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ɸʅɸʃʀʊʀʂɸ ʀ ʀʅʊɽʈɺʔʖééééééééééééééééééééééé 

ʆʥʣʘʡʥ-ʧʨʦʜʘʞʠ ʚʠʜʝʦ ʚ ʈʦʩʩʠʠ ʚʳʨʦʩʣʠ ʥʘ 20% 

ɿʘ ʛʦʜ ʪʘʢʞʝ ʫʚʝʣʠʯʠʣʠʩʴ ʧʨʦʜʘʞʠ ʤʫʟʳʢʠ, ʠʛʨ ʠ ʵʣʝʢʪʨʦʥʥʳʭ ʢʥʠʛ ʚ ʉʝʪʠ 

http://www.sostav.ru/publication/onlajn-prodazhi-video-v-rossii-vyrosli-na-20-25075.html 

ɺ 2016 ʛʦʜʫ ʧʨʦʜʘʞʠ ʦʥʣʘʡʥ-ʚʠʜʝʦ ʚʳʨʦʩʣʠ ʥʘ 20% ð ʜʦ 4,5 ʤʣʨʜ ʨʫʙʣʝʡ. ʊʘʢʞʝ ʫʚʝʣʠʯʠʣʠʩʴ 

ʧʨʦʜʘʞʠ ʤʫʟʳʢʠ, ʠʛʨ ʠ ʵʣʝʢʪʨʦʥʥʳʭ ʢʥʠʛ. ɺ ʄʠʥʢʦʤʩʚʷʟʠ ʩʚʷʟʳʚʘʶʪ ʪʘʢʠʝ ʧʦʢʘʟʘʪʝʣʠ ʩ ʫʩʧʝʰʥʦʡ 

ʙʦʨʴʙʦʡ ʩ ʧʠʨʘʪʩʪʚʦʤ, ʧʠʰʝʪ RNS  ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʟʘʷʚʣʝʥʠʝ ʟʘʤʤʠʥʠʩʪʨʘ ʩʚʷʟʠ ʠ ʤʘʩʩʦʚʳʭ 

ʢʦʤʤʫʥʠʢʘʮʠʡ ɸʣʝʢʩʝʷ ɺʦʣʠʥʘ.  

ʇʨʦʜʘʞʠ ʦʥʣʘʡʥ-ʚʠʜʝʦ ʚ 2016 ʛʦʜʫ ʧʦʢʘʟʘʣʠ ʨʦʩʪ ʚ 20% ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʘʥʘʣʦʛʠʯʥʳʤʠ 

ʧʦʢʘʟʘʪʝʣʷʤʠ ʧʨʦʰʣʦʛʦ ʛʦʜʘ ʠ ʩʦʩʪʘʚʠʣʠ 4,5 ʤʣʨʜ ʨʫʙʣʝʡ. ʇʨʦʜʘʞʠ ʤʫʟʳʢʠ ʚ ʠʥʪʝʨʥʝʪʝ ʚʳʨʦʩʣʠ 

ʥʘ 20% ʜʦ 2,8 ʤʣʨʜ ʨʫʙ, ʠʛʨ ï ʥʘ 14% ʜʦ 53 ʤʣʨʜ ʨʫʙ, ʵʣʝʢʪʨʦʥʥʳʭ ʢʥʠʛ ï ʥʘ 43% ʜʦ 2,3 ʤʣʨʜ 

ʨʫʙʣʝʡ. 

ɸʣʝʢʩʝʡ ɺʦʣʠʥ ʧʦʜʯʝʨʢʥʫʣ, ʯʪʦ ʪʘʢʠʝ ʨʝʟʫʣʴʪʘʪʳ ʩʪʘʣʠ ʩʣʝʜʩʪʚʠʝʤ ʘʢʪʠʚʥʦʡ ʙʦʨʴʙʳ ʩ 

ʧʠʨʘʪʩʪʚʦʤ ʚ ʉʝʪʠ. ʆʥ ʦʪʤʝʪʠʣ, ʯʪʦ ʯʠʩʣʦ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʧʦʢʫʧʘʶʱʠʭ ʣʝʛʘʣʴʥʳʡ ʢʦʥʪʝʥʪ, ʟʘʤʝʪʥʦ 

ʫʚʝʣʠʯʠʣʦʩʴ: "ɺ 2013 ʛʦʜʫ ʠʭ ʙʳʣʦ ʚʩʝʛʦ 8 ʤʣʥ, ʚ 2016 ï 22 ʤʣʥ ʯʝʣʦʚʝʢ". 

ʊʘʢʞʝ 40 ʤʣʥ ʠʟ 52 ʤʣʥ ʜʦʤʦʭʦʟʷʡʩʪʚ ʚ ʈʦʩʩʠʠ ʷʚʣʷʶʪʩʷ ʘʙʦʥʝʥʪʘʤʠ ʧʣʘʪʥʦʛʦ ʪʝʣʝʚʠʜʝʥʠʷ. ʀʟ 

ʵʪʠʭ 40 ʤʣʥ 18 ʤʣʥ ʘʙʦʥʝʥʪʦʚ ʠʤʝʶʪ ʢʘʙʝʣʴʥʦʝ ʪʝʣʝʚʠʜʝʥʠʝ, 16 ʤʣʥ ï ʩʧʫʪʥʠʢʦʚʦʝ, ʠ 6 ʤʣʥ ï IPTV. 

 

ʂʘʢ ʠʩʢʫʩʩʪʚʝʥʥʳʡ ʠʥʪʝʣʣʝʢʪ ʧʦʤʦʞʝʪ ʤʘʨʢʝʪʦʣʦʛʘʤ ʚ 2017? 

Zenith ʧʨʝʜʩʪʘʚʠʣ 10 ʪʨʝʥʜʦʚ ʨʝʢʣʘʤʥʦʡ ʠʥʜʫʩʪʨʠʠ 2017 ʛʦʜʘ 

http://www.sostav.ru/publication/kak-iskusstvennyj-intellekt-pomozhet-marketologam-v-2017-25124.html 

ʀʩʢʫʩʩʪʚʝʥʥʳʡ ʠʥʪʝʣʣʝʢʪ ʠ ʥʝʡʨʦʩʝʪʠ (ʀʀ) ï ʢʣʶʯʝʚʘʷ ʪʝʤʘ ʫʭʦʜʷʱʝʛʦ ʛʦʜʘ.  ɽʩʣʠ ʨʘʥʴʰʝ 

ʵʢʩʧʝʨʠʤʝʥʪʳ ʚ ʦʙʣʘʩʪʠ ʤʘʰʠʥʥʦʛʦ ʦʙʫʯʝʥʠʷ ʙʳʣʠ ʫʟʢʦʥʘʫʯʥʦʡ ʠ ʜʦʨʦʛʦʡ ʦʙʣʘʩʪʴʶ, ʪʦ ʚ 2016 

ʨʝʰʝʥʠʷ ʥʘ ʠʭ ʦʩʥʦʚʝ ʩʪʘʣʠ ʧʨʠʤʝʥʷʪʴʩʷ ʤʘʩʩʦʚʦ. ɸʥʘʣʠʪʠʢʠ Zenith ʫʚʝʨʝʥʳ, ʯʪʦ ʠʩʢʫʩʩʪʚʝʥʥʳʡ 

ʠʥʪʝʣʣʝʢʪ ʙʫʜʝʪ ʘʢʪʠʚʥʦ ʚʣʠʷʪʴ ʥʘ ʨʳʥʦʢ ʚ 2017 ʛʦʜʫ. ɸʛʝʥʪʩʪʚʦ ʦʧʨʝʜʝʣʠʣʦ 10 ʚʘʞʥʝʡʰʠʭ 

ʪʨʝʥʜʦʚ, ʙʝʟ ʢʦʪʦʨʳʭ ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʩʪʨʘʪʝʛʠʠ ʚ ʥʘʩʪʫʧʘʶʱʝʤ ʛʦʜʫ ʥʝ ʦʙʦʡʪʠʩʴ. 

http://www.sostav.ru/publication/onlajn-prodazhi-video-v-rossii-vyrosli-na-20-25075.html
https://rns.online/internet/Prodazhi-videokontenta-v-internete-v-2016-godu-virosli-na-20--do-45-mlrd-rublei-2016-12-26/
http://www.sostav.ru/publication/reklamodatelej-nakazhut-za-svyazi-s-piratami-18968.html
http://www.sostav.ru/publication/reklamodatelej-nakazhut-za-svyazi-s-piratami-18968.html
http://www.sostav.ru/publication/kak-iskusstvennyj-intellekt-pomozhet-marketologam-v-2017-25124.html
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1. ʋʛʘʜʘʪʴ ʧʦʪʨʝʙʥʦʩʪʴ: ʀʀ ʫʩʠʣʠʪ ʚʣʠʷʥʠʝ ʧʦʠʩʢʘ ʥʘ ʤʥʝʥʠʝ ʧʦʪʨʝʙʠʪʝʣʝʡ 

ʇʦʠʩʢ ʩʪʘʥʦʚʠʪʩʷ ʚʩʝ ʙʦʣʝʝ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʳʤ, ʪʝʧʝʨʴ ʵʪʦ ʥʝ ʪʦʣʴʢʦ ʙʝʩʧʨʠʩʪʨʘʩʪʥʳʝ ʦʪʚʝʪʳ 

ʥʘ ʚʦʧʨʦʩʳ, ʥʦ ʠ ʠʥʜʠʚʠʜʫʘʣʴʥʳʝ ʨʝʢʦʤʝʥʜʘʮʠʠ ʥʘ ʚʩʝʤ ʧʫʪʠ ʧʦʣʴʟʦʚʘʪʝʣʷ: ʥʘʯʠʥʘʷ ʩ ʧʨʦʮʝʩʩʘ 

ʚʳʙʦʨʘ ʠ ʟʘʢʘʥʯʠʚʘʷ ʦʪʟʳʚʘʤʠ ʦ ʧʦʢʫʧʢʝ ʠʣʠ ʫʩʣʫʛʝ. Google ʠ ʗʥʜʝʢʩ ʫʞʝ ʚʥʝʜʨʠʣʠ ʧʦʚʝʜʝʥʯʝʩʢʠʝ 

