Zenith
nporHosunpyeT Te xe 4,4% B 2018 rogy 1 4,1% B 2019. B Lenowm, rnobanbHbl pOCT peknamMHbIX 6ro4KeToB
coxpaHan 3asugHyto ctabunbHocTb ¢ 2010 roga (oT 4% Ao 5% B rof), U HaxXoAWncs, Kak npaBumno, Ha
YPOBHE WK 4YyTb HMXe TeMnoB pocta mmposoro BBI1. [Jo ¢dmHaHCOBOro kpuauca pekrnamHbii PbIHOK
06roHsAN MMpPOBYLO KOHOMWMKY BO BCeX ee hasax: poc beicTpee BBI1 B nepnoa nogbema 1 nposanveancs
HWXe ero Bo Bpems peueccun. CoBcemM HeaaBHO rnobanbHbIi PpEKNTaMHbIA PbIHOK, MOX0Xe, BCTyNun B

bornee cTtabunbHyto aasy.
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MporHos rno6anbHbIX pacxonoB Ha peknamy B 2016-2019 Ir. (%)

Average annual growth in adspend by regional bloc 2016-2019 (%)

MENA 4.9 [

Latin America ] 1,7

Japan - 1,8
Advanced Asia I s

|

North America _ 3,4
Western & Central Europe _ 3,9

Eastern Europe & Central Asia | 6,3

Fast-track Asia I 2o

|
¥

Source: Zenith

CoumaneHble cetn 0b6roHAaT npeccy k 2020 rogy, nporHo3upyeT areHTcTBO. B nepmnog mexay 2016 n 2019
rogamu rnobanbHble pacxodbl Ha peknamy B couceTax BblpacTyT Ha 72%, ¢ 29 go 50 mnpa 4onnapos.

[onsa couceten B gumxntan-6ompkeTax 3a aToT e nepuop ysennumtca ¢ 16% no 20%.

Ha npmbbinn coumanbHbIX CeTeEN MOMNOXUTENbHO cKasarcs ObICTPbIA POCT MOOWIMBbHLIX TEXHOSOTMMMN.
Tenepb O4nNsi MHOrMX MNonb3oBaTenen couceTn — 3TO U OPUEHTUP ANs COUManbHOM aKTUBHOCTU, W
NOfHOLIEHHOE Meauna, NCTOYHUK HOBOCTEN. PeknamHblie COOBLLIEHNS B COLICETSIX NPOLLIE MHTEMPUPYIOTCS B
HOBOCTHYIO NEHTY M ropasno adypektvBHee, YeM BennbiBawowwme b6aHHepbl. OCObeHHO 3TO KacaeTcs

MOBWMbHBIX YCTPOWUCTB.

B cBoto ouepenpb, oHNanH-BMaeo nodeaut paguo. Buaoeopeknama B MHTEPHETE PacTET MOYTU TaK Xe
ObICTPO, KaK B coumanbHblx ceTax, Ha 18% B rog. K 2019 rogy peknamogartenu noTpataT Ha Hee 35,4
MIpA AONNapoB, a Ha pagnopeknamy - 35 mnpg gonnapos. [ns 6peHaoB cnonb3oBaHWe BUAEOPEKIaMbl
CT@HOBUTCH NPUBbIYHBIM AgornosniHeHnem Kk TB. OgHako ana 60nbLUMHCTBA 3aMEHATb OOHO APYrUM He
nmeet cmbicna. CornacHo rnmobanbHOMy NporHo3y, aaxe k 2019 rogy Ha Aono BUAeOpeKnambl NpuaeTcs

meHee 1/5 (18%) oT o6bema TeNeBM3MOHHOW PeKIaMbl.

HecmMoTpsa Ha yCTOMYMBLINA POCT peknamMHbIX BI0KETOB B LESIOM, Ha OTAEMbHbIX MUPOBLIX PEKMaMHbIX

pblHKax kapTuHa nHas. Ha bnvxHem Boctoke n B CeBepHon Adpuke, Ha poHe KOHMNNKTOB 1 NageHus
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LeH Ha HeMTb, peknamHble pacxofbl cokpawattca Ha 4,9% B rog. B JlatmHckon Amepuke pocT
coctaBnsdeT Bcero 1,7% B roa BCrneacTBmMe 3KOHOMUYECKOW peLieccun B ApreHTuHe, bpasnnuu, SkBagope

n BeHecyane.

A3ngd, HaNpoOTMB, HAXOOMTCS Ha NMAMPYOLWNX No3uumsx. PbiHOK Kutaa xoTa M 3amegnuncsa B TedeHue
NocrneaHnX HEeCKONbKMX NET, HO A0 cux nop coctaensaeT 7% B rog. KHP aBnsetca BTopbiM MO BENNYMHE
peknamMHbIM pbiHKOM BO BceM Mupe, yctynas nuwb CLUA. Peknamuble Grogxetol MHomMn, MHOoHE3un v

dununnmH go 2019-ro ByayT pactu ABy3HAYHbIMWU TEMNAMM.

Global Digital Ad Sales Will Top TV In 2017, Magna Forecast Predicts

http://adage.com/article/agency-news/magna-digital-ad-sales-top-tv-2017/306997/

Global digital advertising is expected to top TV in 2017 for the first time, according to IPG Mediabrands'
Magna.

The agency expects digital-based ad sales to become the No. 1 media category next year, reaching a
market share of 40% and pulling in $202 billion worldwide. In comparison, linear TV ad sales will bring in
$186 billion next year and have a 36% market share.

But WPP's GroupM expects TV to remain dominant, predicting that it will hold 41% of the global pie in
2017, while digital ad sales will rise to 33%.

Ad sales will rise 5.7% in 2016 to $493 billion worldwide, Magna president, which would be the strongest
growth since 2010. But the pace is expected to slow considerably next year to 3.6% due to economic and
political uncertainty, the agency said. That would be the lowest growth rate recorded in 15 years outside
of the recession of 2008-2009.

TV ad sales were resilient in 2016, increasing 4% to $186 billion. But Magna expects a 0.1% decline in

global TV ad sales next year.

Digital advertising surged 17% to $178 billion this year. By 2021 Magna expects digital ad sales will
represent 50% of the market at $299 billion, while TV will plateau at $195 billion and a 33% share.

Next year Magna also expects the majority of digital ad sales to be generated by mobile impressions.
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U.S. advertising will grow nearly 7% in 2016 to $180 billion, the strongest growth rate in 12 years. In
October, Magna had predicted domestic ad spending would grow 6.3% to $179 billion. It will climb just

3.6% next year, Magna said.
Social and search are helping to drive the global advertising market.

"The resurgence of television did not come at the expense of digital,” Vincent Letang, exec VP-global
market intelligence, Magna, said in a statement. "Both grew strongly this year because advertisers are
funding social spend and search spend by reallocating below-the-line offline marketing budgets more than
traditional branding mass media. At the same time, they had to face significant cost increases in television

to maintain their share of voice and reach."

Digital Share of New Ad Dollars to Reach 77% Next Year, GroupM Forecasts
http://adage.com/article/agency-news/digital-make-global-ad-spend-2017/306991/

Digital media is continuing as the top driver of growth in global advertising, capturing 72 cents of every
incremental ad dollar this year and likely to get 77 cents next year, according to a new forecast by WPP's

GroupM, the world's largest ad buyer. TV spending will comprise 21 cents of each new ad dollar this year,

by comparison, and 17 cents next year.
Those figures leave to the side print, where ad spending is falling.

But TV remains the larger medium by ad spending, with 42% of the global pie this year and likely 41% in
2017, according to GroupM. Digital spending will rise from 31% in 2016 to 33% next year.

"Digital keeps surprising us," said Adam Smith, GroupM futures director. "What's surprising is the bigger

the appetite for digital is, the bigger it gets."

Many TV executives in the U.S. had argued during their annual sales pitches this summer for the upcoming
season that momentum was swinging back their way as marketers got sick of problems with digital

advertising such as fraud.
But digital continues to grow, Mr. Smith said, lifted by paid search, ecommerce and ads on mobile devices.

"If you look at the growth trajectory of digital, if it carries on taking a point or two of share from other media,

is TV threatened, and if so, what can we do about it?" said Mr. Smith. More data and technology should
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support TV marketing, such as addressable ads allowing marketers to target consumers by household, he
said.

Total advertising spend worldwide for 2017 is predicted to be $547 billion, up 4.4% from $524 billion in
2016, according to the report. The U.S. and China will be responsible for half of the net growth this year
and next year, it said.

Despite some uncertainty around the effects of the U.S. presidential election and potential policy changes

and Brexit in the U.K., Mr. Smith said advertising has not yet been affected.

United States revisions
GroupM slightly increased its forecast for U.S. ad spending growth to 3.2% from 3.1% in its mid-year
report, fueled by an upward revision of projection for TV ad spending growth to 4.1% from 3.4%.

He added that there weren't huge breakouts in election spending this year and the Olympics ad
performance was normal, so there's "not a great crater in 2017," meaning there's a less of a chance to get

predictions wrong.

But GroupM also cut its outlook for U.S. ad growth next year to 2.6% from 3% at mid-year, citing political

uncertainty and continued weak growth for domestic products globally and in the U.S.

India continues to be one of the fastest growing markets in the world, according to the report, with the
country's ad growth forecast at 13.8% this year and 12.5% for 2017. Brazil, which is emerging from a
recession, is increasingly adopting digital, with mobile users up 22% in the country since the beginning of
the year. Ad growth of 2% is expected for Brazil in 2017.

#SocialTrends2017: What to Expect in the New Year

Some marketers will look to monetize live streaming video, while others will face some hurdles with

influencer marketing
https://www.emarketer.com/Article/SocialTrends2017-What-Expect-New-Year/1014844

Social media is a major player in the most important conversations in media and marketing—including hot-
button topics such as attribution, live streaming, digital video advertising and messaging. eMarketer

predicts what will happen in this fast-changing space in 2017, according to a new eMarketer report, “US
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Social Trends for 2017: eMarketer's Predictions for Attribution, Live Streaming, Messaging, Influencer

Marketing and More” (eMarketer PRO customers only).

Us Marketers Who Have Increased Spending on
Location-Based Mobile Advertising Based on the
Availability of Foot Traffic Data, July 2016

% of respondents

Fource: Mobile Marketing Association (MMA), "Location Data Study: Key
Firdings,” Oct 17, 2014

217453 i eharketer. com

Marketers that want to know what offline actions their online advertising caused should look seriously at
the tools being developed by Facebook and Google. The two digital powerhouses are among the most
strongly positioned players in O20 attribution.

This area will certainly be a big focus for social media advertising in 2017. Google and Facebook already
offer location-based digital ads with offline objectives. And advertisers are ready for it; 78% of US
marketers surveyed by the Mobile Marketing Association in July 2016 said they have already increased

location-based mobile ad spending based on the availability of foot traffic data.

Marketers can also say goodbye to strong organic reach on Instagram. After Facebook sharply reduced
the reach of marketers’ organic (i.e., nonpaid) posts a few years ago, many businesses flocked first to
Instagram and then Snapchat to build their fan bases and speak to followers without having to pay for

distribution.

But these options will diminish in 2017, as Instagram reduces the visibility of organic brand posts in feeds.
And there are signs that Snapchat will make its own moves on this front as well. Instagram first signaled
its intentions when it rolled out an updated algorithm in June 2016. Instead of showing posts in reverse
chronological order, the feed is now ranked based on what Instagram thinks users would most like to see

and engage with.

That means that a brand post that used to show up in an Instagram user’s feed at the time the marketer
published the post now may appear higher up, further down, or not at all.
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Another trend? Monetizing live streaming video. The major social and digital video platforms as well as TV
networks and publishers will all stake their claim, leaving marketers with a dizzying array of options to
consider. Esports platforms like Twitch have already proven that live streamed video game competitions
have huge audience and revenue potential. TV news personality Al Roker is backing Roker Media, which
produces live video content. And some radio providers have joined the trend as well: New York’s WABC
Radio in October 2016 began a test of streaming three of its shows live, with plans to incorporate local
advertising, and SiriusXM has been developing a live video app with radio and TV personality Howard

Stern.

eMarketer expects TV networks to get more involved as well, moving beyond their current experiments

with the social platforms.

Meanwhile influencer marketing, which has been heating up over the years, is expected to face some big
challenges next year. First, marketers will likely be faced with increased enforcement of FTC regulations
covering sponsored content in social media. Many marketers do not label their influencer-led posts as

sponsored, or do so inconsistently.

At the same time, eMarketer predicts social properties will insert themselves more forcefully into the cozy
relationship that marketers and influencers have developed. On the more draconian end of the scale, this
could come by reducing the organic visibility of the marketing messages influencers post, or by requiring

brands to buy ads to promote their influencer marketing arrangements.

A more benign scenario may be that the social platforms acquire or invest in influencer-marketing

companies, something Twitter did when it bought Niche in 2015.

Listen to eMarketer analyst Debra Aho Williamson highlight some of the key trends for social in 2017 in

eMarketer's Behind the Numbers podcast.

Get ready for another year in social marketing

http://www.smartbrief.com/original/2016/12/get-ready-another-year-social-marketing?utm_source=brief
It's that time of year when we’re all counting down the days.

As you put together your brand’s 2017 social media plan, it's easy to feel intimidated by an overwhelming

number of choices matched with very limited resources. The trick is to simplify your process by focusing
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on what really matters—your business goals—and then considering how your social strategy can impact

them.

| invite you to silence your Facebook notifications for a few minutes and review the following steps for a

winning 2017 social media strategy.
1) Measure.

How did 2016 go for you? Think back on the past year, but rather than focusing on what you did, think

about why it mattered. What happened as a result of your social media efforts? For example:
You ran the such-and-such promotion, and the result was

You saw ____ increases per month / year-over-year / etc.

The best/worst thing you didwas __ because

Think about what to continue and what to scrap in order to free up resources for other efforts. If that
Facebook Live you ran in September showed some promise, but your Twitter page didn’t ever seem to get

much engagement.... Well, now might be the perfect opportunity to adjust.
2) Forecast.

Next, consider the industry trends, company goals and events that will affect the way you do business next

year. These factors will become your 2017 forecast.
Business goals

Your brand’s top priorities and business objectives should be crucial motivators as you reconsider your

target audiences and the best social platforms and content for connecting with them.

Take note of the year’s big company initiatives and how social will be integrated. For example, you might
want to generate some Facebook or Twitter buzz for that upcoming product launch, or if there’s a
rebranding coming down the pike an Instagram campaign could help pack a visual punch. That huge

industry conference will provide plenty of opportunities for retweets and hashtag promotion, too.

At the same time, be aware of next year’s big challenges. If people don’t seem to understand the value
your service brings, perhaps a series YouTube tutorials is in order. If you're having trouble competing for

talent, showcase your uniqgue company culture on LinkedIn. If you need customers to increase their order
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size, plan to run targeted ads to promote BOGOs, bundles, and other offers.
Trends

Sometimes we focus so much on our brand that we forget to look at the big picture. It's important to have
what | call an outside-in perspective: Look at the big trends in the social media marketing space, and figure
out how they will affect you in the coming months.

These are the four trends I'll be watching closely:
TREND 1: VIDEO

Whether it's with 15-second shorts, 360-degree immersive VR experiences, livestream interviews, or
anything in between, video needs to be included in your 2017 content plan. More online video content will
be viewed next year than ever before, and platforms like Facebook favor videos more than ever, so now
is a good time to join the video content club. But recognize that one video isn’t enough. You should plan
to pump out two or three videos per month to see a visible ROI. This might sound daunting and expensive,
but there are a ton of ways to not only tell your story but to produce great content that won'’t break the
bank:

e Longer videos can be chopped up and remixed.

e Smartphones can shoot decent-quality videos on the spot. Use them for both livestream and timelapse
formats.

e  Stock footage and free soundtracks are just a Google search away.
TREND 2: PERSONAL COMMUNICATION

One-to-one communication via social media offers unique opportunities for small business success. In a
customer service sense, consumers expect it: Most expect responses from brands they follow within an
hour. But it goes beyond that: For SMBs, which need to extend their relationship-building skills to the online
world, it's essentially the difference between having contacts and building connections. To build authentic
connections, plan to implement strategies such as social media-integrated loyalty programs, employee
advocacy programs, blogger outreach, ongoing CEO Q&As, and even next-level techy strategies
like chatbots. Personally, I'm a big advocate of influencer marketing programs to help you reach individuals

outside your brand’s natural sphere of influence.
TREND 3: INFLUENCER MARKETING
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2017 will see the continued explosion of influencer marketing programs. Influencers allow you to reach
and engage your target audiences in authentic ways that are impossible with a branded social media page.
The follower networks commanded by real people often dwarf brand follower counts, and these personal
networks are more likely to accept a brand message when it's coming from “Pat the local expert” rather
than “XYZ, Inc.” So find ways to bring influencers into the mix, and focus on the ones who have already

established an affinity with your brand.
TREND 4: PAY TO PLAY

You can’t just expect content to take off by itself anymore. You have to spend money to give it some air
time. This pay-to-play model allows you to cut through the noise, and it's showing no signs of slowing
down—=80% of executives in a recent Gartner survey said they would be placing social ads next year—so
your brand needs to get on board, too. Go beyond boosting posts and place social ads based on your

ultimate goals: conversions, app installs, newsletter signups, and more.
Milestones

Goals and trends can be slightly abstract, so add some structure to your forecasting stage with some of
the hard and fast dates that aren’t going away. Oftentimes you know exactly which brand milestones and
promotions are going to happen next year because, well, they happen every year. So as you look at 2017,

begin marking your calendar with important events like:

Relevant holidays, observation days and commemorative months

Brand milestones or product launches

Seasonal promotions and advertising campaigns

Industry events

Semi-annual cultural events (Olympics, elections, and so on)

Your target audience won'’t necessarily relate to each of these events, so plan accordingly. Photos from
team luncheons might make for a nice LinkedIn update, but could be viewed as irrelevant by an Instagram
audience that is used to inspirational quotes. Remember to feed your audience the content they crave,

and avoid the temptation to spray content to all your channels just because you can.

3) Plan.
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After you've reflected and forecasted, now comes the fun part: defining your strategy.

Audience and Channels

Start by identifying the people you want to attract and engage: customers, employees, business partners,
and local influencers who can spread the word about your business. What do these people care about?
How can you reach and engage them? If you can answer those questions — while recognizing it's an
evolving process that you'll return to over time — the channels you need to focus on will start to become
clear. (Hint: check out this Pew Research report on user demographics across social channels and match

it with what you know about your people.)
Content Schedule

Now’s the time to start blocking out a high-level content schedule for the year, but don’t get toofocused on
the details here. You'll need to be flexible as time goes on, so you might want to label months rather than
weeks or days at this point. For example, January could be a New Year's Resolution theme, your late
spring content can complement an advertising push, the summer months will focus on pitching your

refreshing beverages, and so on.
Here are some resources | use for sourcing quality editorial ideas:

e Newsletters — Source top stories from curated newsletters like the Skimm, Next Draft, The Daily

Digg, and SmartBrief.

Forums and subreddits — r/socialmedia, r/Design, r/advertising, and plenty more

e Alltop — Search popular stories around a chosen topic.

e Buzzsumo — Analyze what content performs best for any topic or competitor.

e Slideshare — Super high-quality visual content that tends to have great stats.

e Stumbleupon — A free tool for sharing and discovering websites.

e Competitors — Take a look at what they’re doing.

Think about the media types that fit with your chosen channels (videos on Facebook, graphics on Pinterest,
and so on) and then consider who needs to be involved in the creation process, how long it will take, and

maybe even the rough budget for the initiative. Don’t feel like you need to outline every detail right now.
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Think "weekly inspirational quotes" here, "loyalty program promo" there, and bullet point some of the

important details.

BONUS: Don’t forget to integrate your distribution strategy into those bullets. The social media game isn’t
just about crafting content, it's also about being diligent in figuring out how to get your content in front of
the right people. This often includes involving partners, influencers, paid ads, and more. (I've previously

written about crafting a distribution strategy here.)
4) Implement.

The final step is execution, so start moving forward and getting your team rallied behind your stated goals

and timelines.

Remember to stay true to your plan, but also stay flexible. Measure your efforts as you go so you can learn
what's working and what's a misuse of your resources, then adjust accordingly. Celebrate your victories,
and don’t get bummed out when a piece of content doesn’t go viral. Just make sure to regularly take time

to modify your strategy.

On the same token, stay inspired by always having a social lens. Be the person in your organization who
spots new opportunities for building your brand online. By identifying things like relevant trending stories
to talk about, customer comments to highlight or create a conversation around, new features on different
channels you can take advantage of, or even entirely new channels to join, you'll be able to continuously

bring value to your carefully cultivated online audience.
Don't just use social in the new year. Be social. (All year long!)

Matthew Dooley is a Cincinnati native whose life is all about connecting, innovating and giving back. He
founded dooley media, a social media agency that transforms local companies into talkable brands. He
also leads an exciting wearable tech company, Kapture, which debuted their always-on audio recording
wristband in early-2015. Matthew developed the social media curriculum at Xavier University and is

currently teaching both MBA and undergraduate students. Follow him on Twitter@dooleymr.

IAB Russia: 3a4em 6peHaam HyxHbl NnaTdopmbl ynpaBneHns AaHHbIMU

OKCnepTbl N3y4nnm eBponencknii pbiHOK Nnatgopm ynpasneHunsa aaHHbimm Data Management Platform
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http://www.sostav.ru/publication/iab-russia-zachem-brendam-nuzhny-platformy-upravleniya-dannymi-
24934 .html

Mnatdopmbl ynpaeneHns paHHbiMm (Data Management Platform, DMP) Ha pblHke peknamHbIX
TexHonorun nosasunncek B 2011 rogy. Bce aTO Bpems TEXHONOMMS CTPEMUTENBHO pasBMBarnach: cenyac
aBe TpeTn (68%) MrpokoB eBPOMNENCKOro pekraMHoro pbiHka ucnonb3ytoT DMP, a k 2018 rogy ata undpa
MOXeT BblpacTh 4o 92%. Takme gaHHble NPUBOAATCS B UCCreAoBaHNN, NOArOTOBEHHOM MO MHULMATUBE

Pabouen rpynnbl No pa3BuTUIO pbiHKa gaHHbIX |IAB Russia.

OcHoBHbIMKN pyHKUMsIMM DMP  sBnsatoTca cbop ayauToOpHbIX AaHHbIX W3 PasfinYHbIX MCTOYHUKOB,
co3faHune ayanTopHbIX CErMEHTOB U UCMNOMNb30BaHUe Ux Ansa 6onee TOYHOro TapreTMpoBaHMSA PeKaMHbIX
kamnaHun. Mpnbbinb 1 addeKkTMBHOCTL obecnevmnmn nonynspHOCTb HOBOW TexHomnoruu. nowagkm u
tradingdesk uncnonesytor DMP ana cosgaHusi HOBbIX KaHanoB goxoda OT OaHHbIX U BbICTpavBaHus

HpaBMﬂbHOVI KOMMYHUKaUuuUn — B HyXXHOE BpeMA N C Hy)KHOVI ayﬂMTOpMeVI.

PocT wnHTepeca cO CTOpPOHbI MAOWAAO0K, MEAWUHbIX areHTCTB WM peknamogaTtenen cran OHUM U3
OCHOBHbIX ApariBepoB NOBbILEHNS 3PP EKTUBHOCTM MEAMMHDBIX 3aKYMOK — U C TOYKM 3PEHNSI BPEMEHHbIX
3aTpart, U C TOYKM 3peHuUst CToMMocTu. [ns GpeHaoB OCHOBHBLIMW MPUYMHAMW BHEAPEHUSA NnaTtgopm
yrnpaBneHnst 4aHHbIMU ABNAOTCS YBENUYEHNE peHTabenbHOCTM MapKETUHIOBBLIX U PEKNaMHbIX KaMnaHun
(24%), BO3BMOXXHOCTb NPEBPATUTL AaHHbIE B 4OMNOMAHUTENbHBLIN MHCanNT (19%), MHTErpaumnsa u cermeHTaLms
COBCTBEHHBbIX AaHHbIX (14%), yMeHbLUEeHWEe NoTepb B 3akynke peknambl (14%), Hopmanusaums gaHHbIX
(10%).

OKCnepTbl Takke BbIACHUNMW, ONS peleHus Kakux BuaHec-3agady ucnonb3ytotcd DMP. Co cTopoOHbI
NNOWaaoK 9TO MOHEeTU3auusi LaHHbIX, CUHXPOHM3auMs ayauMTOPHbIX Mpodunen Ha HEeCKOSbKUX
ycTpouctBax, ucnonb3oBaHne CRM-gaHHbIX OHMaWH, 3awurta OT  yTeuykum fAaHHbiX. [Ons
OpeHOoB/pO3HNYHBIX ceTen: ncnonb3osaHme CRM-AaHHbIX OHNalrH, 3awmuTa OT YTEYKU OaHHbIX, eauHas
cTpaternss KOMMyHUKauuum BO BCEX KaHamax W MNoBblLeHWe KonuyectBa MNpUBMEYEHHbIX KIUEHTOB C

NOMOLLBIO NCNONb30BaHNA AAHHbIX TPETbUX CTOPOH.