ʬʘʢʪʦʨʳ ʠ ʚ ʦʨʛʘʥʠʯʝʩʢʫʶ, ʠ ʚ ʨʝʢʣʘʤʥʫʶ ʚʳʜʘʯʫ. ɺ ʙʫʜʫʱʝʤ ʛʦʜʫ ʵʪʦ ʚʣʠʷʥʠʝ ʩʪʘʥʝʪ ʩʠʣʴʥʝʝ: 

ʧʦʠʩʢʦʚʳʝ ʩʠʩʪʝʤʳ ʩ ʧʦʤʦʱʴʶ ʤʘʰʠʥʥʦʛʦ ʦʙʫʯʝʥʠʷ ʙʫʜʫʪ ʫʯʠʪʳʚʘʪʴ ʜʦʧʦʣʥʠʪʝʣʴʥʳʝ 

ʧʦʚʝʜʝʥʯʝʩʢʠʝ ʜʘʥʥʳʝ ʠ ʠʩʧʦʣʴʟʦʚʘʪʴ ʠʭ ʥʝ ʪʦʣʴʢʦ ʜʣʷ ʦʪʚʝʪʦʚ, ʥʦ ʜʘʞʝ ʜʣʷ ʧʨʝʜʩʢʘʟʘʥʠʷ 

ʟʘʧʨʦʩʦʚ ʧʦʣʴʟʦʚʘʪʝʣʷ. ʕʪʦ ʧʦʟʚʦʣʠʪ ʙʨʝʥʜʘʤ ʪʦʯʥʝʝ ʧʦʥʠʤʘʪʴ ʠ ʧʨʦʛʥʦʟʠʨʦʚʘʪʴ ʧʦʪʨʝʙʥʦʩʪʠ 

ʘʫʜʠʪʦʨʠʠ ʠ ʣʫʯʰʝ ʚʳʙʠʨʘʪʴ ʤʦʤʝʥʪ ʢʦʥʪʘʢʪʘ.   

2. ʉʢʦʨʦʩʪʴ ï ʭʠʪ ʩʝʟʦʥʘ: ʥʘʡʜʠʪʝ ʪʨʝʥʜ ʚ ʤʦʤʝʥʪ ʧʦʷʚʣʝʥʠʷ 

ʂʦʣʠʯʝʩʪʚʦ ʜʘʥʥʳʭ ʦ ʧʦʚʝʜʝʥʠʠ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʚʳʨʦʩʣʦ ʚʟʨʳʚʦʦʙʨʘʟʥʦ. ʊʝʧʝʨʴ ʠʩʪʦʯʥʠʢʦʚ ʠ 

ʬʘʢʪʦʨʦʚ ʥʘʩʪʦʣʴʢʦ ʤʥʦʛʦ, ʯʪʦ ʪʨʝʥʜʳ ʤʦʞʥʦ ʚʳʷʚʣʷʪʴ ʩ ʧʦʤʦʱʴʶ ʠʩʢʫʩʪʚʝʥʥʦʛʦ ʠʥʪʝʣʣʝʢʪʘ, ʪʘʢ 

ʢʘʢ ʜʘʥʥʳʭ ʜʦʩʪʘʪʦʯʥʦ ʜʣʷ ʘʚʪʦʤʘʪʠʯʝʩʢʦʛʦ ʦʧʨʝʜʝʣʝʥʠʷ ʢʣʶʯʝʚʳʭ ʥʘʧʨʘʚʣʝʥʠʡ. ɹʦʣʝʝ ʪʦʛʦ, ʙʝʟ 

ʪʝʭʥʦʣʦʛʠʠ ʤʘʰʠʥʥʦʛʦ ʦʙʫʯʝʥʠʷ ʚʩʢʦʨʝ ʙʫʜʝʪ ʥʝʚʦʟʤʦʞʥʦ ʧʦʡʤʘʪʴ ʪʨʝʥʜ ʧʝʨʚʳʤ ʠ ʦʙʦʡʪʠ 

ʢʦʥʢʫʨʝʥʪʦʚ: ʜʘʥʥʳʭ ʩʪʘʣʦ ʩʣʠʰʢʦʤ ʤʥʦʛʦ ʜʣʷ çʨʫʯʥʦʛʦè ʘʥʘʣʠʟʘ, ʠ ʚʩʝ ʤʝʥʷʝʪʩʷ ʥʘʤʥʦʛʦ 

ʙʳʩʪʨʝʝ, ʯʝʤ ʨʘʥʴʰʝ. 

3. ʀʥʩʘʡʪʳ ʥʦʥ-ʩʪʦʧ: ʥʝʧʨʝʨʳʚʥʳʡ ʩʙʦʨ ʜʘʥʥʳʭ 

Passive User Interface ï ʝʱʝ ʦʜʥʦ ʥʦʚʝʡʰʝʝ ʩʣʦʚʦ ʚ ʤʘʨʢʝʪʠʥʛʝ. ʉ ʧʦʤʦʱʴʶ ʵʪʦʡ ʪʝʭʥʦʣʦʛʠʠ ʤʦʞʥʦ 

ʩʦʙʠʨʘʪʴ ʧʦʚʝʜʝʥʯʝʩʢʠʝ ʜʘʥʥʳʝ ʧʦʪʨʝʙʠʪʝʣʝʡ ʩ ʠʭ ʮʠʬʨʦʚʳʭ ʫʩʪʨʦʡʩʪʚ, ʘ ʟʘʪʝʤ ʦʙʨʘʙʘʪʳʚʘʪʴ ʩ 

ʧʦʤʦʱʴʶ ʀʀ. ʂʨʫʧʥʳʝ ʙʨʝʥʜʳ, ʢʦʪʦʨʳʝ ʚʩʝʛʜʘ ʠʱʫʪ ʩʧʦʩʦʙ ʦʧʪʠʤʠʟʘʮʠʠ ʧʫʪʠ ʢ ʧʦʢʫʧʢʝ, ʫʞʝ 

ʥʘʯʘʣʠ ʧʨʠʤʝʥʷʪʴ ʵʪʦʪ ʧʦʜʭʦʜ. ʅʘʧʨʠʤʝʨ, ʜʘʥʥʳʝ, ʧʦʣʫʯʝʥʥʳʝ ʯʝʨʝʟ Passive User Interface, 

ʠʩʧʦʣʴʟʫʝʪ Spotify: ʧʣʘʪʬʦʨʤʘ ʥʘʩʪʨʘʠʚʘʝʪ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʠʝ ʧʣʝʡʣʠʩʪʳ ʥʘ ʦʩʥʦʚʘʥʠʠ 

ʠʥʬʦʨʤʘʮʠʠ ʬʠʪʥʝʩ-ʪʨʝʢʝʨʦʚ. ʃʦʛʠʯʥʳʡ ʩʣʝʜʫʶʱʠʡ ʰʘʛ ï ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʳʡ ʢʦʥʪʝʥʪ ʠʣʠ 

ʘʜʘʧʪʘʮʠʷ ʮʝʥ ʜʣʷ ʢʘʞʜʦʛʦ ʢʦʥʢʨʝʪʥʦʛʦ ʧʦʣʴʟʦʚʘʪʝʣʷ. 

4. ʆʜʥʘ ʠʩʪʦʨʠʷ ʥʘ ʚʩʝʭ ʫʩʪʨʦʡʩʪʚʘʭ:  ʜʦʥʝʩʪʠ ʩʦʙʱʝʥʠʝ ʙʨʝʥʜʘ ʯʝʨʝʟ programmatic 

ʊʝʭʥʦʣʦʛʠʠ ʤʘʰʠʥʥʦʛʦ ʦʙʫʯʝʥʠʷ ʩʜʝʣʘʶʪ ʙʦʣʝʝ ʣʠʯʥʳʤ ʠ ʦʙʨʘʱʝʥʠʝ ʙʨʝʥʜʘ ʢ 

ʧʦʢʫʧʘʪʝʣʶ.  ʂʨʫʧʥʳʝ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʧʨʘʢʪʠʯʝʩʢʠ ʩʠʜʷʪ ʥʘ ʩʦʢʨʦʚʠʱʥʠʮʝ ʩ ʩʦʙʩʪʚʝʥʥʳʤʠ (first 

party) ʜʘʥʥʳʤʠ. ʉ ʧʦʤʦʱʴʶ ʀʀ ʫʞʝ ʩʝʡʯʘʩ ʨʝʘʣʴʥʦ ʠʜʝʥʪʠʬʠʮʠʨʦʚʘʪʴ ʧʦʣʴʟʦʚʘʪʝʣʷ ʥʘ ʢʘʞʜʦʤ ʠʟ 

ʝʛʦ ʫʩʪʨʦʡʩʪʚ ʠ ʧʦʢʘʟʳʚʘʪʴ ʨʘʟʥʳʝ ʩʦʦʙʱʝʥʠʷ ʚ ʨʘʟʥʦʤ ʢʦʥʪʝʢʩʪʝ. Programmatic-ʟʘʢʫʧʢʘ + 
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ʤʘʰʠʥʥʦʝ ʦʙʫʯʝʥʠʝ ʩʜʝʣʘʶʪ ʢʦʤʤʫʥʠʢʘʮʠʶ ʥʝʧʨʝʨʳʚʥʦʡ ʠ ʧʦʚʳʩʷʪ ʚʝʨʦʷʪʥʦʩʪʴ ʧʦʚʪʦʨʥʳʭ 

ʧʦʢʫʧʦʢ. 

5. ʂʦʥʪʝʥʪ ʩ ʢʥʦʧʢʦʡ ʢʫʧʠʪʴ: ʧʨʷʤʳʝ ʧʨʦʜʘʞʠ ʯʝʨʝʟ ʨʝʢʣʘʤʫ ʙʨʝʥʜʘ! 