Pacuet ROI noka siBnseTcsi CAOXHbIM MpoLeccoM, HO 6onbLIMHCTBO nonb3oBatenen (55%) Bce xe
nony4ymMno nonoxutenoHoln pesynbtat. Cpean 6apbepoB K ycTtaHoBke npu yctaHoBke DMP 6binu
OTMeYeHbl crnedyllme: HenoHumaHue, kak paccuutblBaTtb ROI; oTCyTCTBME HaBbIKOB WHTerpauuu
AaHHbIX; HEeXenaHve U3MEHSTb KyNbTypHble MPUBBLIYKM U PA3PO3HEHHOCTb OTAENOB BHYTPWU KOMMNAHWN.

npeI'IFITCTBI/IeM ABNAeTCA N OTCYyTCTBUE BPEMEHN, HAaBblKOB N NOAAEPXKN CO CTOPOHbI pyKOBOACTBA.
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ABTOpbI 1CCNeQoBaHMsA NPULLMK K BbIBOAY, YTO NOAXOA «OOHO pelleHue Ans Bcex» He cpabaTbiBaeT B
cnydyae ¢ DMP. Y kaxgol komnaHum — cBou TpeboBaHWUsi K aHHbIM, B 3aBUCMMOCTM OT Tuna busHeca,
onbiTa paboTbl B cdepe LUMdPOBLIX TEXHOMNOMMIA. [laxke camMble TEXHOMNOrMYHbIE KOMMNaHuK, paboTarolmne
C OaHHbIMW, He 3aBepLU NPOLIECC pa3BUTUS Ucrnonb3ayembix Mn DMP 1 npeanonaratoT, 4To Ha 37O

ynaeT elle HeCKOIbKO neT.

B IAB Russia HagetloTcs, 4TO OTYEeT NpugacT onTMMM3M KOMMaHnam, ucnonbayowmm DMP, n nocnyxut
PYKOBOACTBOM ANA NMOLAA0K, MEAUVHBLIX areHTCTB U pekrnamogaTernen, KoTopble XoTaT 6onee akTMBHO
ncnonb3oBaTb AaHHbIE Kak OCHOBY ANS CBOUX MEOUNHbBIX PasMeLLEeHNIA N UCTOUHWK NOMyYeHNs MHCANTOB

06 0X1AaHMAX KIMEHTOB.

HoHanbg Tpamn npasga nobeann ns-3a peknamol B hencbyke?

«Me,u,ysa» n3yyuna cCrtatbio O BITUAHUU «BonbLLMX A3HHbIX» Ha Bbl60pbl N paccCKa3bliBaeT, 4TO C Hen

He TakK

https://meduza.io/feature/2016/12/12/donald-tramp-pravda-pobedil-iz-za-reklamy-v-feysbuke

B Hauane gekabps B weenyapckom nagaHnm Das Magazin BbIWIO paccnegoBaHve, NOCBALWEHHOe ponu
«6onbwnx gaHHbIX» B nobene OoHanbaa Tpamna Ha Bbibopax B CLUA. OHo Bbi3Bano 60mbLION pe30oHaHC:
OOHM  uuTaTenu  OXOTHO  BEpPAT B AEWCTBEHHOCTb  TaK  Ha3blBAEMOrO  MCUMXONOrMyecKoro
MUKpOTapreTupoBaHud, opyrne B Hem comHeBatoTca. «Meaysa» nsyumna paccrnegosaHve Das Magazine,
cBA3anacb Cero asTtopamu, NoroBopuna Cco cneuynanuctamu B obnactm  TapreTMpoBaHHOIO
MapKeTMHra — 1 NpuLLna K BbIBOAY, YTO LUBENUAPCKOe U34aHue, Kak MUHUMYM, CUIIbHO NpeyBenmynmno

Bo3moxxHOCTM Cambridge Analytica n ponb coupmel B nobene [oHansaa Tpamna.
Yto Takoe Das Magazin n 0 4Yem ux TEKCT?

HassaTtb Das Magazin caMoCToATENbHLIM N3A4aHMEM MOXHO N1Lb ¢ 60nbLIOW HAaTsHXKKOW. Ha camom aene
STOT XypHan — BOCKPECHOe NPUIoXeHue K weenuapckon rasete Tages Anzeiger. KynuTb 6ymaxHbIn
BbIMYCK XypHana Henb3s, W3gaHue pacnpocTpaHseTcd BMecTe craseTton. XKypHanuctckue
paccnegosaHua ana Das Magazin He xapakTepHbl, KaK M nornaraetcd BOCKPECHbIM WU3O0aHUAM,

OH crneuunanmampyeTcs Ha nandctann-TemMmaTnke 1 KorioHKax.

Mpn aTOM coaBTOp Martepuana XXypHanucT XaHHec [paccerrep MHOro M 4acto NUWET MPO MHTEPHET,
aHOHMMHOCTb M 6e30MacHOCTb B coumanbHbix ceTsx. OTBevasn Ha Bonpoc «Meayabl», 'paccerrep Ha3Ban

cheporn cBoux npodreccnoHarnbHbIX MHTEPECOB «TO, Kak LMGpPOBbIE TEXHOMOIMM BANSIOT Ha OBLLECTBO
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N XN3Hb». Ero ny6nvn<au,vw| Ha 3Ty TEMY BbIXOAUITN B KPYMHbIX eBponeVICKMX n3gaHunAx, a OTpbiIBOK €ro

kHurm «Kanutan — ato a»nybnukosan texHobror Motherboard (Bxogut B Vice Media).

TekcT o0 TOM, Kak «Bonbline gaHHble» nomornu [oHanbay Tpamny nobeauTb Ha Bbibopax npesngeHTa
CLUA, aBnsaeTca ncKnioumMTeNbHbIM AN 3TOr0 XXypHana ycnexom — o cux nop nyénukaumm Das Magazin
He npuenekanun K cebe CTonbko BHMMaHuUA. B cTaTbe pacckasblBaeTCs O TEXHOMNOMMN NCUXOSIOrMYEeCKoro
MUKpOTapreTuHra u ee BNUSIHUK Ha ucxog Bbibopos npesngeHTa CLUA. B nyGnvnkaumm roBopmnoch, 4to
C NOMOLLIbIO  MCUXOSIOMMYECKMX TECTOB W CoLManbHbIX CeTeM MOXHO COCTaBUTb O4YEHb TOYHbIE
Nncuxonorn4yeckne nopTpeTbl Nonb3oBaTenei, a3aTeM UCNonb3oBaTb 3TU  AaHHble, YTOObI
MaHUMNyNMpoBaTb OOLLECTBEHHBIM MHEHMEM — MMEHHO 3TUM 3aHuMaeTca ompma Cambridge Analytica,

HaHaTaa JoHanbaom TpaMnom ans BeAeHUs KaMnaHum B coumarnbHbIX CETAX.
Uto Takoe Cambridge Analytica n yem oHa 3HameHuTa?

Cambridge Analytica — 4yacTtHas komnaHusi, obpasoBaHHas B 2013 rogy. OHa 3aHnmaeTcst npobnemamm
NPYMEHEHMS MAaCCMBOB [aHHbIX B NUape 1 NonuTTexHonornsax. KomnaHusa BxoguT B GpUTaHCKUIA XONUHT
SCL Group u cneumnanuaupyeTca Ha amepukaHckon nonutuke. Cumtaetcd, yto Cambridge Analytica
uHaHcMpyeT amepukaHcknn munnuapaep Pobept Mepcep, ObIBLUNIA MHXEHEP 1 MPOrPaMMUCT, KOTOPbIN

B nocnegHee BpemMa N3BECTEH KakK aKTMBHbIN CMOHCOP 1 OopraHn3aTop NOJINTUHECKNX KamnaHuin.

"eHepanbHbIn gupektop Cambridge Analytica Anekcangp Hukc B odpmce dpmpmbl Ha [NaTon aBeHio B Hito-

WNopke

maBHoe, 4em 3aHumaeTca Cambridge Analytica— npumeHeHne mMeToga MCUXONOrNMYEeCcKoro
TapreTMpoBaHus B couceTsx. Ero cytb 3akntoyaeTca B TOM, YTOObI cCHavana cobpatb kak MOXHO BonbLue
OaHHbIX O Nonib3oBaTensdx, a 3aTemM, aHanu3anpysa MNCUXONOMMYECKUA CKNnag, KaXkaoro M3 HUX, BbldaBaTb

MM TapreTMpoBaHHYO pekrnamy.

B 2014 rogy Cambridge Analytica B To nnn nHon gopme pabotana Ha 44 Bbibopax pasHbIX YPOBHEWN
B CLUA, Ho wmpokyo mnssecTtHocTb nonyyuna B 2016 rogy 6narogaps kamnaHum Tepa Kpysa. Kpys,
ceHaTop-pecnybnukaHew 13 Texaca, BblABUranca Ha noct npeangeHta Bmecte ¢ [loHanbgom Tpamnom.
B Hauyane kamnaHUW OH cuyuTancd ayTtcanmgepoMm, OfHaKo Mo xody npavMepus ofepxan HeCKONbKO
HeoXnaaHHbIX Nobea v B pesynbTaTe okasasncs rnaBHbIM conepHukom Tpamna. KamnaHuio cnoHcupoBan
Pobept Mepcep, n B CMW nosiBUNOCb MHOXECTBO NyGrvKaumno TOM, 4YTO CEKpeTHoe opyxue Teda

Kpysa — Cambridge Analytica n ycnelwHoe npyMeHeHne Ncuxonorm4eckoro MMKpoTapreTuHra.
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B ceHTabpe 2016 roga, 3a HECKONbKO Heaenb 40 Npe3naeHTCkux Bblbopos, rmasa Cambridge Analytica
AnekcaHap Hukc BbICTYnMA € niekumen Ha TexHonornyeckon koHdgepeHuun Concordia Summit B Heto-
Wopke. B npesenTaumm Hukca ycnexu Teaa Kpysa OBBLACHSNMCHL PEBOMIOLMOHHBIMKA METOdaMM
TapreTuHra, KoTopble ycnewHo npumeHstoTes B ero dompme. o cnosam Hukca, coBeplUeHHbIN MeToA
Cambridge Analytica nossonun wrtaby Kpysa HanpaenaTb Monb3oBaTensM COLCETEN pa3sHble
Mo codepXXaHuo peknamHble CoobLLEeHUs, B 3aBUCUMOCTU OT UX NCUXONOrM4eckux 4epT. Hukc Takke
HamekHyn, 4yTto Cambridge Analytica pabotaet Hag ewe ogHon npeaBbibopHOM kamnaHuen B CLUA:

HoHanbaa Tpamna.

The Power of Big Data and Psychographics

Concordia

MpaBga nu, YTO C NOMOLLIbIO MUKPOTapreTuHra MOXHO 3acTaBuTb NoAen ronocosaTb 3a Tpamna?

TapreTupoBaHHasi peknama OelcTBUTENbHO Gonee adhdekTMBHA, YeM pekrnama, He aganTupoBaHHas
K 3anpocamMm ayautopumn. OTO OBBbSACHSIETCS TeM, YTO ayauTopusi ¢ Gonbluelri BepOsTHOCTbIO NoMmeT
M 3aMOMHUT peKnamHble COOOLLEHMs, MOArOTOBMEHHbIE C Yy4eToM ee 3anpocoB. OpHako Mexay
BOCTPUSITUEM PEKNaMHOro COOOLLEHMS 1 caMUM OEeUCTBMEM — Hanpumep, roriocoBaHMemM 3a Tpamna
Ha n3bupaTtenbHOM yyYacTke — ecTb pasHuua. Ha Bbibop nsbupaTens BAusieT o4eHb MHOrO (haKTOpPOB;
ycnelwHas peknama — nullb OAWMH W3 HUX, W Janeko He peluarolmin. Ffopasgo cunbHee Ha BbIGop
YyernoBeka BfWSIET €ro 3KOHOMM4YecKkoe MONoXeHue, Hanuyune paboTbl, ero LEHHOCTU (Hanpumep,

OTHOLUEHME K npaBam 4YenoBekKa, K CekCyalibHbIM MeHbLUMHCTBaM U ApYyrnMm Noao6HbIM BonpocaM).

B ctatbe Das Magazin ytBepxgaetca, 4to Mmetog Cambridge Analytica nossonget paccbinatb
TapreTupoBaHHble CcoobLleHna OykBanbHO Kaxgomy usbupatento B CLUA, Ha HECKONbKO MNOPSAKOB
NoBbILLas BEPOSATHOCTb YCNELWHOro Aenctana (TouHee, Ha 1400%). Mpn 3ToM 06BEKTUBHO OLEHUTH POrlb
3TOro Metoda B ycnexax nonutnyecknx kamnanum Tepa Kpysa wnu JoHanbga Tpamna HEBO3MOXHO.
PasnuyHble mMeTodbl MUKpOTapreTMHra NPUMEHSHOTCS Ceryac NoYTU BO BCEX KPYMHbIX MOSIUTUYECKUX
KamnaHuax — pasymeetcd, B wtabe Xunnapu KrMHTOH 3T MHCTPYMEHTbI TOXe He ocTaBunn 6es
BHMMaHus. Bonee Toro, Taxe Cambridge Analytica B xoge npanmepu3 paboTtana He TONbKO Hapg
OTHOCUTENBLHO ycrnewHon kamnaHnen Tena Kpysa, HO M Hag o4eBMOHO MpoBarbHOW KamnaHwen beHa

KapcoHa.

XaHHec [paccerrep, otBevada Ha Boripocbl «Meay3bl», NpuU3Han, YTO MWUKPOTapreTUHr UCMNonb3yeTcs
B NpeaBbIOOPHbIX KamMnaHuaX yXXe MHOro IeT, a OUueHUTb ero 3((EKTUBHOCTb B YCNOBUAX TanWHOMoO

ronocoBaHus 3aTpygHuTenbHo. XXypHanucT Takke nodyepkHyn, 4to nobeny [oHanbaa Tpamna
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obecneuynno MHoxectBo daktopoB, u metogq Cambridge Analytica He ABNsieTCA €OUHCTBEHHBIM UIK

kntoueBbIM. Mexay TeM, U3 TekcTa crnegyeT kak pa3 obpaTtHoe.

Mo mHeHuto [paccerrepa, cyautb 06 adpdekTmBHOCTM paboTbl Cambridge Analytica mMoxHO XOTS Obl
no Tomy, 4To koMaHga Tpamna B xoae kamnaHumn 2016 roga nocrnegoBaTenbHO 3akno4vmna ¢ JIOHLOHCKOM
OMPMON HECKONBbKO KOHTPaKTOB: crnepBa Ha 100 Tbica4 gonnapos, NoToM Ha 250 ThicAY, NOTOM Ha NATb
MUNnoHoB (obLwyto cymmy rnaesa pmpmbl oueHun B 15 munnmnoHoB gonnapos). Ecniv 661 Tpamn Obin
HeaoBONeH (OUPMON, COTPYOHUYECTBO MNPEKpPaTUNOCh Obl yXXe nocre nepBoro KOHTpakTa, cyuTaet

XYpHanucr.

Mpn aTOM B CTaTbe NULWb BCKOMb3b YNOMUHAETCHA ropa3fo 6onee BaxHas AeTarnb: B COCTaB coBeTa
anpektopoB Cambridge Analytica Bxogut CtnBeH BaHHOH, HavyanbHKK n3bnparenbHoro wraba Tpamna,
KoTopbii B stHBape 2017 roga gormKeH cTaTb rnaBon ero agMmuHuctpaumm B benom gome. Ckopee Bcero,
MMEHHO 3TO 0b6CTOATENBLCTBO, a He paboTta ¢ Tegom Kpysom, obecneymno NOHOOHCKOW hupme AOoCTyn

k doHanbgy Tpamny.
Kak oTpearnpoBanu Ha nccnegoeanne Das Magazin Ha 3anage?

B eBponenckux un amepukaHckux CMW BbILWNAO MHOXECTBO 3aMETOK, KPUTUKYIOLLMX PE30HAHCHYH
nybnukaumio Das Magazin. B 6onbluMHCTBE NoaBeprannucb COMHEHUIO NOACYETbl — TakK, BrMATENbHas
wBeruapckaa razeta NZZ ytBepxaaeT, YTO pearibHbIii POCT KOHBEPCUM rnocne npuMeHeHns OnMcaHHoro
meToaa moxeT cocTaBnATb 60%, HO Hukak He 1400%, npuyem ans pasHbIX COLCETEN POCT, pasymeeTcs,

OKaXXeTCA pa3HbIM.

HekoTopble aBTOpbl KPUTUKOBaNuM gokasatenbHylo 6asy xkypHanuctoB Das Magazin — ux 3asBneHus
0 MorywecTBeHHocTn meToga Cambridge Analytica ocHoBbIBaeTCA Ha cBeeHMAX, MOMyYeHHbIX BCEro
N3 OBYX MCTOYHUKOB: OT reHgmpekTopa camon Cambridge Analytica n ot cTaHdopackoro yyeHoro Muxana
KocurHCKOro, KoTopbIn CYMTaeTCa O4HUM U3 aBTOPOB HAY4YHOro METoAa, NOJNIOXKEHHOrO B OCHOBY paboThl

Cambridge Analytica.

ABTOpbI KpynHOro amepukaHckoro 6nora The Hill oTmeTunu Takke wn TO, 4YTO Cpean CTOPOHHMKOB
HoHanbga Tpamna 66110 ocobeHHO MHOro 6enbix amepukaHueB 6e3 BbicLlero obpasoBaHvs — a B 3TOM
rpynne oO4eHb MHOro nogew, KoTopble BooOLWEe He Nonb3ylTca WHTepHeToM. Ha Bloomberg
BbiLUNa KONoHka JleoHnaa bepumackoro, B KOTOPOM K yXKe 03BYyYEeHHbIM aprymeHTaMm fobaBnanuce elle
HECKOMbKO: B YaCTHOCTW, 4YTO KamnaHua Tpamna, HEeCMOTpsi Ha PEBOSIOLMOHHBbIE  TEXHOMNOrmn
TapreTMpoBaHus, 3acbinana XypHanucra npeanoXeHnsMyn o noaaepXkke, XoTs OH AaXe He rpaxaaHuviH
CLA.
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Mo cnoBam XaHHeca [paccerrepa, pabota Hag crtatben Benacb c uiona 2016 roga, u KypHanNucTbl
COTpYyAHMYanu ¢ akcneptamu B obnactn MmateMaTuki, MHTEpPHeTa 1 apyrumm cneunanuctamu. Mpm atom
3KcnepTbl, OnpolweHHble «Meayson», Takke COMHeBalwTCA B Bblknagkax Das Magazin. [oueHT
mMapkeTuHra Cass Business School (JloHgoHckui ropogckon yHnsepcuteT) Tom BaH Jlep cdhopmynumpoBan
3TN npeTeH3un Tak: «CTaTbsl, KOTOPYIO Bbl MHE MPUCIANuM, HanMcaHa HEeMnrioxo, HO 3TO YMCTON BOAbI
Cnekynsauns u NoroHsa 3a ceHcaumen. He cnegyet ObiTb HauMBHbIMU M BEPUTH 3asiBfIEHUsIM, KOTOpbIe

aenaet cama o cebe Hekasi PR-cbmpmay.

Who are the internet users in selected European countries?

https://www.gemius.com/all-reader-news/gemius-who-are-the-internet-users-in-selected-european-

countries.html

In Estonia, 86 per cent of population uses the Internet (PC), in Czech Republic 75 per cent, and in Poland
74 per cent. What are the statistics in other countries? Check and compare the most recent Gemius data

on internet users in different local markets.

Gemius has verified who actually uses the Internet in 12 European countries, including: Bulgaria, Croatia,
The Czech Republic, Estonia, Hungary, Latvia, Moldova, Poland, Romania, Serbia, Slovakia, and Ukraine.
The analysed data provides information on who uses the Internet and what the percentage of internet

users is in particular countries.
The Estonians are most connected

Estimates show that the country with the highest percentage of internet users is Estonia. 86 per cent of
Estonians are active online (source: gemiusAudience). The other two most connected nationalities are
Czechs and Poles. Only one in four citizens of these countries between 15 and 69 years does not use the
Internet. On the other hand, Romania is the country with the lowest percentage of internet users — 58 per

cent.
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Gemius: Who are internet users in selected European countries?

PC data on internet user population
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More female internet users in the Balkans

Serbia, Croatia, Romania and Latvia have a more visible difference in the numbers of male and female
internet users. Both in Romania and Latvia, 53 per cent of all internet users are men. Meanwhile, in Serbia
and Croatia, women outpace men, with 56 per cent of Serbian and 54 per cent of Croatian internet users
being female.

In Moldova, Internet more popular amongst the youth, while in Estonia, more 55+ users

The Gemius data shows that Moldova is the country where 15-24-year-olds make up the largest group of
internet users — 29 per cent. On the other hand, the largest group of users on the Ukrainian Internet are
people between 25 and 34 — 29 per cent. Who are the internet users is other countries? One in four Czechs
who uses the Internet is 35-44 years old, one in five Latvians is 45-54, and one in five Estonians is at least

55 years old.

Internet users most frequently have secondary education
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In all analysed countries, people who have achieved a secondary level of education form the largest group
of the local internet users. The Czechs lead the way, with this group constituting 67 per cent of all internet
users in the country. The country with the largest percentage of internet users with higher education is
Ukraine — 45 per cent. Meanwhile, the country with fewest higher education graduates among internet

users is Slovakia — 21 per cent.

The analysis looks at traffic on PCs.

Eight Out Of 10 Publishers Don't Know How Their Traffic Is Audited By Third Parties

http://www.mediapost.com/publications/article/290660/eight-out-of- 10-publishers-dont-know-how-their-
tr.html

As the bot and non-human Web traffic issue continues to spiral, a new survey out Thursday reveals that

80% of publishers concede they don’t have insight into how their traffic is audited by third-party providers.

In addition, the survey by The 614 Group and Distil Networks, found that 74% of publishers reported that
traffic quality issues are part of pre-sales discussions, and 68% said they have received requests for
information (RFIs) with acceptable non-human traffic (NHT) thresholds. The Interactive Advertising Bureau

(IAB) projected that digital fraud costs advertisers $8.2 billion each year, due to the proliferation of NHT.

Publishers participating in the survey include AccuWeather, A&E Networks, Hulu, Thomson Reuters, and
Univision. They shared their attitudes and experiences with NHT, both as an internal issue and as a

discussion point with clients considering direct buys of their inventory.

“Ad agencies will stop paying publishers for NHT, yet only one-third of publishers are blocking nefarious
NHT proactively,” Rami Essaid, co-founder and CEO of Distil Networks, said in a statement. “Monitoring
fraud post-campaign isn’t the answer. Bot operators, and the NHT they generate, are only becoming more

sophisticated," Essaid said.
Among the survey’s key findings:

--Most publishers (77%) are victims of NHT; yet only 38% purchase traffic, which suggests that NHT is

getting onto their sites through other means—through no fault of the publisher.
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--The cost of fraud is greater than the NHT that lands on a publisher’'s site. It should also include
consideration of the ad units purchased by advertisers in the open ad exchanges like synthetic user profiles

created by “cookied bots.”

--Publishers need to draw a connection between the $8.2 billion lost to fraud and campaign-level damage.
Nearly 70% of publishers believe it's possible to calculate the ROI of effective anti-NHT efforts on a per-

campaign and per-client basis.

--Seventy percent of publishers believe it's possible to proactively block NHT before a page loads and

before cookies are set, yet less than one-third of publishers take that approach.

N A T IV E o e

Native Ad Plans Shift From Publishers To Social, Facebook Dominates By Wide
Margin

http://ww.mediapost.com/publications/article/290315/native-ad-plans-shift-from-publishers-to-social-
f.html

Digital publishers may have embraced “native” formats as a godsend for new advertising revenues, but
the majority of ad execs are more keen on using the method on social media outlets vs. conventional
content publishers. That's the top-line finding of a new survey of advertisers and agency executives being
released today by Advertiser Perceptions Inc., which suggests native advertising is reaching an inflection

point that will soon be dominated primarily by social media.

The findings are based on an online survey asking ad executives to describer their current budgeting of
native advertising, as well as their plans over the next 12 months. While conventional publishers currently

dominate 2016 native advertising budgets, their share is eroding vs. social and so-called “programmatic

native advertising platforms.

Currently, ad execs estimate 43% of their native ad budgets are being allocated to conventional publishers,

but that is down an average of 25% vs. 2015.

Social networks currently account for 39% of the respondents’ native ad budgets, but that is up 14% over
2015.
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Programmatic native platforms currently account for 19% of native ad budgets. No change was reported.

While those estimates are self-reported, an even more troubling sign for traditional publishers’ native

advertising outlook is the overall distribution of native advertising platform usage by respondents.

While 84% of respondents said they currently utilize social media for native advertising, only 60% said
they were doing so with conventional publishers, and 47% said they were doing it with programmatic

platforms.

“I guess it shouldn’t be that much of a surprise, because native is indigenous to Facebook, Instagram and

LinkedIn an the like,” observes Kevin Mannion, chief strategy officer at Advertiser Perceptions.

Not surprisingly, Facebook dominated the list of the “top five” sources of native advertising among the ad

executives by a wide margin, followed by the Google Display Network, BuzzFeed, YouTube and Yahoo.

IAB: New native ad formats will include virtual reality

http://ww.marketingdive.com/news/iab-new-native-ad-formats-will-include-virtual-reality/431730/
Dive Brief:

The Interactive Advertising Bureau released its 2017 forecast for native advertising predicting the
emergence of new formats including virtual reality and in-messaging apps as well as an ongoing expansion

of native video formats for vertical video, 360 video, outstream and mobile-first video.

The IAB also predicts continued growth of native advertising with marketers shifting budgets from display

to native ad units.

Another shift for 2017 is expected P2P marketplaces like Uber and Lyft experimenting with new advertising

models.
Dive Insight:

Native advertising, which typically is designed as an organic part of the user experience, is an important
focus for marketers as consumers increasingly grow frustrated with intrusive digital ad formats, causing
them to adopt ad-blocking software in bigger numbers. Native ads are also well-suited for smaller mobile

screens, where advertising real-estate is limited.
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For native advertising in 2017, the IAB predicts that premium publishers will continue to offer marketers
custom content solutions. Additionally, disclosure remains of “paramount importance” so consumers can
tell the difference between a native ad and editorial content. The industry group also expects some
changes with the ad format including a shift to a mobile-first perspective and pricing models that
increasingly move from cost-per-thousand-impression metrics to cost-per-view. Conversion metrics are
expected to put value on engagement, with an increased focus on attention metrics such as gaze and time

spent.