2017 ʛʦʜ ʙʫʜʝʪ ʛʦʜʦʤ ʧʨʦʜʘʶʱʝʛʦ ʢʦʥʪʝʥʪʘ: ʧʦʢʫʧʢʠ ʙʫʜʫʪ ʩʦʚʝʨʰʘʪʴʩʷ ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʦ ʯʝʨʝʟ 

ʨʝʢʣʘʤʥʳʝ ʠʣʠ ʧʨʦʤʦ-ʩʦʦʙʱʝʥʠʷ. ɻʠʙʢʠʝ ʘʣʛʦʨʠʪʤʳ ʩʤʦʛʫʪ ʨʝʘʛʠʨʦʚʘʪʴ ʥʘ ʜʝʡʩʪʚʠʷ 

ʧʦʣʴʟʦʚʘʪʝʣʷ ʥʘ ʩʘʡʪʝ, ʥʘ ʭʦʜʫ ʤʝʥʷʷ ʩʦʜʝʨʞʘʥʠʝ ʩʪʨʘʥʠʮʳ.  ʆʪʧʨʘʚʠʪʴ ʧʦʢʫʧʢʫ ʚ ʢʦʨʟʠʥʫ ʤʦʞʥʦ 

ʙʫʜʝʪ ʚ ʣʶʙʦʡ ʤʦʤʝʥʪ ï ʬʫʥʢʮʠʦʥʘʣ e-commerce ʩʪʘʥʝʪ ʯʘʩʪʴʶ ʣʶʙʦʡ ʢʦʤʤʫʥʠʢʘʮʠʠ. ʊʝʧʝʨʴ 

ʥʠʢʘʢʦʡ ʩʢʫʯʥʦʡ ʨʝʛʠʩʪʨʘʮʠʠ, ʩʦʟʜʘʥʠʷ ʘʢʢʘʫʥʪʘ ʠʣʠ ʚʳʙʦʨʘ ʤʝʪʦʜʘ ʧʣʘʪʝʞʘ ʧʨʠ ʧʦʩʝʱʝʥʠʠ ʥʦʚʳʭ 

ʩʘʡʪʦʚ. ʂʦʤʙʠʥʘʮʠʷ ʵʪʠʭ ʜʚʫʭ ʪʝʭʥʦʣʦʛʠʡ ʧʦʟʚʦʣʠʪ ʙʨʝʥʜʘʤ ʠ ʠʥʪʝʨʥʝʪ-ʨʝʩʫʨʩʘʤ ʫʜʝʨʞʠʚʘʪʴ 

ʧʦʪʨʝʙʠʪʝʣʷ ʥʘ ʩʚʦʝʤ ʩʘʡʪʝ, ʘ ʥʝ ʦʪʧʨʘʚʣʷʪʴ ʝʛʦ ʥʘ ʜʨʫʛʠʝ ʟʘ ʧʦʢʫʧʢʦʡ, ʢʘʢ ʯʘʩʪʦ ʧʨʦʠʩʭʦʜʠʪ 

ʩʝʡʯʘʩ. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʙʫʜʫʪ ʚʦʩʧʨʠʥʠʤʘʪʴ ʢʦʥʪʝʥʪ ʢʘʢ ʩʠʤʙʠʦʟ ʪʝʢʩʪʘ, ʛʨʘʬʠʢʠ ʠ ʠʥʪʝʨʘʢʪʠʚʘ, 

ʨʘʙʦʪʘʶʱʠʡ ʥʘ ʦʙʱʫʶ ʮʝʣʴ ï ʩʦʟʜʘʪʴ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʷ ʥʦʚʳʡ ʫʨʦʚʝʥʴ ʫʜʦʙʩʪʚʘ ʧʨʠ ʧʦʢʫʧʢʝ. 

6. ɸʢʪʠʚʥʦʩʪʴ ʙʨʝʥʜʦʚ ʚ ʚʠʨʪʫʘʣʴʥʦʡ ʨʝʘʣʴʥʦʩʪʠ ʧʝʨʝʤʝʩʪʠʪʩʷ ʚ ʩʤʘʨʪʬʦʥʳ  

ɼʦʧʦʣʥʝʥʥʘʷ ʨʝʘʣʴʥʦʩʪʴ ʧʝʨʝʩʪʘʣʘ ʙʳʪʴ ʯʝʤ-ʪʦ ʠʟ ʤʠʨʘ ʢʦʤʧʴʶʪʝʨʥʳʭ ʠʛʨ, ʘ ʚʩʢʦʨʝ ʠ ʚʦʚʩʝ 

ʩʪʘʥʝʪ ʦʙʳʜʝʥʥʦʩʪʴʶ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩʤʘʨʪʬʦʥʦʚ. Facebook ʠ Twitter ʫʞʝ ʧʦʟʚʦʣʷʶʪ ʚʝʩʪʠ 

ʪʨʘʥʩʣʷʮʠʠ ʚ ʨʝʘʣʴʥʦʤ ʚʨʝʤʝʥʠ, ʢʦʪʦʨʳʝ ʤʦʞʥʦ ʩʤʦʪʨʝʪʴ ʯʝʨʝʟ VR-ʫʩʪʨʦʡʩʪʚʦ, ʧʦʜʢʣʶʯʝʥʥʦʝ ʢ 

ʪʝʣʝʬʦʥʫ.  ʉʤʘʨʪʬʦʥʳ ʠ ʧʨʠʣʦʞʝʥʠʷ ʩʪʘʣʠ ʯʘʩʪʴʶ ʧʦʚʩʝʜʥʝʚʥʦʡ ʞʠʟʥʠ, ʜʦʙʘʚʣʷʝʤ ʩʶʜʘ 

ʚʠʨʪʫʘʣʴʥʫʶ ʨʝʘʣʴʥʦʩʪʴ ï ʠ ʧʝʨʝʜ ʥʘʤʠ ʥʦʚʳʝ ʚʦʟʤʦʞʥʦʩʪʠ. ʅʘʧʨʠʤʝʨ, ʨʝʪʝʡʣʝʨʳ ʩʤʦʛʫʪ 

ʟʥʘʢʦʤʠʪʴ ʣʶʜʝʡ ʩ ʪʦʚʘʨʘʤʠ ʙʝʟ ʚʠʟʠʪʘ ʚ ʦʬʣʘʡʥ-ʤʘʛʘʟʠʥʳ. ʇʨʠʤʝʨʴʪʝ ʵʪʦ ʧʣʘʪʴʝ ʚ ʚʠʨʪʫʘʣʴʥʦʡ 

ʨʝʘʣʴʥʦʩʪʠ! 

7. ʈʘʩʮʚʝʪ ʯʘʪʙʦʪʦʚ: ʢʦʤʤʫʥʠʢʘʮʠʷ ʙʨʝʥʜʘ ʠ ʧʦʪʨʝʙʠʪʝʣʷ ʙʝʟ ʩʙʦʝʚ ʠ ʟʘʜʝʨʞʝʢ 

ʋʩʠʣʝʥʥʳʝ ʪʝʭʥʦʣʦʛʠʝʡ ʀʀ, ʯʘʪʙʦʪʳ ʩʜʝʣʘʶʪ ʦʙʱʝʥʠʝ ʙʨʝʥʜʦʚ ʩ ʧʦʣʴʟʦʚʘʪʝʣʷʤʠ 

ʘʚʪʦʤʘʪʠʟʠʨʦʚʘʥʥʳʤ. ʂʦʥʝʯʥʦ, ʪʘʢʘʷ ʢʦʤʤʫʥʠʢʘʮʠʷ ʠʤʝʝʪ ʩʚʦʠ ʦʛʨʘʥʠʯʝʥʠʷ, ʥʦ ʩ ʝʝ ʧʦʤʦʱʴʶ 

ʤʦʞʥʦ ʨʝʰʠʪʴ ʤʥʦʛʠʝ ʧʨʦʩʪʳʝ ʟʘʜʘʯʠ. ʇʦʤʦʱʴ ʩ ʦʧʣʘʪʦʡ, ʫʚʝʜʦʤʣʝʥʠʷ ʦ ʜʦʩʪʘʚʢʝ, ʩʪʘʪʫʩ ʟʘʢʘʟʘ 

ï ʚʩʝ ʵʪʦ ʧʦʜ ʩʠʣʫ ʯʘʪʙʦʪʫ. ʊʘʢʦʝ ʨʝʰʝʥʠʝ ʩʦʢʨʘʪʠʪ ʨʘʩʭʦʜʳ ʥʘ ʪʝʭʧʦʜʜʝʨʞʢʫ ʠ ʦʙʝʩʧʝʯʠʪ ʧʨʷʤʦʡ 

ʜʠʘʣʦʛ ʩ ʧʦʢʫʧʘʪʝʣʝʤ. ɸ ʠʥʩʘʡʪʳ, ʩʦʙʨʘʥʥʳʝ ʚ ʧʨʦʮʝʩʩʝ  ʨʘʟʛʦʚʦʨʦʚ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩ ʙʦʪʦʤ ï 

ʦʪʣʠʯʥʘʷ ʚʦʟʤʦʞʥʦʩʪʴ ʜʣʷ ʩʦʟʜʘʥʠʷ ʧʝʨʩʦʥʘʣʴʥʳʭ ʨʝʢʦʤʝʥʜʘʮʠʡ.   

8. ʀʛʨʘ ʥʘ ʯʫʚʩʪʚʘʭ: ʪʝʭʥʦʣʦʛʠʷ ʨʘʩʧʦʟʥʘʚʘʥʠʷ ʵʤʦʮʠʡ ʟʘʛʣʷʥʝʪ ʚʘʤ ʚ ʜʫʰʫ 

ʇʦʷʚʣʝʥʠʝ ʪʝʭʥʦʣʦʛʠʠ ʨʘʩʧʦʟʥʘʚʘʥʠʷ ʵʤʦʮʠʡ, ʧʦʤʥʦʞʝʥʥʦʝ ʥʘ ʧʦʚʩʝʤʝʩʪʥʦʝ ʠʩʧʦʣʴʟʦʚʘʥʠʝ 

ʩʤʘʨʪʬʦʥʦʚ ʦʟʥʘʯʘʝʪ, ʯʪʦ ʤʦʞʥʦ ʦʧʨʝʜʝʣʠʪʴ ʪʝʢʫʱʝʝ ʥʘʩʪʨʦʝʥʠʝ ʣʶʙʦʛʦ ʯʝʣʦʚʝʢʘ. ʇʨʘʢʪʠʯʝʩʢʦʝ 
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ʧʨʠʤʝʥʝʥʠʝ ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ: ʢʦʥʪʝʥʪ ʤʦʞʥʦ ʧʦʜʙʠʨʘʪʴ ʝʱʝ ʠ ʩ ʫʯʝʪʦʤ ʵʤʦʮʠʦʥʘʣʴʥʦʛʦ 

ʩʦʩʪʷʥʠʷ ʧʦʣʴʟʦʚʘʪʝʣʷ. ʅʘʧʨʠʤʝʨ, ʙʨʝʥʜʳ, ʧʦʜʜʝʨʞʠʚʘʶʱʠʝ ʢʦʤʘʥʜʫ ʠʣʠ ʚʠʜ ʩʧʦʨʪʘ, ʤʦʛʫʪ 

ʧʨʝʜʣʘʛʘʪʴ ʪʦʚʘʨ ʠʣʠ ʫʩʣʫʛʫ, ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʨʝʘʢʮʠʠ ʣʶʜʝʡ ʥʘ ʭʦʜ ʤʘʪʯʘ ʚʦ ʚʨʝʤʷ ʪʨʘʥʩʣʷʮʠʠ. 