Native ad challenges for 2017 include content quality concerns, measurement, growing publisher reliance

on paid social or content discovery tools and ad blocking.

Charles Lee, president Worldwide IDG and a member of the IAB Native Advertising/Content Committee,
said one challenge will be marketers needing to be reminded to create contextually relevant native content
because as native replaces traditional advertising there will be pressure to create more promotional

content, an area the Federal Trade Commission will be watching closely.

AD B L O K . .. e

Coalition for Better Ads Will Drive Change Consumers Want, And That The Industry

Needs

http://www.mediapost.com/publications/article/290669/coalition-for-better-ads-will-drive-change-

consume.html

The relationship between consumers and advertising is changing. Advertising has fueled the explosive
growth of the Internet and mobile media, bringing access to valuable content, services and applications at
little or no cost to consumers. However, much of this growth has taken place without enough attention to
user experience. Consumers have become increasingly frustrated with ads that disrupt their experience,

interrupt content and slow browsing.

Consumers’ dissatisfaction with ads has created one of the biggest challenges for advertisers worldwide:

ad blocking. According to Deloitte, As of mid-2015, there were an estimated 200 million monthly active

users of ad-blockers on PCs globally, with 77 million active users in Europe and 45 million in the United

States alone. eMarketer reported that in 2016 69.8 million Americans will use an ad blocker, a jump of 34.4
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percent from last year. The same report found that next year, that figure is expected to grow another 24

percent to 86.6 million people.

If publishers cannot contain ad blocking, they will risk denying marketers access to valuable audiences

and increasing the price of online advertising significantly.

So what are we doing about it?

In an effort to improve the relationship between consumers and advertisers, the Coalition for Better

Ads was unveiled at dmexco in September. The Coalition is a cross-industry effort, through which trade
groups, marketers, agencies and publishers have come together to show their commitment to improving
the advertising experience for Internet users. All of the big hitters in the industry — marketers, including
Unilever and P&G; agency groups and media companies, including GroupM, Google and Facebook; trade
associations like the 4A’s, ANA, IAB, DMA and publishing giants like Newscorp, New York Times,
Washington Post and more -- are throwing their weight behind the initiative.

The Coalition will work hard to improve integrity across an array of issues in digital advertising, from user
experience to fraud, viewability and more. It makes sense that we are dealing with some of these problems,
considering how young the industry still is: it’s still having growing pains. But it's also important that we
start to address these issues now. Ad blocking won’t be our last hurdle, and The Coalition is well positioned

to guide the industry through this challenge and the ones to come.

Part of overcoming ad blocking involves communicating the value exchange between advertising and
access to free content with the internet user. However, whilst it is vital that we make this understood, we
can’t, in clear conscience, have the conversation until we have addressed the poor user experience that

is driving consumers to ad blocking. To begin to do so, The Coalition will do the following:

Create consumer-based, data-driven standards: These standards will be based
on consumer research, giving online advertisers the ability to use these standards to improve the
consumer ad experience. It's important that the industry sets these standards and that this is not led by

ad-reinsertion or ad blocking companies.

Develop and deploy technology to implement those standards: This will be done with the help of the

Interactive Advertising Bureau’s (IAB) Tech Lab.

Encourage awareness of the standards: We plan to promote these standards to consumers and

businesses in order to ensure wide uptake and elicit feedback.
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Coalition member IAB has already begun this important work. IAB released its new formats and standards
for ad units, which they hope will have a major impact on user experience and help to stem the tide of ad
blocking. In IAB’s efforts to produce a better user experience, they announced the new flexible ad formats
that are intended to make it easier for publishers and advertisers to deliver ads easily across multiple
devices and screen sizes. The proposed standards would also ban pop-up ads that appear automatically,

as well as fixed-size expansion ads that cover up part of the adjacent editorial content.

IAB’s proposed standards are also intended to conform to their own guidelines for L.E.A.N. ads. L.E.A.N.
is an acronym for Light, which addresses latency; Encrypted, which ensures consumers’ data is kept
safe; Ad choice, which ensures different formats are supported and are privacy compliant; and, Non-
invasive, a quality that would help eradicate formats that encourage ad blocking, like pop-ups, non-

skippable video, interstitials and more.

While there is a great deal of hard work ahead of us, the Coalition for Better Ads is certainly a step in the
right direction, and it is a great sign of unity in our industry. By working together through the Coalition,
marketers, agencies, publishers and the ad tech community will make consumers’ experiences of the ad-
supported web vastly better. Skeptics may predict that it will be difficult to attract users that have
experienced ad blockers back to an advertising-led model. While I'm not inclined to agree, if that is true,

then taking action is still essential so we can to retain the 80 percent that has not defected yet.

If you would like to learn more about the Coalition for Better Ads visit www.betterads.org. We will keep you
apprised of all of our hard work and are looking forward to supporting quality content on the Internet for

years to come.

PROGRAMM AT .. e e ne e

Goodway Group Projects 15% To 20% Increase For Display Ads by 2018

http://www.mediapost.com/publications/article/289813/goodway-group-projects-15-to-20-increase-for-
dis.html

Programmatic media firm Goodway Group on Wednesday projected that programmatic display ad pricing

will increase by 15% to 20% by 2018. The prediction was part of Goodway’s “2017 Programmatic Pricing

Forecast,” which includes projections for programmatic pricing over the next year.
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The report also cited trends poised to accelerate in 2017, including a continued industrywide shift to

dynamic CPMs, the use of header bidding, and ad tech’s embrace of artificial intelligence by next year.

In formulating its forecast, the company’s data science team analyzed billions of bids and weekly median
media prices in the U.S. from September 2015 through September 2016. The analysis revealed an
average price increase of 2% per month across all programmatic display purchases. Goodway took into
account predictable fluctuations over the course of the next year in estimating 2018's 15% to 20% increase

in programmatic display ad pricing.

“The key challenge for so many marketers and agencies is to think in terms of conversions and business
objectives instead of media weight," Jay Friedman, COO, Goodway Group, told Real-Time Dailyvia email.
"[They think] 'if we spend $1, it doesn’t matter if that buys us 100 impressions or 1,000 impressions. What
matters is that we buy each impression at the right price to maximize successful outcomes for what we’ve

spent."

Friedman said he expects increases in pricing in 2017 due to changes in the market, including the fact that
the industry is getting better at removing fraud and improving viewability, which causes the pool of ad

inventory to get smaller. If there's less inventory, prices increase.

In addition, the report found that the industry is shifting away from fixed CPMs to dynamic CPMs
(dCPMs). While large agencies and marketers have migrated to a dCPM strategy, regional marketers and
agencies need to catch up. The trend is likely to impact smaller advertisers with limited ad budgets. These
advertisers are more likely to look to dCPMs to help optimize ad dollars by paying for impressions based
on specific conversion goals and bidding on a wider audience. And the emphasis will be on maximizing

the market value of the inventory in real-time.

The report found that header bidding will continue to advance while more work is done to ensure that it
doesn’t slow page load times. In addition, advertisers are looking to machine learning and artificial

intelligence to improve bid price and discovery practices.

Study Suggests Reallocating 6% of Marketing Spend to Programmatic Will Increase
Marketing ROI 22%

http://www.mediapost.com/publications/article/290279/study-suggests-reallocating-6-of-marketing-

spend.html
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Ad network Rubicon is out with a new_study which found marketers that increase their programmatic

spend can realize up to a 6 percent increase in sales and a 22 percent increase in marketing ROI. The
study was conducted in partnership with The Female Quotient Strategy and took a look at $20 billion in
spending by the top 200 U.S. brands. Each of the brands spends over $100 million.

Of the findings, Rubicon Chief Revenue Officer Harry Patz said, “This study of some of the largest brands
in the world very clearly showcases that advertisers who are underinvested in programmatic will miss out
on significant revenue opportunities. By reallocating advertising budgets to double investment in
programmatic, our data shows that brands will see a significant uptick in increased sales and marketing

ROI, compared to those who do not.”

The study suggests the increase in programmatic spend can come from a reallocation of overall marketing
funds rather than a net increase allocated to programmatic. It's further suggested that the increase in
programmatic spend come from a 1 percent decrease in spend in radio, print and digital and 3 percent

from TV for a total spending shift of 6 percent resulting in an optimum 10% of total media spend.

MediaMath CEO Says Real-Time Marketing Needs Best Practices, Programmatic

Needs New Business Models

http://www.mediapost.com/publications/article/290361/mediamath-ceo-says-real-time-marketing-needs-
best.html

RTBIlog checked in with Joe Zawadzki, CEO of MediaMath, for his thoughts on what’s likely to happen in
2017. Zawadzki is also chairman of the board for the Interactive Advertising Bureau’s (IAB) Data Center

of Excellence, so he’s coming at trends wearing his IAB hat as well.

Real-time marketing: You can already integrate real-time media and one-to-one dynamic creative at scale
from a technological standpoint. What we’re missing is a broad sense of best practices, and standard
configurations of people and processes that allow marketing departments and agencies to move forward
with confidence. What's the right next message for a specific audience segment as they move from
awareness to consideration? How often should it see a high-impact video unit on a mobile device vs. one

on a Samsung wall? How does one use native [advertising] to fill in the frequency curve?

Programmatic media: If we consider 2017 the 10-year anniversary of when programmatic hit the scene,

we see that we're coming to the end of a building-block phase. Now that we’re hitting a maturity phase. In
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2017, we’ll need to think more about creating standards through industry associations and the globalization
of business to tackle thornier problems. For instance, marketers will need to better align incentives and
move away from pre-defined budgets. Companies will need to reorganize to better enable advancements
like the convergence between paid and owned media, which currently sits in two separate teams in most
businesses. We’'ll see new business models and processes to create collaboration across multiple entities:

market service, media, technology, and data.

Attribution: Next year may finally be the year of attribution. (Full disclosure: I'm like Mary Meeker and
mobile on this issue—it’s going to happen, and when it does, it will go quickly. | just keep hoping and
expecting it to have happened already!) Marketers are signing up for outcomes, not inputs inside of their
own organizations and are increasingly asking ‘Who watches the watchers’ and ‘Who grades the
homework of a dynamic and diverse supply chain?' Programmatic, when it's executed correctly, is
attributed based on the impact on specific business goals. It enables marketers see through channels and

partners to the consumer behind all of the screens.

BU D E O P EK A A

Advertisers take a liking to 360-video ads

http://digiday.com/brands/360-video-ads-turning-advertiser-heads/

360-degree video is turning the heads of advertisers.

Google’s TrueView platform first rolled the format out for Chrome, YouTube and iOS in July 2015. But in
the past few months, demand from brands has rocketed, and both platforms and ad tech vendors have

followed suit. The pull for advertisers is the opportunity to own an entire screen.

James Hill, commercial director at video ad marketplace Teads, which launched a 360-degree outstream
video format in July, said through-rates have been double the firm’s benchmark for standard video. Patricia
Lopez, head of mobile agency Mobext UK, claimed similar success. A recent 360-degree mobile video ad
for an auto client saw an average of 40 seconds spent inside the creative. “That added layer of interactivity

enables consumers to engage,” she said.

These formats have been a slow burn. For some, the issue was a question of scale. After brands had laid

claim to being the first using the format (and the subsequent press coverage), there was a nervousness
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that their creative wouldn’t be discovered living on a Facebook page or YouTube channel. Still, 360 ads

still have the novelty appeal that gets people’s attention.

“People are more time-poor than ever, so committing to an ad is a big ask for people. We need to make it

valuable for them,”said Alex Smith, head of digital planning at Maxus Global said.

Ford will release an immersive video of its new Mustang later this month on Vice, GQ and other
publishers. For Ford, the 360-degree video ad format was more accessible than going all-in on something

like virtual reality.

“If it was just a VR program, we wouldn’t have done it,” said Ben Richards, chief digital officer for GTB,

Ford’s agency. “VR is too cutting edge to justify its own piece of communications.”

Paul Mead, chairman of VCCP Media, said while 360-degree video ads often perform well once users are
in them, it can be tough getting them to that point. In fact, these units have seen a similar initial conversion
rate as standard video, he said. However, it is a step toward more fully realized VR experiences for both

advertisers and audiences at a time when VR headsets still carry a social stigma.

“People are not always in the mood to play with a video and explore all its many possibilities,” Mead added.

“Just because it is possible doesn’t mean it is probable.”

"BkoHTakte" n "OgHoknaccHUKN" 3anycTaT BUOeopeKnamy B noctax

Ee HegenbHbIM o0xBaT npeBbicUT 50 MIH Nonb3oBaTenen
http://www.sostav.ru/publication/vkontakte-i-odnoklassniki-zapustyat-videoreklamu-v-postakh-24937.html

Mail.ru Group 3anycTut HOBbI hopmaT Buaeopeknambl «Buaeo+». O6 aTom coobuiaet npecc-cnyxba
rpynnbl. Bugeopeknama Oyger TpaHCnMpoBaTbCA B fieHTE HOBOCTEW nofib3oBaTtenien «BkoHTakTe» u
«OpgHoknaccHukm». Mo nporHo3am KOoMNaHwW, HedenbHbIn OXBaT PONUKOB npesBbicnT 50 MH

rnonb3oBaTenen.