9. ɼʠʥʘʤʠʯʝʩʢʦʝ ʮʝʥʦʦʙʨʘʟʦʚʘʥʠʝ: ʤʝʥʷʡʪʝ ʮʝʥʳ ʚ ʩʦʦʪʚʝʪʩʪʚʠʠ ʩʦ ʩʧʨʦʩʦʤ! 

ɼʠʥʘʤʠʯʝʩʢʦʝ ʠʟʤʝʥʝʥʠʝ ʮʝʥ ʪʨʝʙʫʝʪ ʤʦʱʥʦʡ ʘʥʘʣʠʪʠʢʠ ʠ ʜʝʪʘʣʴʥʳʭ ʨʘʩʯʝʪʦʚ. ʉʥʦʚʘ ʥʘ ʧʦʤʦʱʴ 

ʧʨʠʭʦʜʠʪ ʀʀ. ɺʩʢʦʨʝ ʮʝʥʘ ʙʫʜʝʪ ʥʘʟʥʘʯʘʪʴʩʷ ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ  ʚʦʟʤʦʞʥʦʩʪʠ ʠ ʛʦʪʦʚʥʦʩʪʠ 

ʟʘʧʣʘʪʠʪʴ ʢʘʞʜʦʛʦ ʢʦʥʢʨʝʪʥʦʛʦ ʧʦʣʴʟʦʚʘʪʝʣʷ. ʋʞʝ ʩʝʡʯʘʩ ʮʝʥʳ ʥʘ ʥʝʢʦʪʦʨʳʭ ʩʘʡʪʘʭ ʠ ʚ 

ʧʨʠʣʦʞʝʥʠʷʭ ʤʝʥʷʶʪʩʷ ʢʘʞʜʫʶ ʤʠʥʫʪʫ ï  ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʩʧʨʦʩʘ ʠ ʘʢʪʠʚʥʦʩʪʠ ʧʦʢʫʧʘʪʝʣʝʡ 

(ʥʘʧʨʠʤʝʨ, ʪʦ, ʢʘʢ Uber ʨʘʩʩʯʠʪʳʚʘʝʪ ʩʪʦʠʤʦʩʪʴ ʧʦʝʟʜʦʢ). 

10. ɸʚʪʦʤʘʪʠʟʘʮʠʷ ʧʨʦʜʘʞ: ʨʦʙʦʪʳ ʟʘ ʧʨʠʣʘʚʢʘʤʠ 

ɺ ʧʨʦʤʳʰʣʝʥʥʦʩʪʠ ʨʦʙʦʪʳ ʠʩʧʦʣʴʟʫʶʪʩʷ ʫʞʝ ʤʥʦʛʦ ʣʝʪ. ʉʦʚʩʝʤ ʩʢʦʨʦ ʨʦʙʦʪʳ ʧʨʠʜʫʪ ʠ ʚ ʩʝʨʚʠʩ, 

ʯʪʦʙʳ ʨʘʙʦʪʘʪʴ ʥʘʨʘʚʥʝ ʩ ʣʶʜʴʤʠ.  ʉʘʤʦʝ ʦʯʝʚʠʜʥʦʝ ʧʨʠʤʝʥʝʥʠʝ ï ʨʠʪʝʡʣ ʠ ʛʦʩʪʠʥʠʯʥʳʡ ʙʠʟʥʝʩ. 

ʈʦʙʦʪʳ-ʦʧʝʨʘʪʦʨʳ ʤʦʛʫʪ ʦʪʚʝʯʘʪʴ ʥʘ ʚʦʧʨʦʩʳ ʦ ʮʝʥʘʭ, ʥʘʣʠʯʠʠ ʪʦʚʘʨʘ ʥʘ ʩʢʣʘʜʝ, ʧʨʝʜʣʘʛʘʪʴ 

ʩʢʠʜʢʠ ʠʣʠ ʩʦʧʫʪʩʪʚʫʶʱʠʝ ʪʦʚʘʨʳ, ʧʨʠ ʵʪʦʤ ʠʩʧʦʣʴʟʫʷ ʝʱʝ ʠ ʜʘʥʥʳʝ ʦ ʧʦʢʫʧʘʪʝʣʷʭ.  

  

AI, Visual Storytelling Big Factors For Digital Publishing In 2017 

http://www.mediapost.com/publications/article/291932/ai-visual-storytelling-big-factors-for-digital-pu.html 

Canadian publisher Valnet released a white paper predicting that digital content in North America will 

feature more visual storytelling, experimental technology and programmatic advertising next year, as well 

as fewer words on smaller screens. 

According to Valnetôs report, ñA Publishing Transformation: The Rising Dominance of Digital Content in 

2017,ò audiences and publishers ñcan expect more influence from search engines and data-driven 

algorithms, and more relevant, contextual advertising.ò 

Publishers should also prepare for ña revolution marked by artificial intelligence-based tools that make 

video creation a technological ósnap.ôò 

"As more ad dollars shift to the digital and mobile environments, content is being created around algorithms 

and formulas that make it highly searchable, more relevant for reaching advertisers' target markets and 

http://www.mediapost.com/publications/article/291932/ai-visual-storytelling-big-factors-for-digital-pu.html
http://www.valnetinc.com/blog-detail/digital-predictions-report-2017
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able to drive organic traffic at lower costs," stated Joe Alderson, one of the reportôs authors and director of 

ad operations at Valnet. 

Web site content is expected to shift to video formats, consumed on mobile devices. According to the 

Adobe State of Content 2015 report, 35% to 50% of consumers will switch devices or stop engaging with 

content if images are slow to load, too long or unattractive. 

Valnet also forecasts that experimental technology like virtual reality and AI will grow rapidly in 2017, as 

publishers find new ways to engage and attract audiences. The influence of legacy publishers will wane 

and niche audiences and content will continue to grow to better serve advertisers. For example, general-

interest sites, such as The Huffington Post, have already shifted to vertical-driven content, such 

as HuffPost Politics. 

Programmatic ad buying will ñdominateò the digital advertising industry. Valnet cited IAB's Digital Video Ad 

Spend Study for 2016, which found ad buyers expected to increase spending by 63% on digital video and 

62% on mobile video, especially for online display, online video, mobile display and mobile video ads. 

Adweek predicted that programmatic ad sales will rise to $32 billion by the end of 2017, up more than half 

from $15 billion in 2015. 

As more ad dollars shift to the digital media industry, content will be more targeted, niche and optimized, 

which should boost user engagement and time spent on sites. 

Valnet Inc. owns digital content brands The Sportster, ScreenRant, BabyGaga, The Talko, The Richest, 

The Things, CBR and Little Angel. 

 

eMarketer Updates Estimates for Industry Ad Spending  

Increases in video, social and mobile advertising lift outlays across all sectors 

https://www.emarketer.com/Article/eMarketer-Updates-Estimates-Industry-Ad-Spending/1014918 

eMarketer updated its benchmark estimates for industry-specific digital advertising outlays, noting that 

broad trends lifted spending across all sectors in 2016. (eMarketer PRO customers can read the full report 

here). 

http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2001953&ecid=MX1371
http://totalaccess.emarketer.com/Reports/Viewer.aspx?R=2001953&ecid=MX1371
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Increases in spending on video and social media and especially mobile advertising pushed estimates 

higher for all the industries covered in the report. 

In the automotive industry, US digital ad spending will total $9.13 billion in 2016, up 22.4% from 2015. In 

the second half of 2016, automakers across the board are dealing with a slowdown in sales, especially of 

sedans, prompting more spending to advertise sales incentives. 

ñAutomakers are moving more marketing dollars into display as they ramp up digital video efforts,ò said 

eMarketer analyst Patricia Orsini. ñAnother sector where TV has traditionally been a large part of ad 

budgets, automakers are transferring impactful video campaigns to digital. BMWôs 11-minute film, ñThe 

Escape,ò was a branded content effort that racked up millions of views on YouTube. Toyota and Ford 

employed virtual reality to tell their brand stories. And Facebook is being employed as an influencer 

channel.ò 

Meanwhile, US digital ad spending by the financial services industry will total $8.77 billion in 2016, an 

increase of 19.5% from 2015. Financial services companies are using digital channels to educate 

consumers on the value of using digital banking tools and apps as these institutions look to cut costs and 

improve efficiency. 

And when it comes to the travel industry, US digital ad spending will total $5.96 billion in 2016, up 20.5% 

from 2015. Hotel chains are working to reclaim bookings from online travel agencies (OTAs) with a variety 

of tools, including stronger loyalty programs and discounts. At the same time, OTAs are expanding ad 

spending beyond search to social media, including Facebookôs targeted ads. 
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ñTravel brands are also using virtual reality and 360-degree video to give consumers a taste of what they 

might experience if they book their travel through their hotel, airline or resort,ò said Orsini. ñAt the same 

time, hotel chains are working to reclaim bookings from online travel agencies (OTAs) via stronger loyalty 

programs and updated hotel properties aimed at millennial travelers. These efforts have increased 

spending on social media platforms and search.  

 

FRAUD....ééééééé.é..ééééééééééééééééééééééé 

ɺ ʉʐɸ ʨʘʩʩʢʘʟʘʣʠ, ʢʘʢ ʨʫʩʩʢʠʝ ʭʘʢʝʨʳ ʧʨʦʜʘʶʪ ʨʝʢʣʘʤʫ ʥʘ $5 ʤʣʥ ʚ ʜʝʥʴ 

ʂʦʤʧʘʥʠʷ White Ops ʨʘʩʢʨʳʣʘ ʙʦʪʥʝʪ, ʩʧʝʮʠʘʣʠʟʠʨʫʶʱʠʡʩʷ ʥʘ programmatic ʚʠʜʝʦ 

http://www.sostav.ru/publication/rossiyan-snova-obvinili-v-reklamnykh-makhinatsiyakh-25030.html 

ʈʦʩʩʠʡʩʢʠʝ ʢʠʙʝʨʧʨʝʩʪʫʧʥʠʢʠ ʝʞʝʜʥʝʚʥʦ ʫʚʦʜʷʪ ʤʠʣʣʠʦʥʳ ʜʦʣʣʘʨʦʚ ʠʟ-ʧʦʜ ʥʦʩʘ ʘʤʝʨʠʢʘʥʩʢʠʭ 

ʤʝʜʠʘʢʦʤʧʘʥʠʡ ʠ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ. ʕʪʦ ʩʪʘʣʦ ʚʦʟʤʦʞʥʳʤ ʙʣʘʛʦʜʘʨʷ ʙʦʪʥʝʪʫ ʧʦʜ ʫʩʣʦʚʥʳʤ 

ʥʘʟʚʘʥʠʝʤ Methbot ð ʢʦʤʧʘʥʠʷ White Ops ʦʙʨʘʪʠʣʘ ʚʥʠʤʘʥʠʝ ʥʘ ʤʥʦʛʦʯʠʩʣʝʥʥʳʝ ʦʪʩʳʣʢʠ ʢ 

çmethè ʚ ʢʦʜʝ. 

çɸʨʤʠʷ ʙʦʪʦʚè ʦʙʝʩʧʝʯʠʚʘʝʪ ʦʛʨʦʤʥʦʝ ʢʦʣʠʯʝʩʪʚʦ ʬʝʡʢʦʚʳʭ ʧʨʦʩʤʦʪʨʦʚ ʚʠʜʝʦʨʝʢʣʘʤʳ, ʚ ʪʦʤ 

ʯʠʩʣʝ ʧʨʝʤʠʘʣʴʥʦʛʦ ʠʥʚʝʥʪʘʨʷ. Methbot çʧʨʦʩʤʘʪʨʠʚʘʝʪè 200ï300 ʤʣʥ ʨʦʣʠʢʦʚ ʚ ʜʝʥʴ ʯʝʨʝʟ 

ʙʨʘʫʟʝʨʳ ʩ ʥʝʟʘʢʦʥʥʦ ʧʨʠʩʚʦʝʥʥʳʤʠ IP-ʘʜʨʝʩʘʤʠ. ʄʦʰʝʥʥʠʢʠ ʨʘʟʤʝʱʘʶʪ ʨʝʢʣʘʤʫ ʥʘ ʬʘʣʴʰʠʚʳʭ 

ʩʘʡʪʘʭ, ʚʥʝʰʥʝ ʧʦʭʦʞʠʭ ʥʘ ʧʨʝʤʠʘʣʴʥʳʝ ʧʣʦʱʘʜʢʠ. ʄʠʰʝʥʴʶ ʢʠʙʝʨʧʨʝʩʪʫʧʥʠʢʦʚ ʩʪʘʣʠ ʙʦʣʝʝ 6 

ʪʳʩʷʯ ʧʨʝʤʠʘʣʴʥʳʭ ʜʦʤʝʥʦʚ, ʛʦʚʦʨʠʪʩʷ ʚ ʜʦʢʣʘʜʝ. ʆʙʱʝʝ ʢʦʣʠʯʝʩʪʚʦ çʧʦʜʤʝʥʥʳʭè URL 

ʧʨʝʚʳʰʘʝʪ 250 ʪʳʩʷʯ. ʆʪ ʠʭ ʜʝʡʩʪʚʠʡ ʧʦʩʪʨʘʜʘʣʠ ʧʣʘʪʬʦʨʤʳ ʩ ʚʳʩʦʢʦʢʘʯʝʩʪʚʝʥʥʳʤ ʠʥʚʝʥʪʘʨʝʤ, 

ʚʢʣʶʯʘʷ PMP. 

White Ops ʦʪʤʝʯʘʝʪ, ʯʪʦ ʠʟʫʯʠʣʘ ʪʦʣʴʢʦ ʩʦʙʩʪʚʝʥʥʳʝ ʜʘʥʥʳʝ, ʧʦʵʪʦʤʫ ʧʦʪʝʨʠ ʨʝʢʣʘʤʥʦʡ 

ʵʢʦʩʠʩʪʝʤʳ ʚ ʮʝʣʦʤ ʤʦʛʫʪ ʙʳʪʴ ʛʦʨʘʟʜʦ ʙʦʣʴʰʝ. ʂʦʤʧʘʥʠʷ ʦʧʫʙʣʠʢʦʚʘʣʘ ʩʧʠʩʦʢ IP-ʘʜʨʝʩʦʚ, 

ʦʪʥʦʩʷʱʠʭʩʷ ʢ Methbot, ʠ ʜʦʤʝʥʦʚ, ʩʪʘʚʰʠʭ ʞʝʨʪʚʘʤʠ ʨʦʩʩʠʡʩʢʠʭ ʭʘʢʝʨʦʚ. 

ɽʞʝʜʥʝʚʥʳʡ ʫʱʝʨʙ ʦʪ ʙʦʪʥʝʪʘ ʦʮʝʥʠʚʘʝʪʩʷ ʚ 3ï5 ʤʣʥ ʜʦʣʣʘʨʦʚ. ʇʦʢʘʟʘʪʝʣʴ CPM ʚ ʩʝʪʠ 

ʩʦʩʪʘʚʣʷʝʪ 3,27ï36,72 ʜʦʣʣʘʨʘ ʧʨʠ ʩʨʝʜʥʝʡ ʮʝʥʝ 13,04 ʜʦʣʣʘʨʘ. ɺ ʨʘʩʧʦʨʷʞʝʥʠʠ ʨʘʟʨʘʙʦʪʯʠʢʦʚ 

Methbot ʠʤʝʶʪʩʷ 571904 IP-ʘʜʨʝʩʘ, ʤʥʦʛʠʝ ʠʟ ʥʠʭ ʠʤʝʶʪ ʘʤʝʨʠʢʘʥʩʢʫʶ çʧʨʦʧʠʩʢʫè, ʘ ʪʘʢʞʝ 800ï

1200 ʩʝʨʚʝʨʦʚ, ʨʘʩʧʦʣʦʞʝʥʥʳʭ ʚ ʜʘʪʘ-ʮʝʥʪʨʘʭ ʚ ʅʠʜʝʨʣʘʥʜʘʭ ʠ ʚ ʉʐɸ. ɹʦʪʳ ʤʦʛʫʪ ʠʤʠʪʠʨʦʚʘʪʴ 

ʧʦʚʝʜʝʥʠʝ ʨʝʘʣʴʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ: ʧʝʨʝʤʝʱʘʶʪ ʢʫʨʩʦʨ, ʣʦʛʠʥʷʪʩʷ ʯʝʨʝʟ ʩʦʮʩʝʪʠ. 

http://go.whiteops.com/rs/179-SQE-823/images/WO_Methbot_Operation_WP.pdf
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ʅʘʧʦʤʥʠʤ, ʚ ʨʝʢʣʘʤʥʳʭ ʤʘʭʠʥʘʮʠʷʭ ʨʦʩʩʠʡʩʢʠʡ ʩʣʝʜ ʧʦʷʚʣʷʝʪʩʷ ʥʝ ʚʧʝʨʚʳʝ. ɺ ʬʝʚʨʘʣʝ 2016 ʛʦʜʘ 

ʢʘʥʘʜʩʢʘʷ ʢʦʤʧʘʥʠʠ Sentrant ʦʙʚʠʥʠʣʘ ʨʘʟʨʘʙʦʪʯʠʢʘ Academ Media ʚ ʨʝʢʣʘʤʥʦʤ ʤʦʰʝʥʥʠʯʝʩʪʚʝ. 

ʈʝʯʴ ʰʣʘ ʦ ʟʘʨʘʞʝʥʥʳʭ ʤʦʙʠʣʴʥʳʭ ʧʨʠʣʦʞʝʥʠʷʭ ʩʦ ʚʩʪʨʦʝʥʥʳʤ ʤʦʰʝʥʥʠʯʝʩʢʠʤ ʢʦʜʦʤ. ʆʥ 

ʛʝʥʝʨʠʨʦʚʘʣ ʥʝʧʨʝʨʳʚʥʳʡ ʧʦʪʦʢ ʬʝʡʢʦʚʳʭ ʧʦʢʘʟʦʚ ʨʝʢʣʘʤʳ, ʩʢʨʳʚʘʣ ʬʨʦʜ-ʘʢʪʠʚʥʦʩʪʴ ʠ 

ʧʨʝʧʷʪʩʪʚʦʚʘʣ ʩʙʦʨʫ ʘʥʘʣʠʪʠʯʝʩʢʠʭ ʜʘʥʥʳʭ. 

 

PROGRAMMATIC .ééééééé..éééééééééééééééééééé 

Google ʧʨʝʜʩʢʘʟʘʣ ʚʩʧʣʝʩʢ ʠʥʪʝʨʝʩʘ ʢ Programmatic Direct ʚ 2017 ʛʦʜʫ 

ʂʨʠʟʠʩ ʧʦʜʪʦʣʢʥʫʣ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʢ ʧʦʠʩʢʫ ʵʬʬʝʢʪʠʚʥʳʭ ʩʧʦʩʦʙʦʚ ʨʘʟʤʝʱʝʥʠʷ ʨʝʢʣʘʤʳ 

http://www.sostav.ru/publication/google-predskazal-vsplesk-interesa-k-programmatic-direct-v-2017-

godu-24998.html 

Google ʧʨʝʜʩʢʘʟʳʚʘʝʪ ʚʩʧʣʝʩʢ ʧʦʧʫʣʷʨʥʦʩʪʠ ʪʘʢʦʡ ʤʦʜʝʣʠ ʧʨʦʜʘʞ ʨʝʢʣʘʤʳ, ʢʘʢ Programmatic 

Direct ʚ 2017 ʛʦʜʫ, ʧʠʰʝʪ AdAge. ʇʦ ʩʦʙʩʪʚʝʥʥʳʤ ʜʘʥʥʳʤ ʢʦʨʧʦʨʘʮʠʠ, ʟʘ ʧʝʨʚʳʝ 9 ʤʝʩʷʮʝʚ 2016 

ʛʦʜʘ ʢʦʣʠʯʝʩʪʚʦ ʚʠʜʝʦʨʦʣʠʢʦʚ, ʨʘʟʤʝʱʝʥʥʳʭ ʯʝʨʝʟ Programmatic Direct, ʫʚʝʣʠʯʠʣʦʩʴ ʚʜʚʦʝ. 