HoBoBBeaeHVEe NO3BONMT peknamopaTensm ONTUMM3MPOBaTb OXBAT W YacTOTy MOKAa30B pPeKrnamHbIX
MOCTOB B JIEHTax HOBOCTE: HOBbI/ anropuTM pacno3HaeT O4HOro U TOro e Nofb3oBaTens He TONbKO Ha
pasHbIX YCTPOMCTBAx, HO M B pasHbIX coLceTsx. Tak, ecnu peknamopatesnb BbloepeT B HacTpoykax
OOHOKpATHbIA MOKa3 porvka, TO YEenoBeK, MOCMOTPEBLUMIA ero «BkoHTakTe» Ha cmapTgoHe, B

«OaHoKnaccHMKax» Ha fieckone Takom pornuk yxe He yBuauT. Mpu BbiGope apyroro 3HavyeHus (K npumepy,
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NATb NOKa3oB O4HOMY I'IOJ'IbSOBaTeJ'II'O) nokasbl B nitobon n3 coumanbHbIX ceTen 6yﬂ,yT CyMMUNPOBAaTbCA,

noka He JOCTUrHYT BbIGpPaHHOM OTMETKM.

CepBuC NO3BONAET peknamoaaTtensam [AOHEeCTM peKrnamMHOe COOOLEeHMEe OOHOBPEMEHHO [0 BCEeX
nonb3oBaTener POCCUACKMX COLICETEN M WCKIIOYUTb HesannaHUpoBaHHbIE MOBTOPHbLIE MOKasbl. JTO

NMOMOXET COKOHOMUTL pPEKITaMHble 6}OLI,)KeTbI.

«Mbl pagbl npeanoxuTb opMar "Buaeo+", KOTOpbIN NO3BOMSET TOYHO 3aaTh YaCcTOTY MOKa30B peknambl
YenoBekKy, AaXe eCcrnn OH Nonb3yeTcss 06enMmn CoLCETAMN U 3aXOAUT C PasHbIX YCTPOWUCTB. JTO, B CBOIO
oyepenb, AacT peknamogaTensmMm BO3MOXHOCTb NOBbICUTE 3hEKTUBHOCTL UCMONb30BaHUS PEKMTAMHOM0

OompkeTa», — nogvepkmaeT Kommepueckui gupektop Mail.Ru Group 3nuHa Mcarynoea.

MepBLIMM peknamogaTensaMm, KOTopble Ha4YHYT TecTupoBaTb «Bugeo+», 6ygyT L'Oreal n Danone. Kpome
Toro, B Havane 2017 roga Mail.ru Group 3anycTuT BO3MOXHOCTb MOKYMKWU BUAEOPEKNaMbl 4epes
cobcTBeHHyt0 cucteMy myTarget, a Takke Yepe3 napTHEPOB — 3TO AAaCT BO3MOXHOCTb pekraMmogaTensm

pasmMeLllaTb ee 1 B ApYrnx counarnbHbIX CETAX.

Is YouTube about to play nice with TV broadcasters?

http://www.thedrum.com/news/2016/12/14/youtube-about-play-nice-with-tv-broadcasters

Complementary isn’t a word to best describe YouTube’s relationship with the TV industry and yet it seems

the video service wants it to be moving forward.

Antagonistic, provocative and disruptive are adjectives that normally dominate column inches when the
video service decides to talk about television. But at its annual Brandcast sales pitch to advertisers, the
company’s senior executives took a softer approach that was far from the anti-TV stance it took at last
year’s event. In fact, “today we're in a world where YouTube loves being on TV...and TV loves being on

YouTube,” claimed Matt Brittin, president of Google’s business and operations across EMEA.

Brittin’s colleague Alison Lomax, director of brand solutions at Google (see interview above), expanded
on the shift, claiming YouTube works closely “with all broadcasters — that’s the global broadcast companies

and production companies, as well as the more local ones."

“What'’s fascinating is we know YouTube is viewed massively on mobile but actually our fastest growing

platform is on the TV screen,” she continued. “That’s really interesting from an advertiser’s perspective
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because we know people are watching longer content on YouTube and so it means that for advertisers
reaching their audience, they can do so in different ways. It also demonstrates the sharing factor - a lot of
people are watching YouTube in a shared capacity, it's not one-on-one — that’s also really interesting for

advertisers.”

It might still want advertisers to feed it more of their TV budgets, but the way YouTube convinces them to
do so is shifting from selling it is a more effective channel to one that is complementary to the square box.
However, it gave little away as to how this would happen during an event that was light on content but

made for it in spectacle, with Carpool Karaoke creator and comedian James Corden hosting the night.

He talked about how YouTube has been pivotal to the success of his stint on The Late Show, allowing him
to repurpose one of the most conventional televised formats for people to share and (more importantly)
watch their favourite parts (like Carpool Karaoke) regardless of when it aired — “| realised | didn't have to
make a show for any time slot because we had the internet and more than that we had YouTube,” said

Corden.

With testimonials like this, it seems a big part of its tweaked pitch to TV bosses is convincing them to
create formats that can be shared. Had Corden and his team not done this then they might not have been
able to rack up over 2.1 billion YouTube video views and gained 8.4 million subscribers to the show’s
channel over the last 18 months. Or seen the Carpool Karaoke with Adele clock up 138 million views since

January to become the most watched videos of 2016.

For all the reach it can give to shows, YouTube still perturbs TV executives. When YouTube claimed earlier
this year it delivers better returns than TV, broadcasters insisted it wasn’t surprising because brands spend
relatively low sums on it. When Facebook revealed its own plans for TV to The Drum in October Thinkbox

— the marketing body for TV in the UK — noted that it wasn’t as “aggressively anti-TV” as Google.

The tit-for-tat between YouTube and TV execs plays out amid the rise of streaming services such as Netflix

and Amazon.

There is still a huge, core demographic tuning in to watch TV. Yes, it could be argued that YouTube draws
in younger audiences yet people still watch TV, including 18-35’s. Indeed, there’s a commonly-held view
among media observers that the real threat to their commercial coffers is the on-demand services that are

spending large sums to poach viewers away from the BBC, Sky et al.

Amid all this, YouTube sits somewhere in the middle; neither friend nor foe to the TV industry, the video

service is somewhat of a riposte to the likes of Netflix, while they work out what and how to adapt their
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beleaguered business models. So much so that FreemantleMedia Group’s chief executive Cecile Frot-

Coutaz believes that YouTube will play a key role in shaping how global TV shows are produced.

Like how Corden packaged The Late Show to be broken up into smaller, snackeable parts, Frot-Coutaz
sees potential in creating shows that walk the line between long and short-form content. Getting that
balance right is key at a time when data suggests younger viewers are less captivated by longer video on
demand. An eMarketer report from earlier this year found YouTube use continues to rise among children
in the UK. Yet while digital video appears to be a staple of their digital diet, longer-form video on demand

(VOD) is less commonly consumed.

“‘We believe the next global format, the next ‘Got Talent’, the next ‘Idol’ or ‘X-Factor’ can be created here
on YouTube with you [advertisers], with a younger audience, with more data and better engagement that’s

unbound by border and time slots,” said Frot-Coutaz at Brandcast.

“That’'s where we’re making increasing investments. Our television properties from around the world - even
those, for example made in the US or Asia - generate tremendous views from audiences right here in the
UK. That means more brand-safe, premium content, reaching lots of viewers for everyone in this room to

advertise against.”

Beyond FreemantleMedia, YouTube wants to collaborate with more independent production houses,

particularly focusing on second-screen viewing, nurturing new talent and creating content for its channels.

However, like broadcasters, not all independents are receptive, according to media observers: primarily
because not all independent production houses fully-grasp how to create short-form content. Secondly,
although TV budgets are being squeezed, traditional independents still see broadcast/traditional TV as
more lucrative. They can own the IP they create. Whereas for digital, they’re very much work for hire —

they come and do a job, hand over the content and very rarely get to promote their involvement.

Time will tell whether YouTube can make nice with an industry it has such a fractious relationship. The

potential is there, according to GroupM's chief digital officer Rob Norman.

He added: "The perfect symbiosis between YouTube and television occurs when 'sampling' on YouTube
leads to high value impressions on TV and a share of revenue between Google and broadcaster from

monetisation on YouTube."

Additional reporting by Katie Deighton.
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Google Says Faster Mobile Ads Are Boosting Clickthrough Rates Up to 200 Percent

Teads publishers see promising results By Marty Swant

http:/www.adweek.com/news/technology/google-says-faster-mobile-ads-are-boosting-clickthrough-
rates-200-percent-174942

As tech giants continue their push to speed up load times for advertising and publishers across the mobile

web, early numbers from one of them seem to show that faster ads really do work better.

According to research released today by Google and Teads, the video tech company, mobile publishers
using Google's AMP (Accelerated Mobile Pages) video inventory perform better than those that stick with

the traditional mobile web.

Results showed publishers using AMP, an open-source Google initiative, saw clickthrough rates increase
by 200 percent, completion rates increase by 15 percent and ad performance increase 18 percent. Nearly

100 publishers are now using AMP including Mashable, Rodale, L'Express and Trinity Mirror.

In a blog post detailing the findings, Eric Shih, global svp of business development at Teads, said videos

by brands and publishers don't just need to be fast, they also should "engage, educate and entertain.”

"If you've ever waited impatiently for your favorite site to load only to watch an annoying pop-up take over
your smartphone screen, you can probably understand why user engagement decreases,"
Shih wrote. "That type of experience doesn't unlock the full potential of video advertising."

This year, Google and Facebook have both made big pushes to speed up the web by cutting down on ad
sizes and load times. In September, a few months after Google launchedits AMP program,
Facebook announced it would start helping advertisers decrease load times while also potentially not

delivering ads that were too big if a user's internet connection couldn't handle them.

In November, Google analyzed 400 of its publishers and found that those using AMP pages had
"significantly” higher traffic. The company said that more than 80 percent of publishers saw higher
viewability rates than non-AMP pages, while 85 percent of publishers drove higher engagement with higher
clickthrough rates. According to Google, the majority of publishers also saw higher estimated CPMs than

traditional web pages.
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«BKoHTakTe» nogenutcs peknaMmHbiMM Aoxogamm ¢ coobliecteamm

Ecnu nx AOMUHUCTPATOPbI OTKaXXyTCA OT pa3MeLleHns I'IpFIMOVI pPeKambl

http://lwww.sostav.ru/publication/vkontakte-podelitsya-reklamnymi-dokhodami-s-soobshchestvami-
24785.html

CoumanbHas ceTb «BKoHTakTe» npeanoxuna agMMHUCTpaTopaM COOBLLECTB 3aMEeHUTbL NPSIMYLO peknamy
Ha NPOMONOCTbI C peKknamHon Oupxu komnaHuu. Ecnu ynpaensiowme nabnukamu cornacarcsi ¢
npeanoxeHvem «BKoHTakTe», couceTb obeliaeT AenUTbCS C HAMM YacTbl BbIPYYKM OT NpOAaxu
peKnaMHbIX MOCTOB, pa3meLlaeMbIX Ha CTpaHuLEe COOOLLECTB 1 B FIeHTe HOBOCTEW nonb3oBaTtenei. Takum
0o6pa3oM pPyKOBOACTBO KOMMaHUMM HamepeHo GOopoTbCA C Tak Ha3blBAEMOW «Cepon» pekrnamon B

coLuarnbHon ceTu.

TecTypoBaHue mMogenu pasgeneHusa peknamMHbiXx AOX0O0B MexXay NMowagkorn U agMuHUcTpatopamm
KomMnaHus HavHeT B siHBape 2017 roga. [NpeanoeHne coLceTu pacnpocTpaHseTcs Ha cooblecTBsa,
KOTOpbI€ HAaCYUTLIBAKOT OT NONYMUNSIMOHA NOAMNUCYMNKOB, a TaKKe CO34at0T YHUKaNbHbIN KOHTEHT. Paamep

oTymcneHun yaeT onpenenaTeCsa MHAMBUAYANbHO C KaXKO0W rpynnon.

Cenyac, no npasunam «BKoHTakTe», rpynnam paspeLlleHo pa3meLLaTtb Ha CBOEW CTpaHuLue 5 peknamHbIX
COOOLEHN B CYTKN: COOBLLECTBO MOXET CaMOCTOATENbHO pa3mMecTuTb He Bonee TpEX NPOMONOCTOB, a
ocTanbHble OOSMKHbI MATU C oduumanbHon OGupxu peknambl couceTn. B npecc-cnyxbe komnaHum
coobwmnu Sostav, uto ¢ 1 gekabpa npomonocTbl ¢ Gupxu coumnanbHom ceTn B deskiop-Bepcumn canTta

6yﬂ,yT noMeYdeHbl Kak peknamva. Mo3xe Takme e OTMETKN NOoSABATCS B MOOMIbHOM npunoXxeHmn BK.