ʂʨʠʟʠʩʥʳʡ 2015 ʛʦʜ ʧʦʜʪʦʣʢʥʫʣ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʢ ʧʦʠʩʢʫ ʵʬʬʝʢʪʠʚʥʳʭ ʩʧʦʩʦʙʦʚ ʨʘʟʤʝʱʝʥʠʷ 

ʨʝʢʣʘʤʳ, ʯʪʦ ʧʦʚʣʝʢʣʦ ʨʦʩʪ programmatic ʨʳʥʢʘ. ɺʦʟʨʦʜʠʚʰʠʡʩʷ ʚ ʫʭʦʜʷʱʝʤ ʛʦʜʫ ʠʥʪʝʨʝʩ ʩʦ 

ʩʪʦʨʦʥʳ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʤʦʞʝʪ "ʚʜʦʭʥʫʪʴ" ʥʦʚʫʶ ʞʠʟʥʴ ʚ Programmatic Direct - ʤʦʜʝʣʴ ʧʨʦʜʘʞ 

ʠʥʚʝʥʪʘʨʷ ʩ ʧʦʤʦʱʴʶ ʧʨʦʛʨʘʤʤʘʪʠʢ, ʧʨʠ ʢʦʪʦʨʦʡ ʨʝʢʣʘʤʦʜʘʪʝʣʴ ʟʘʢʫʧʘʝʪ ʠʥʚʝʥʪʘʨʴ ʥʘʧʨʷʤʫʶ ʫ 

ʧʣʦʱʘʜʢʠ.  

ɺʩʝ ʙʦʣʴʰʝ ʢʨʫʧʥʳʭ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʧʝʨʝʚʦʜʷʪ ʩʚʦʠ ʙʶʜʞʝʪʳ ʚ ʯʘʩʪʥʳʝ ʤʘʨʢʝʪʧʣʝʡʩʳ ʠ 

ʟʘʢʨʳʪʳʝ ʘʫʢʮʠʦʥʳ. ʇʨʠ ʵʪʦʤ ʠʥʪʝʨʝʩ ʝʩʪʴ ʢʘʢ ʩʦ ʩʪʦʨʦʥʳ ʧʦʢʫʧʘʪʝʣʝʡ, ʪʘʢ ʠ ʩʦ ʩʪʦʨʦʥʳ 

ʧʘʙʣʠʰʝʨʦʚ. ʅʘ ʬʦʥʝ ʘʢʪʠʚʥʦʛʦ ʨʘʟʚʠʪʠʷ ʙʣʦʢʠʨʦʚʱʠʢʦʚ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʭʦʪʷʪ 

ʤʠʥʠʤʠʟʠʨʦʚʘʪʴ ʢʦʣʠʯʝʩʪʚʦ ʩʦʤʥʠʪʝʣʴʥʦʛʦ ʪʨʘʬʠʢʘ ʠ ʧʦʣʫʯʠʪʴ ʛʘʨʘʥʪʠʠ ʪʦʛʦ, ʯʪʦ 

ʠʥʬʦʨʤʘʮʠʦʥʥʦʝ ʦʢʨʫʞʝʥʠʝ ʙʘʥʥʝʨʘ ʠʣʠ ʦʙʲʷʚʣʝʥʠʷ ʥʝ ʧʦʚʣʠʷʝʪ ʥʘ ʢʦʥʪʝʢʩʪʥʫʶ ʙʝʟʦʧʘʩʥʦʩʪʴ 

ʙʨʝʥʜʘ. 

"ʄʥʝ ʢʘʞʝʪʩʷ ʙʦʣʴʰʠʥʩʪʚʦ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʧʦʥʠʤʘʶʪ ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʧʦʢʫʧʢʠ ʯʝʨʝʟ Programmatic 

Direct, ʥʦ ʧʨʠ ʵʪʦʤ ʦʥʠ ʭʦʪʷʪ ʙʳʪʴ ʫʚʝʨʝʥʥʳʤʠ ʚ ʪʦʤ, ʯʪʦ ʦʙʲʷʚʣʝʥʠʷ ʧʦʢʘʟʳʚʘʶʪʩʷ ʚ ʧʨʘʚʠʣʴʥʦʡ 

ʩʨʝʜʝ. ʄʘʷʪʥʠʢ ʢʘʯʥʫʣʩʷ ʦʪ ʧʨʦʩʪʦ ʧʦʢʫʧʢʠ ʚ ʨʝʘʣʴʥʦʤ ʚʨʝʤʝʥʠ ʚ ʩʪʦʨʦʥʫ ʢʦʤʬʦʨʪʥʦʛʦ ʠ 

http://www.sostav.ru/publication/mopub-okazalas-rassadnikom-froda-20952.html
http://www.sostav.ru/publication/google-predskazal-vsplesk-interesa-k-programmatic-direct-v-2017-godu-24998.html
http://www.sostav.ru/publication/google-predskazal-vsplesk-interesa-k-programmatic-direct-v-2017-godu-24998.html
http://adage.com/article/digital/google-programmatic-direct-rise-2017/307111/
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ʣʝʟʦʧʘʩʥʦʛʦ ʨʘʟʤʝʱʝʥʠʷ," - ʧʨʦʢʦʤʤʝʥʪʠʨʦʚʘʣ ʨʘʟʚʠʪʠʝ ʬʦʨʤʘʪʘ ʄʘʡʢʣ ʂʫʥʮ, ʩʪʘʨʰʠʡ ʚʠʮʝ-

ʧʨʝʟʠʜʝʥʪ USA Today Network. 

 

The Process of Making Digital Ads is Gradually Starting to Become More 

óProgrammaticô 

http://www.wsj.com/articles/the-process-of-making-digital-ads-is-gradually-starting-to-become-more-

programmatic-1482404400 

Could the concept of ñprogrammatic creativeò finally be having a moment? 

While billions have been invested over the past decade or so in startups touting software that promises to 

deliver the right ad to the right person at the right time, itôs fair to say that the majority of that investment in 

so-called ñprogrammaticò advertising has focused on ad buying and targeting--and less on the actual 

making of ads. Creating ads, even digital ones, is still primarily the domain of people. 

Yet earlier this year, the ad tech companies Eyeview and Spongecell raised capital--$21.5 

million and $10.5 million, respectively--promising to bring more of the automated aspects of digital 

advertising to the typically art-dominated creative side of the business. And earlier this week, Recode 

reported that Snapchat has snatched up the ad tech firm Flite, which also operates in the fledgling 

ñprogrammatic creativeò realm. 

The way these firms operate varies, but their promises are similar. Instead of just helping marketers target 

a digital ad to a person at the right moment, they provide software and tools that allow for custom ads to 

be built in real time. 

Take Tennessee Tourism. In 2015 organization worked with its agency VML and Spongecell to deploy 23 

different video ads to consumers based mostly on what part of the country they lived in, since roughly a 

dozen states are in a dayôs drive of Tennessee. 

This past summer during the height of travel season, the group took things up a notch. It ran pre-roll video 

ads on sites across the web using a dozen templates which yielded over 2,000 video ad possibilities. 

People saw different variations of video ads based not only on where they lived, but whether they are 

foodies, golfers, outdoors enthusiasts or like to listen to country or rock--based on an assortment of first- 

and third-party data sets employed by the marketer. 

http://www.wsj.com/articles/why-venture-capitalists-are-betting-on-marketing-tech-over-ad-tech-1472202000
http://www.recode.net/2016/6/15/11943330/eyeview-video-funding-qumra
http://www.recode.net/2016/6/15/11943330/eyeview-video-funding-qumra
https://adexchanger.com/ad-exchange-news/spongecell-raises-10-5m-bring-creative-media-closer-together/
http://www.recode.net/2016/12/19/14010630/snap-flite-ad-tech-aquisition
http://www.recode.net/2016/12/19/14010630/snap-flite-ad-tech-aquisition
http://blogs.wsj.com/cmo/2014/07/14/inside-googles-world-cup-real-time-marketing-experiment-with-nike/
http://blogs.wsj.com/cmo/2014/07/14/inside-googles-world-cup-real-time-marketing-experiment-with-nike/
https://www.tnvacation.com/guide?gclid=CMfvprqUhtECFdmCswodOPMH8w
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The end result was that while these ads featured some consistent music and visuals, one ad might tout 

hiking in the Tennessee mountains while another might talk up Memphisô restaurants or the Johnny Cash 

museum in Nashville. 

ñOur audience was basically men and women between 18 and 65,ò said Megan Davey, associate channel 

director at VML. ñYou canôt just serve the same ads to all of them. So we have the audiences tell us [what 

ads they want].ò 

Certainly not every advertiser is going to run thousands of ads in each campaign. But according to Ben 

Kartzman, Spongecellôs co-founder and chief executive, the fact that more advertisers are leaning so 

heavily on their own custom data sets and building in-house programmatic teams is helping accelerate the 

use of such tactics. 

One retail client can potentially generate 80 quintillion creative ads on a weekly basis, he said. ñI do think 

itôs where weôre headed,ò he said. 

It seemed like ñprogrammatic creativeò was headed toward becoming a bigger industry trend at the end of 

the previous decade, when both Google and Yahoo made acquisitions in this realm. 

Yet overall, ñthis subsector has seen less investment compared to data and media,ò said Terence Kawaja, 

chief executive of digital media advisory firm Luma Partners. 

Mr. Kawajaôs firm famously creates PowerPoint slides that illustrate the hundreds of ad tech companies in 

various sectors of digital media. And it doesnôt currently have such a slide for ñprogrammatic creative.ò 

Early on, the concept of ñprogrammatic creativeò got ñco-opted by retargeting companiesò said Loren 

Grossman, chief experience officer at Omnicom Media Groupôs data-centric Annalect. Think of those 

banner ads for items you may have placed in a digital shopping cart but didnôt purchase--and now follow 

you around the web. 

Mr. Grossman said thereôs been a revival in this category over the last 12 to 18 months as more 

programmatic ad teams are endeavoring to partner with creative agencies. ñThereôs been this real focus 

on customer journey,ò he said--and using data to show the right messages along that journey. 

ñWeôre in the business of creating and delivering compelling commercial content,ò added Chris Thomas, 

chief executive for Omnicom Groupôs BBDO the Americas. ñHow we use data is changing both how we 

create and how we deliver that content.ò 

https://techcrunch.com/2009/11/23/google-acquires-teracent-to-apply-machine-smarts-to-display-ads/
http://quotes.wsj.com/YHOO
http://www.wsj.com/podcasts/banker-terry-kawaja-talks-ad-tech-shakeout/F4A494D1-59CF-4690-87E1-26B1690DA888.html
http://www.wsj.com/podcasts/banker-terry-kawaja-talks-ad-tech-shakeout/F4A494D1-59CF-4690-87E1-26B1690DA888.html
http://quotes.wsj.com/OMC
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To be sure, many traditional marketers and their creative agencies are still largely inclined to make ads 

that tell the same story to the whole country or planet. And the disjointed nature of ad agency holding 

companies are a big obstacle to advancing ñprogrammatic creativeò since a marketerôs creative agency 

ñmight be in a different part of the world than the one who buys the media campaign,ò said Oren 

Harnevo, co-founder and CEO Eyeview, which has worked on campaigns for advertisers like Honda that 

employ thousands of different ads. 

Mr. Harnevo estimated that roughly 5% of digital ad spending used these tactics. ñThe idea is pretty clear. 

Different creatives for different people,ò he said. ñBut itôs complicated.ò 

 

ʀʪʦʛʠ ʛʦʜʘ 2016 ʥʘ ʨʳʥʢʝ Programmatic 

ʂʦʣʦʥʢʘ Data-Centric Alliance ʦʙ ʠʪʦʛʘʭ ʫʭʦʜʷʱʝʛʦ ʛʦʜʘ ʠ ʪʨʝʥʜʘʭ ʥʘ 2017 ʛʦʜ 

http://www.sostav.ru/publication/itogi-goda-2016-na-rynke-programmatic-25099.html 

ʈʳʥʦʢ ʘʚʪʦʤʘʪʠʟʠʨʦʚʘʥʥʳʭ ʟʘʢʫʧʦʢ ʨʝʢʣʘʤʳ (programmatic) ʧʨʦʜʦʣʞʘʝʪ ʘʢʪʠʚʥʦ ʨʘʟʚʠʚʘʪʴʩʷ ʚ 

ʈʦʩʩʠʠ ʠ ʉʅɻ. ʈʦʩʪ ʬʠʢʩʠʨʫʝʪʩʷ ʚ ʜʝʥʴʛʘʭ - ʧʦ ʦʮʝʥʢʘʤ IAB Russia ʝʱʝ ʚ 2015 ʛʦʜʫ ʝʛʦ 

ʦʙʲʝʤ ʧʨʝʚʳʩʠʣ 5 ʤʣʨʜ ʨʫʙʣʝʡ. ʀ ʭʦʪʷ ʦʙʲʝʤ programmatic-ʨʝʢʣʘʤʳ ʥʘ ʨʦʩʩʠʡʩʢʦʤ ʨʳʥʢʝ 

ʦʮʝʥʠʚʘʝʪʩʷ ʚ ʜʠʘʧʘʟʦʥʝ ʦʪ 7 ʜʦ 30%, ʝʛʦ ʜʠʥʘʤʠʢʘ ʧʦʟʚʦʣʷʝʪ ʦʞʠʜʘʪʴ ʜʘʣʴʥʝʡʰʝʛʦ ʙʫʨʥʦʛʦ 

ʨʦʩʪʘ. ʇʦ ʥʘʰʠʤ ʦʮʝʥʢʘʤ ʦʙʲʝʤ ʨʦʩʩʠʡʩʢʦʛʦ ʨʳʥʢʘ RTB ʠ programmatic ʚ 2016 ʛʦʜʫ ʩʦʩʪʘʚʠʪ 

ʧʦʨʷʜʢʘ 6,5 - 7 ʤʣʨʜ ʨʫʙʣʝʡ. ʂʨʦʤʝ ʪʦʛʦ, ʥʘ ʨʳʥʢʝ ʧʦʩʪʦʷʥʥʦ ʚʥʝʜʨʷʶʪʩʷ ʥʦʚʳʝ ʧʦʜʭʦʜʳ ʠ 

ʪʝʭʥʦʣʦʛʠʠ. 

ʄʳ ʚʳʜʝʣʠʣʠ ʥʝʩʢʦʣʴʢʦ ʟʘʤʝʪʥʳʭ ʪʨʝʥʜʦʚ ʚ ʫʭʦʜʷʱʝʤ ʛʦʜʫ, ʢʦʪʦʨʳʝ, ʧʦ ʥʘʰʝʤʫ ʤʥʝʥʠʶ, 

ʙʫʜʫʪ ʚʣʠʷʪʴ ʥʘ ʨʘʟʚʠʪʠʝ ʨʳʥʢʘ ʚ 2017: 

- ʉʫʱʝʩʪʚʝʥʥʦʝ ʫʚʝʣʠʯʝʥʠʝ ʦʙʲʝʤʦʚ ʜʦʩʪʫʧʥʦʛʦ ʪʨʘʬʠʢʘ ʠ ʝʛʦ ʧʦʪʝʥʮʠʘʣʴʥʘʷ ʤʦʥʦʧʦʣʠʟʘʮʠʷ 

ʥʝʙʦʣʴʰʠʤ ʢʦʣʠʯʝʩʪʚʦʤ ʠʛʨʦʢʦʚ. 

- ɺʩʝ ʠʛʨʦʢʠ ʨʳʥʢʘ RTB-ʨʝʢʣʘʤʳ ʦʙʨʘʪʠʣʠ ʩʚʦʡ ʚʟʦʨ ʚ ʩʪʦʨʦʥʫ performance-ʩʪʨʘʪʝʛʠʡ, ʦʩʦʙʝʥʥʦ ʚ 

ʪʝʭ ʩʝʛʤʝʥʪʘʭ, ʛʜʝ ʢʦʥʚʝʨʩʠʠ ʚ ʦʩʥʦʚʥʦʤ ʧʨʠʭʦʜʷʪ ʠʟ ʦʬʣʘʡʥ, ʠ ʢʣʘʩʩʠʯʝʩʢʠʝ ʤʝʪʦʜʳ ʘʪʨʠʙʫʮʠʠ 

ʥʝ ʤʦʛʫʪ ʙʳʪʴ ʠʩʧʦʣʴʟʦʚʘʥʳ. ʕʪʦ ʦʙʷʟʳʚʘʝʪ ʨʝʢʣʘʤʥʳʝ ʢʦʤʧʘʥʠʠ ʚ ʙʣʠʞʘʡʰʝʤ ʙʫʜʫʱʝʤ  ʛʣʫʙʦʢʦ 

ʠʥʪʝʛʨʠʨʦʚʘʪʴʩʷ ʩ ʨʘʟʣʠʯʥʳʤʠ CRM ʠ ʩʠʩʪʝʤʘʤʠ ʦʪʩʣʝʞʠʚʘʥʠʷ ʟʚʦʥʢʦʚ (Call-tracking). 

- ʇʦʚʳʰʝʥʠʝ ʢʦʥʢʫʨʝʥʮʠʠ ʟʘ ʙʨʝʥʜʠʨʦʚʘʥʥʳʝ ʜʘʥʥʳʝ ʠ ʤʦʥʦʧʦʣʠʟʘʮʠʷ ʜʦʩʪʫʧʘ ʢ ʥʠʤ. 

http://www.sostav.ru/publication/programmatik-21823.html
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- ʊʨʘʬʠʢ ʦʪ ʨʘʟʣʠʯʥʳʭ SSP ʧʨʠʩʪʘʣʴʥʦ ʠʩʩʣʝʜʫʝʪʩʷ ʠ ʘʥʘʣʠʟʠʨʫʝʪʩʷ ʥʝʟʘʚʠʩʠʤʳʤʠ ʢʦʤʧʘʥʠʷʤʠ 

ʥʘ çʨʦʙʦʪʥʦʩʪʴè, ʚʠʜʠʤʦʩʪʴ ʠ ʩʦʩʝʜʩʪʚʦ ʨʝʢʣʘʤʥʳʭ ʤʝʩʪ ʩ ʨʘʟʣʠʯʥʦʛʦ ʨʦʜʘ ʥʝʞʝʣʘʪʝʣʴʥʳʤ 

ʢʦʥʪʝʥʪʦʤ (ʢʦʥʪʝʥʪʥʦʝ ʦʢʨʫʞʝʥʠʝ). 

- ɺʩʝ ʙʦʣʝʝ ʦʯʝʚʠʜʥʳʤ ʩʪʘʥʦʚʠʪʩʷ ʞʝʣʘʥʠʝ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʪʘʨʛʝʪʠʨʦʚʘʪʴʩʷ ʥʘ ʣʶʜʝʡ, ʘ ʥʝ ʥʘ 

ʫʩʪʨʦʡʩʪʚʘ ʠ ʦʙʨʘʱʘʪʴʩʷ ʢ ʩʚʦʝʡ ʮʝʣʝʚʦʡ ʘʫʜʠʪʦʨʠʠ ʩ ʦʧʨʝʜʝʣʝʥʥʦʡ ʯʘʩʪʦʪʦʡ ʧʦ ʚʩʝʤ ʢʘʥʘʣʘʤ: 

ʜʠʩʧʣʝʡʥʘʷ ʨʝʢʣʘʤʘ ʥʘ ʇʂ, ʨʝʢʣʘʤʘ ʚ ʤʦʙʠʣʴʥʳʭ ʧʨʠʣʦʞʝʥʠʷʭ, ʨʝʢʣʘʤʘ ʚ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ, 

ʪʝʣʝʚʠʟʠʦʥʥʘʷ ʨʝʢʣʘʤʘ ʠ ʜʨ. ɿʘʜʘʯʘ ʢʨʦʩʩ-ʢʘʥʘʣʴʥʦʡ ʠ ʢʨʦʩʩ-ʜʝʚʘʡʩ ʨʝʢʣʘʤʳ  -  ʙʦʣʴʰʦʡ 

ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʡ ʚʳʟʦʚ ʵʢʩʧʝʨʪʘʤ ʦʪʨʘʩʣʠ ʚ 2016 ʛʦʜʫ. 