Mpsimble npogaxu peknambl B coobuectBax B 06X04 peknamHom Oumpxu coucetm B KOMMAAHWUM
paccmaTpuBaloT Kak «cepyo» peknamy. K Hen OTHOCAT kak nnaTHble CcooOLeHns, KOoTopble
aAMUHUCTPaTOpPbl COOOLLECTB CaMOCTOSATENBHO OTMEYAKT Kak pekrnamHble, Tak U peKrnamHble MOCThl,
KOTOpble HE UMEIOT TakMx nomeTok. [na dopmanmsaumm nocrnegHnx B kadectse pekniambl Yy KOMaHabl
Mogepauun «BKoHTakTe» eCTb COOTBETCTBYIOLWIMA ONbIT W SKCMEpPTM3a, a Tawkke npasBuna eé
naeHTudmrkaumm, yTBepXXaarT B npecc-cnyxbe komnaHum. OgHako packpbiTb 3TW NpaBuiia B COLCETU

OTKa3alincCb, CCbijladCb Ha PUCKKU NoJs1y4eHnq 3TON I/IH(*)OpMaLlI/II/I MOLUEeHHUKaMW.

Mo cnosBam awupektopa no passutuio «BKoHTakTe» AnekcaHgpa KpyrrnoBa, «cepas» peknama He

HPaBWUTCS HW MOMb30BaTENsAM, HU aAMWHUCTPATOPOM coobulecTB. «Cenvac OHWU BbIHYXXOEHbI €é
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pasmMeLllaTb, YTOOLI 3apa6aTbIBaTb, HO TaKkune pekKrnamMHble NOCTbl YaCTO pa3fpaxkakT nonb3oBaTteneny, -

cHnTaeT Ton-MmeHemxxep.

Peakunto nonb3oBaTtenien Ha «Cepylo» pekrnamy B KOMMAHUW OLEHMBANM MO KONUYECTBY OEWCTBUN C
TaknMMmn NoctTamun B CPaBHEHUW C PeKNaMon, KoTopas pasmeLLaeTcs B HOBOCTHOM JfieHTe 1 coobLiecTBax
HanpsMyo € peknamHon oupxn «BKoHTakTe». Ha OoCHOBaHMM OUEHKM BOBMNEYEHUs] Nofib3oBaTefien B
«Ccepyto» pekramy (KonmyectBa OTMETOK «MHE HPaBUTCA», «NOAENUTbCS», KONMYecTBa KOMMEHTapues,
NCKIMIOYEHUIN peKNamHbIX COOBLLEHMIN N X NCTOYHUKOB U3 HOBOCTHOW NEHThI, @ Takke »anob) B couceTn
caenanu BbIBOJ, YTO OHA He MHTepecHa norb3oBatenam. [JaHHble Takoro aHanuasa B KOMMaHum Takke He

pacKpbIBatoT.

B 3 kBaptane 2016 roga goxogbl OT peknambl «BKoHTakTte» coctaBunm Goree MonoBUHbI BblYPYKK
counanbHon cetn. o otyeTHocTM Mail.ru Group, KOTOpPOI NPUHAONIEXUT COLICETb, B TPETLEM KBapTane

obwas Bbipyyka «BKoHTakTe» coctasuna 2,12 mna pybnen.

The state of influencer marketing in 5 charts

https://digiday.com/brands/state-influencer-marketing-5-charts/

“Influencer” marketing — essentially hiring people with large social media followings to tout a given brand

— remains top of mind for marketers, in spite of significant questions about its effectiveness.

Research from several firms shows that a majority of companies have developed influencer-marketing
strategies this year, and influencer marketing is poised to grow in 2017. In response to advertisers’
demand, a cottage industry of technology platforms has also popped up to measure engagement and

effectiveness of having popular internet creators flog your wares.
And yet, in spite of all the hype, 2016 has been a light year for new funding in the space.
Here are five charts that summarize the current state of influencer marketing in the U.S.

Most marketers have adopted influencer marketing
Currently, 66 percent of more than 200 marketers surveyed by user-generated content marketing firm
Chute have an influencer-marketing strategy in place. The top goal, based on 80 percent of the

respondents, is to reach a new audience, while 70 percent look to reach a niche audience.
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“Influencers often have key industries or topics they stick to like parenting or travel, so working with them
allows marketers to reach people who are also interested in those niche topics,” said Monica Watson,
senior manager of content for Chute. “For example, we’ve seen that luxury automotive brands are huge

among people who are interested in fashion on Instagram.”

Other motives for brands to work with influencers include minimize social platforms’ constantly changing

algorithms and generate early buzz around a new product.

Another batch of research from influencer marketing firm Lingia shows that the 170 marketers it surveyed
typically spend between $25,000 to $50,000 per influencer-marketing campaign this year. The number is
likely to double to $50,000 to $100,000 per program in 2017, as 48 percent plan to increase their influencer-
marketing budgets next year.

Instagram is the No. 1 influencer-marketing platform
While each brand has its own focused platforms, Instagram is typically the go-to platform when

companies work with influencers, followed by Twitter, Facebook and YouTube, according to Chute.

This popularity is due to the fact that Instagram has a large user base and is more brand-friendly than,
say, Snapchat, as Instagram provides more metrics to let marketers determine return on investment,

explained Watson.

“And you really can’t build an audience on Snapchat in the same way you can on other platforms,” she
added. “There’s no real way to discover creators to follow, so often the big influencers on Snapchat are

ones that have big followings on other platforms like Instagram or YouTube.”

Most marketers don’t measure influencer marketing by direct sales
When it comes to metrics, more than 70 percent of marketers measure the success of influencer
partnerships based on engagement (likes and comments on Instagram, the number of screenshots on

Snapchat) and reach or views, rather than direct sales, according to stats from Chute.

Of course, this doesn’t mean that direct sales are not important to marketers. But unless the consumer
goes out of their way to use an influencer’s affiliate code or link, sales would be too difficult to track,

explained Watson.

“Plus, many brands see influencer marketing as part of a longer game,” she said. “If you're a luxury or

travel brand, often those partnerships are more for awareness and building brand love.”
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There’s no industry standard in terms of how influencers should get compensated. Lingia found that of

Marketers have tested various compensation models

the 170 marketers it surveyed, 57 percent pay social starts on a per post or video basis, while more than
40 percent have tested cost per engagement and cost per click, respectively. Less than 40 percent

compensate social stars through free products or services.

In comparison, among the 123 social stars Chute surveyed, 49 percent get paid monetarily while 47

percent are compensated by free products and services.

Despite the hype, funding for influencer-marketing tech is light this year
Although influencer marketing is hot, 2016 is not a great year for vendor funding in the space. Only two
vendors — Taplnfluence and Influential — publicly disclosed that they received new funding this year,

according to research firm Lighthouse 3.

Influencer marketing is, after all, essentially relationship based, and it doesn’t require sophisticated
technology like programmatic, so it could be a hard sell for VCs. Mia Dand, CEO for Lighthouse 3, also
thinks that VC funding has been thinner overall this year compared to last year and influencer tech space

is “an unstructured mess” right now.

“It is hard to separate the hype from the reality, which makes it harder for VCs to find solid funding

opportunities,” said Dand.

Instagram To Overtake Twitter As Marketing Channel

http://www.mediapost.com/publications/article/290167/instagram-to-overtake-twitter-as-marketing-

channel.html
A week just isn’t complete without some bad news for Twitter.

In our latest installment, eMarketer now predicts that, by next year, more marketers will be using Instagram

than the troubled tweeting platform.

By 2017, the research firm forecasts, 74.2% of U.S. companies (or at least those with more than 100
employees) will use Instagram for marketing purposes -- markedly more than the 66.2% that will be using

Twitter.
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If accurate, this will mark a significant shift from this year. By eMarketer’'s measure, 66.1% of marketers

currently use Twitter, compared to the 53.2% who use Instagram.

Meanwhile, Facebook is also saturated when it comes to marketer usage, eMarketer finds. As such, 85.3%

of marketers will use Facebook, this year, and that penetration rate rise only slightly to 85.8%, next year.

YouTube is another player whose usage among marketers is plateauing. This year, 45.6% of domestic

companies will use YouTube for marketing purposes, with that figure growing to 48.2% next year.
Overall, 88.9% of U.S. companies will use social networks for marketing purposes, this year.

Twitter, for its part, is still trying to come up with new and interesting ways to engage marketers. For
example, it recently began offering native ads to brand partners running mobile app install campaigns on
the Twitter Audience Platform.

The program potentially extends campaigns to reach an audience of around 800 million on Twitter and
thousands of various apps.

Apps with native ad inventory have been blowing up in recent years. Indeed, the category grew by 251%
from the first quarter of 2015 through the first quarter of 2016, according to a recent report from Twitter’s

mobile ad server and exchange MoPub.

Further whetting advertisers’ appetites, Twitter has found (via MoPub) that native ads have 220% higher
click-through-rates than on their 300x250 counterparts, while 58% of U.S. millennials say that they favor

native ads.

Twitter could use the additional ad revenue. Indeed, data recently emerged showing that ad agencies are

increasingly bypassing the platform in favor other social networks -- Instagram especially.

Worse yet, eMarketer recently released a forecast suggesting that Snapchat will overtake Twitter in terms

of domestic users before the end of the year.

Owwnbkm B gaHHbIX Facebook’a

http://www.infopolicy.biz/?p=9100
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OpHa u3 cambix 6onblnx 6oratcte Facebook’a ans peknamogaTtenenn — 3TO 3HAHME O MUNIMOHAX
nogen, KOTopble UCMONb3YyT CanT exeaHeBHO. B nocnegHee BpemMs coumanbHasi CeTb cTana o6bekTom

NpUCTasibHOro BHUMaHnUA HEKOTOPbIX U3 HUX U3-3a Halnn4ina OWNBOK B 3TUX AAHHbIX.

B npownyto natHuugy, Facebook obbsBun o dukcaumm owmboKk B TPEX CBOUX WU3MEPUTENbHbIX

MHCTPYMEHTAaxX nocrie Toro, Kak Obino YCTaHOBJ1€HO, YTO HECKOJIbKO MeTO0B ObINTM HETOYHbBIMM.

B ceHTa6pe Facebook nsBmHunNCa 3a 3aBbllieHne n3amepeHns aeKTMBHOCTM BUAEO, B HOSGpe Obinu
ewe ncnpaeneHbl

YeTblpe OLIMOKMN.

Ha aToT pas, Facebook cKkasarn, yTo HEeTO4YHO namepun KOINMMYeCcTBO nogen.
Ownbkn He npuHUMNUarnbHble, rOBOPUTCA B COOBLLEHMM KOMMAHUMKW, WU He BKIOYAeT nokasaTenwu,
ncnonb3yemble ans
BbICTABNEHNA c4eTOB peknamogartensm. B Hosbpe, Facebook ckaszan, uto 6Gonblie npuenekaTb

TPETLECTOPOHHMI ayauT, YToObl NpegocTaBnATb 6onee nogpobHyto MHdopMaumo B GyayLiem.

TemM He MeHee, NOrpeLlHOCTM co3aanu naysy Ansg HEeKOTOPbIX peknaMmodaTtenen n peknamHbIX areHTCTB
Nno MOKyrke, MHOIMME n3 KOTOpbIX HEMpPEpbIBHO yBenuyuBana pacxofbl Ha peknamy B Facebook 3a
nocregHue nsATb net. 3a nepsyto nonoeuHy 2016 roga, Mapketonory notpatunu $ 5,7 mnpg Ha peknamy
B Facebook B CLLUA, 4To coctaBumno 43 npoLeHTOB pocTa UnpoBON peknamMbl Ha BHYTPEHHEM PbIHKE, NO

ouieHkam |AB.

Publicis, oanH 13 rnmaBHbIX Nokynatenen peknambl, npussan kK 6onee LWMPOKOMY BHELLHEMY HaA30py 3a

npakTukon namepeHnsa Facebook.

B TeueHue Heckonbkmx mecsueB Facebook nbiTaetcsa packpbiBaTb 6onblie MHgopmauun B ©nore

KomnaHum nop HassaHnem Metrics FYI.

NcTouHMKM:

http://www.nytimes.com/2016/12/09/technology/facebook-advertising-inaccuracies-social-media.html
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HOBOCTU MHTEPHET-PEKJIAMbBI BEJIAPYCW. ...,

PeknamHas cetb Admixer.by sowusa B Ton-5 peknamMHbiX pecypcoB banHeTa

http://marketing.by/novosti-rynka/reklamnaya-set-admixer-by-voshla-v-top-5-reklamnykh-resursov-

bayneta/

PeknamHas ceTb koMnaHum Admixer nosiBunach B OKTA6pbCKOM MeauauccrnenoBaHun gemiusAudience
1 cpasy 3aHsina 4 CTPoKy B HaUMOHarNbHOM penTuHre MegnapecypcoB Benapycu, M3aMeHB CrioXuBLLEECS

NonoXeHne NUAEPOB AAHHOIO PEeNTUHTa.

MosBneHne cetn Admixer.by B TOne peknamHbIX MeOMapecypcoB cCTano BO3MOXHbIM 6Gnarogaps
WHCTPYMEHTaM arpermpoBaHus rpynn u pasgenos cantoB B gemiusAudience nNo pasnnyHbiM NpuU3Hakam:

no TemMatn4eCknm Kateropmam C y4eTom nepecevyeHuns ayﬂ,VITOpI/lIZ, no caﬂnc-xaysaM n opyrium.

“* Fusion_2016_10_Belarus

10.2016| —
Uenesan yaen Ne |MocetuTenn (real users) :
rpynna +-C1 8¢ Mail.ru Group 10.2016 (arperat asTopus0BaHHsIA gen
Bca ) google.com 1 3495 751 308 Tribuna.com 10.2016 (arperar asTOpH3 i 2
ayauTopus (3 vk.com 9. 2 641 009 : una.com 10 6 (arperat asTopr3OBaHHbLIA gemil

™ youtube.com 3. 2560 225 # 1%} Yandex.by Holding 10.2016 (arperat asTopu30BaHHbIA

2 OX:;;"ZV' (Bcn ceTn) ; ; i;g gg 1 714 ADMIXER.BY Peknamuan cets 10.2016 (arperar ag

2 yal X.| . —_

,‘}Kwal.m L ‘ 2005 079 = 0% Display/Mobile

3 tut.by 7 1988 809 + 4 OxsaTHbIA (BCA ceTs)

‘: ok.ru 8. 1588 864 -0 € busHec u HoBOCTH

2 onliner.by 9. 1226 512 - o\

3 ru.wiipedia.org 10. 1081180 g0@ Video - Pre-roll

& kinogo.net 11 1003732 0%} Video - In-Page

) alexpress.com 12, 1001335

3 facebook.com 13. 922 843

2 kufar.by 14. 858 944

3l seasonvar.ru 15. 847 924

=) beXxelecom.by 16. 810 446

3 widberries.by 17. 687 176

3 byfly.by 18. 639 620

&3 panmatch.by 19. 510 600

3 belarusbank.by 20. 509 567

=3 gismeteo.ru 21 493 271

B3 relax.by 22 484 691

3 mozila.org 23. 477 434

= biganema.tv 24, 447 529

3 dealby 25. 418 191

-3 hvejournal.com 26. 404 057

£ myfin.by 27. 393474

3 microsoft.com 28. 381777

25 kinopoisk.ru 29. 367 218

3 abw.by 30 361875

=3 twiter.com 31 361 085

& rw.by 32 359312

Y av.by 33, 352679

23 priorbank.by 34. 352231

3 21vek.by 35. 337 503

3 academic.ru 36. 331525

2 mts.by 37 327 290

) mtbank.by 38. 318 494

HecmoTps Ha BbICOKYIO MO3ULMIO pEVTUMHra B OKTAOPbCKOM OTYeTe, arperaTt nnowagok cetn Admixer
coaepXuT nHdopmauuio Tonbko o 50-Tu canTtax cetn u3 bonee vem 150-Tu, BXOOSALWIMX B CETb MO
COCTOSIHUIO Ha HosIBpb 2016 roga. Kpome Toro, B otyeTe noka AOCTYMnHa MHopmMaunst Torbko 06 ogHOM
TemMaTu4yeckoM nakete ceTn - «bmsHec m HoOBOCTUY», XOTA (haKTUYECKM KOMMAHWUS YyXe npeanaraet

pasmMeLLeHne peknambl B 12-Tn TeMatudeckux naketax. bonee nonHas kaptuHa 06 ayautopum cetu u ee
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TEMATUYECKUX MaKeToB 6yneT npeacrtaBrieHa B HOFI6prKOM n ,D,eKaprCKOM mMegnaoT4dyeTax, B KOTOPbIX

ceTb Admixer 6ygeTt npeactasneHa 60ONbLIMM KONMYECTBOM MIOLLAA0K.

Mpn aTOM gaxe C y4eToM TOSIbKO YacTu BOLIEAWMX B MCCredoBaHMe nnowagok cetn Admixer obuinn
oxBaT ux ayauTtopum coctaBun 42% OT BCel MeCAYHOW WHTepHeT-ayauTopum benapycu. B nnanax
komnaHun B TedeHnue 2017 roga npmbnusnTb oxBaT ayguTopum cBoen cetu Ao ypoBHA 70% Bcew

NHTepHeT-ayauTopum benapycw.

Ha cocegHem pblHKe, B YKpavHe, peknamHasa ceTb Admixer sBnsieTca BTOPON No o6bemy AOCTYMNHOro
peknamHoro niBeHTtaps nocrie SSP Google/AdX, o6beanHssa B pamkax cetn 6onee 1000 cantos ¢ 06Lwmm

OXBaTOM YyKpauHckon aygmtopun o 96%.
CeTtb Admixer B benapycu

Csoto peknamHyto ceTb B benapycu komnaHms Admixer ctana akTMBHO passuBaThb ¢ pespans 2016 roga
Ha 6a3e cobGCTBEHHOM TexHororm4yeckon nnatgopmbl. B nioHe koMnaHWs nornoTuna peknamHylo ceTb
Mediacode, cyLleCTBEHHO YCWUMMB CBOW MNO3ULMM 3@ CYET ayauTopum pernmoHanbHbiXx canToB. [lo
COCTOSIHMIO Ha HoAG6pb 2016 ceTb Admixer.by o6beamHuna 6onee 150 nokanbHbIX CanToOB, B TOM YKCne

Takue nonynspHble TeMaTuyeckue pecypcbl banHeTa Kak

ABW.by,

Holiday.by,

1k.by,

Benefit.by,

Mamochki.by,

Football.by,

Telegraf.by,

Gippokrat.by n mHorvne gpyrue.

Kpome TOro, Kk cetu noakmnoyeH pag 3apybexHbix nnowagok ¢ benapyckum tpadukom. CymmapHbIv
06bem JOCTYNMHOro peknamHoro MHBeHTaps Bcex popmaTtos ceTn coctaBusn 6onee 200 mMrH. NOKa3oB B

MecsL.

BeicTpoe passuTtue cetn Admixer.by ctano Bo3mMoXHbIM B TOM Yncne 6narogapst MoHeTM3auum Tpaduka

Genapycknx nabnuwepoB ¢ nomowblo peknamHon nnatdopmbl DoubleClick AdExchange komnaHum
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Google, aBTOpM3oBaHHLIM NAapTHEPOM KoTopon B Benapycu komnaHus Admixer ssnsetca ¢ Havyana 2015
roga. Kpome Toro, B TedeHne 2016 roga KOMMaHWs WHTerpupoBana B CBOW nnatgopmy
Admixer.AdExchange 6onbLuoe KOnMYeCcTBO APYrMX KPYMHbIX MEXAYHAPOAHbLIX CUCTEM 3aKYMNKW peknambl
(DSP), uTo pacwmpuno ee BO3MOXHOCTM MO MOHETM3aUMM CaNTOB, BXOOSALIUX B PEKIAMHYIO CETb, U

npunBneyvyeHnto HOBbIX NnoLagok.

B TEYEHWME 2017 TOOA KOMMAHUA TMNAHUPYET MNMPOOOIDKNTb AKTUBHOE PACLWWPEHWE
CBOEIO PEKNAMHOIO MHBEHTAPA B BEJIAPYCU, B TOM YUCIIE 3A CHET MNMOAKITIOYEHUA
3APYBEXHbIX MMOWALOK C BEMTAPYCKMM TPA®WKOM. MPU 3TOM HA OAHHLIA MOMEHT
KOMMNAHMA OTHOAET TMPUOPUTET PA3MELWEHMIO PEKNAMblI MMEHHO HA BEJIAPYCKNX
CANTAX C LIENBIO PA3BUTKA TOKANTBHOMO CEFMEHTA CBOEW CETMW.

Kakvne BO3MOXHOCTM AaéT peknamogatensam cetb Admixer.by

O6beanHeHne 0OOMbLIOrO KONMMYecTBa WHTEPHET-canToB B pamMkax cetu Admixer.by oTkpbino
BO3MOXHOCTM  peknamogatenam B benapycn  pasmewatb  peknamy,  UCNonb3yst  Tak
Ha3blBaeMbIV «4MMHHbIA XBOCT» CaluTOB OGenapyckoro WHTEpHeTa Kak anbTepHaTUBY pasMeLLeHuto
peknamMbl Ha KpynHbIX Meguannollagkax. PasmelieHne peknambl B CETU AOCTYMNHO KakK ANsi AECKTOMHOW,
Tak 1 ona MoGUNbHOWM ayaAUTOPUM CalTOB C BO3MOXHOCTbIO HACTPOWMKM CKBO3HOM YacTOTbl KONM4YecTBa

NoKas3oB pekrnambl Ha Nofb3oBaTeNien BCEX CalTOB CETMW.

B pamkax cBoew ceTn Admixer npegnaraeT pasmelleHne peknamMbl 60nbLLMX OpMaTOB Ha NpeMUarnbHbIX
peKknaMHblX MecCTax - MepBbi 3KpaH CavuToB WM GaHHep NoBepX KOHTEHTa CaWTOB Ha MOOWUIbHbIX

yCTpOWCTBaXx.

C pekabpsa Admixer Hayan npogaxu peknambl oopmarta Video-in-Page, KoTopbii no3sonseT pasmeLlaTb
BMOeopeknaMy B TOM YUCHE Ha canTax, y KOTOPbIX HET CBOEro BUAEOKOHTEHTA. Kpome Toro, komnaHus

npeaocTaBnseT BO3MOXHOCTb OCYLLECTBNATb NPsIMblE pa3MeLLEHNst peKnaMbl Ha NlobOM 13 CanToB CeTW.
Cnpasgka:

Admixer.by - uHmepHem celin-xay3, npodarwull peknamy 8 ceoell pekrnamMHol cemu, a maKxe Ha psoe
3apybexHbIx Npoekmos u cepeucos (Habrahabr.ru, Adme.ru, Mamba.ru, COUB u nipo4yux). Sensgemcs
ohuyuanbHbIM NapmHepPoOM U pPecesisiepoM peknamHbix nnameopm Facebook u «BKoHmakme» e
Genapycu, a makxe asmopu3oeaHHbiM pecerniniepom cucmembl Google DoubleClick AdExchange s

benapycu u Opyaux cmpaHax.
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Forecast 2017: Mobile, Video, and Data are the Native Advertising Game Changers

https://www.iab.com/news/native-predictions/

Native advertising has fundamentally shifted the way publishers and brands have distributed their content
via paid ad formats, largely with in-feed ad units on Content, Social, and Product feeds. We spoke with
some members of the IAB Native Advertising/Content Committee to get their take on where native
advertising is headed in 2017. What we found was that while much is expected to stay the same, some
shifts and new direction are anticipated in 2017. There are also some continuing challenges that the
industry must address to ensure that the paid distribution of content via native advertising remains a viable

and sound option for publishers and brands alike.

Below are some of the key areas brought up by IAB members which provides a snapshot of what 2017
may look like for native. Most of these revolve around Mobile, Video, and Data. There is certainly a lot to

consider as we move into the New Year and there is likely more that we cannot even envision at this date.

iab.

Where is Native Headed in 2017?

WHAT STAYS THE SAME?

Continued growth as brands shift dollars from display to native

Continued focus on user experience and page aesthetics

Continued focus on channel specific content strategies, with creative
developed to specifically for different channels (e.g., photo on Instagram,
Facebook video ad audio requirements, etc.)
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Many premium publishers will continue to offer advertisers custom content

solutions

In-feed will continue to make up the bulk of native ad revenue

Disclosure will remain of paramount importance so a reasonable consumer
can tell the difference between the native ad and the surrounding editorial

content

WHAT SHIFTS?

More publishers will get on board, including B2B, local, and smaller verticals

Increasingly, we will see more scalable options with Native OpenRTB and
Dynamic Ads

Related: More major DSPs will support OpenRTB 2.3, building tools to make

native buying more seamless

Focus will shift to a mobile-first perspective

Visual content, notably video, will rise in relative importance

Video ad formats will continue to be reinvented (e.qg., vertical video, 360 video,

outstream, mobile-first video)

Pricing models will increasingly move from CPM to CPV models and

conversion metrics that put value and premium on engagement

There will be enhanced focus on attention metrics (gaze, time spent, etc.)

Programmatic solutions will increasingly allow for data driven content

optimization in near real time
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WHAT’S NEW or EMERGING?

New ad formats will continue to be invented

Virtual reality native ads will become more of a reality
More DSP prioritization will support in-app native buying

Emergence of more native advertising options in messaging apps, previously
not available in the U.S., and also with p2p marketplaces (e.g., Uber, Lyft)

that are experimenting with new advertising models

CHALLENGES?

Content quality concerns, notably when content moves from storytelling to

just plain selling

Measurement — Continued challenges related largely to walled gardens and

reliance on 3rd party suppliers

Despite gains made with Native OpenRTB and programmatic, scalability is
still a concern for many advertisers given cost to produce content, especially

video
Increasing publisher reliance on paid social or content discovery tools

Ad blocking

Native advertising is here to say, but it will continue to thrive only if the industry continues to focus on the

consumer and their user experience with native ads of any form.
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