- ʌʦʨʤʘʪ, ʢ ʢʦʪʦʨʦʤʫ ʧʨʦʷʚʣʷʣʠ ʦʩʦʙʳʡ ʠʥʪʝʨʝʩ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʚ 2016 ʛʦʜʫ -  ʵʪʦ Native Ad, ʪʘʢ 

ʥʘʟʳʚʘʝʤʘʷ ʥʘʪʠʚʥʘʷ ʨʝʢʣʘʤʘ (ʚ ʝʝ IAB ʩʤʳʩʣʝ). ʈʝʜʘʢʮʠʦʥʥʳʝ ʬʦʨʤʘʪʳ ʦʩʪʘʶʪʩʷ 

ʤʦʥʦʧʦʣʠʟʠʨʦʚʘʥʥʳʤʠ ʧʣʦʱʘʜʢʘʤʠ ʠ ʧʦʢʘ ʝʱʝ ʥʝʜʦʩʪʫʧʥʳ ʚ RTB-ʠʥʚʝʥʪʘʨʝ, ʘ ʨʳʥʦʢ ʘʢʪʠʚʥʦ 

ʠʩʧʦʣʴʟʫʝʪ in-feed ʨʘʟʤʝʱʝʥʠʷ. 

- ɺʩʝ ʙʦʣʝʝ ʧʦʧʫʣʷʨʥʳʤ ʩʪʘʥʦʚʠʪʩʷ Programmatic Direct Buying (PDB) -  ʩʧʦʩʦʙ ʘʚʪʦʤʘʪʠʟʘʮʠʠ 

ʜʠʨʝʢʪ-ʨʝʢʣʘʤʳ ʜʣʷ ʥʝʩʢʦʣʴʢʠʭ ʢʘʤʧʘʥʠʡ ʠ ʘʢʪʠʚʥʦʝ ʨʘʟʚʠʪʠʝ ʯʘʩʪʥʳʭ ʩʜʝʣʦʢ (Private 

Marketplaces, PMPs). 

- ʋʚʝʣʠʯʝʥʠʝ ʦʙʲʝʤʘ ʨʝʢʣʘʤʥʳʭ ʙʶʜʞʝʪʦʚ ʚ programmatic ʧʨʠʚʦʜʠʪ ʢ ʪʦʤʫ, ʯʪʦ ʧʨʷʤʳʝ ʧʨʦʜʘʞʠ 

ʧʣʦʱʘʜʦʢ ʦʢʘʟʳʚʘʶʪʩʷ ʧʦʜ ʫʛʨʦʟʦʡ, ʘ ʠʭ ʩʫʤʤʘʨʥʳʡ ʜʦʭʦʜ ʨʘʩʪʝʪ ʠ ʧʝʨʝʨʘʩʧʨʝʜʝʣʷʝʪʩʷ. ʂʘʢ 

ʩʣʝʜʩʪʚʠʝ, ʯʘʩʪʴ ʧʘʙʣʠʰʝʨʦʚ ʤʦʛʫʪ ʟʘʬʠʢʩʠʨʦʚʘʪʴ ʩʥʠʞʝʥʠʝ ʙʶʜʞʝʪʦʚ ʧʦ ʨʝʟʫʣʴʪʘʪʘʤ 2016 ʛʦʜʘ. 

ʉʪʨʘʭ ʧʦʪʝʨʠ ʢʦʥʪʨʦʣʷ ʥʘʜ ʩʪʦʠʤʦʩʪʴʶ ʩʚʦʝʡ ʘʫʜʠʪʦʨʠʠ ʚʳʥʫʞʜʘʝʪ ʧʘʙʣʠʰʝʨʦʚ ʨʘʟʚʠʚʘʪʴ ʪʘʢ 

ʥʘʟʳʚʘʝʤʳʝ Header Bidding ʪʝʭʥʦʣʦʛʠʠ ʜʦʧʦʣʥʠʪʝʣʴʥʳʭ ʘʫʢʮʠʦʥʦʚ. 

- ʄʦʙʠʣʴʥʘʷ ʨʝʢʣʘʤʘ ʠʣʠ ʜʝʩʢʪʦʧ? ʕʪʦ ʚʦʧʨʦʩ ʙʳʣ ʦʩʦʙʝʥʥʦ ʘʢʪʫʘʣʴʥʳʤ ʚ ʫʭʦʜʷʱʝʤ ʛʦʜʫ. 

ʉʦʛʣʘʩʥʦ ʠʩʩʣʝʜʦʚʘʥʠʶ ʈɸʕʂ (ʕʢʦʥʦʤʠʢʘ ʈʫʥʝʪʘ 2015-2016), 25% ʨʦʩʩʠʷʥ ʝʞʝʤʝʩʷʯʥʦ 

ʧʦʣʴʟʫʶʪʩʷ ʤʦʙʠʣʴʥʳʤ ʠʥʪʝʨʥʝʪʦʤ. ʈʘʩʪʝʪ ʠ ʢʦʣʠʯʝʩʪʚʦ ʪʝʭ, ʢʪʦ ʧʦʣʴʟʫʝʪʩʷ ʠʥʪʝʨʥʝʪʦʤ ʪʦʣʴʢʦ ʩ 

ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚ.  ʕʪʦʪ ʬʘʢʪ ʥʝ ʤʦʞʝʪ ʦʩʪʘʪʴʩʷ ʙʝʟ ʚʥʠʤʘʥʠʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʠ ʚ ʥʦʚʦʤ ʛʦʜʫ. 

ʈʘʩʪʝʪ ʘʢʪʠʚʥʦʩʪʴ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʥʘ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚʘʭ. 

ʇʨʝʜʣʘʛʘʝʤ ʚʩʧʦʤʥʠʪʴ ʥʘʠʙʦʣʝʝ ʠʥʪʝʨʝʩʥʳʝ ʧʨʦʝʢʪʳ ʨʦʩʩʠʡʩʢʠʭ ʢʦʤʧʘʥʠʡ ʥʘ ʨʳʥʢʝ programmatic, 

ʩʣʫʯʠʚʰʠʝʩʷ ʚ 2016 ʛʦʜʫ, ʠ ʧʦʛʦʚʦʨʠʪʴ ʦʙ ʦʙʱʠʭ ʪʨʝʥʜʘʭ ʨʘʟʚʠʪʠʷ ʠʥʜʫʩʪʨʠʠ.  

ɹʦʣʴʰʝ ʢʨʫʧʥʳʭ ʠʛʨʦʢʦʚ 

Programmatic ʧʨʦʜʦʣʞʘʝʪ ʟʘʚʦʝʚʳʚʘʪʴ ʨʦʩʩʠʡʩʢʠʡ ʨʝʢʣʘʤʥʳʡ ʨʳʥʦʢ. ʕʪʦ ʧʨʠʚʦʜʠʪ ʢ 

ʧʝʨʝʨʘʩʧʨʝʜʝʣʝʥʠʶ ʙʶʜʞʝʪʦʚ ʥʝ ʪʦʣʴʢʦ ʤʝʞʜʫ ʧʣʦʱʘʜʢʘʤʠ, ʥʦ ʠ ʤʝʞʜʫ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʤʠ 

https://cloud.mail.ru/public/9HQb/PdmVp8Ls8
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ʧʘʨʪʥʝʨʘʤʠ, ʦʙʝʩʧʝʯʠʚʘʶʱʠʭ ʩʦʦʪʚʝʪʩʪʚʫʶʱʫʶ ʠʥʬʨʘʩʪʨʫʢʪʫʨʫ: DSP, SSP, DMP. ɺ ʫʭʦʜʷʱʝʤ 

ʛʦʜʫ ʦʩʦʙʝʥʥʦ ʙʳʣ ʟʘʤʝʪʝʥ ʪʨʝʥʜ ʥʘ ʫʢʨʫʧʥʝʥʠʝ ʦʩʥʦʚʥʳʭ ʠʛʨʦʢʦʚ, ʥʘʧʨʠʤʝʨ, ʧʦʷʚʠʣʩʷ Between 

Exchange ʢʘʢ ʛʨʫʧʧʘ ʢʦʤʧʘʥʠʡ, ʩʦʩʪʦʷʱʘʷ ʠʟ Between Digital, RTB-Media, ViHub ʠ Intency. 

ʇʨʦʜʦʣʞʘʝʪʩʷ ʤʦʥʦʧʦʣʠʟʘʮʠʷ ʨʝʢʣʘʤʥʦʛʦ ʨʳʥʢʘ - ʚ ʫʭʦʜʷʱʝʤ ʛʦʜʫ ʩʦʟʜʘʥ ʅʘʮʠʦʥʘʣʴʥʳʡ 

ʨʝʢʣʘʤʥʳʡ ʘʣʴʷʥʩ, ʚ ʢʦʪʦʨʳʡ ʦʙʲʝʜʠʥʠʣʠʩʴ ɻʘʟʧʨʦʤ-ʤʝʜʠʘ ʭʦʣʜʠʥʛ ʠ ɺʠɸʡ (ʛʨʫʧʧʘ Vi). 

Yandex ʦʢʦʥʯʘʪʝʣʴʥʦ ʧʝʨʝʚʝʣ ʩʚʦʶ ʨʝʢʣʘʤʥʫʶ ʩʝʪʴ ʥʘ ʪʝʭʥʦʣʦʛʠʶ RTB (Real-time bidding) ʩ 

çʙʦʣʝʝ ʜʦʭʦʜʥʳʤʠ ʠ ʛʠʙʢʦ ʥʘʩʪʨʘʠʚʘʝʤʳʤʠ ʢʦʜʘʤʠè. ɸ ʦʩʦʙʝʥʥʦ ʟʘʤʝʪʥʳʤʠ ʚ RTB-ʪʨʘʬʠʢʝ ʚ 2016 

ʛʦʜʫ ʩʪʘʣʠ ʢʦʣʦʩʩʘʣʴʥʳʝ ʦʙʲʝʤʳ Avito.ru - ʚ ʦʢʪʷʙʨʝ, ʧʦ ʦʮʝʥʢʝ LiveInternet, ʧʦʩʝʱʘʝʤʦʩʪʴ ʵʪʦʛʦ 

ʩʘʡʪʘ ʦʙʲʷʚʣʝʥʠʡ ʩʦʩʪʘʚʠʣʘ 70 ʤʣʥ ʫʥʠʢʘʣʴʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ. ʆʙʨʘʱʘʷ ʚʥʠʤʘʥʠʝ ʥʘ 

ʧʦʧʫʣʷʨʥʦʩʪʴ ʠʥʪʝʨʥʝʪ-ʦʙʲʷʚʣʝʥʠʡ ʢʨʫʧʥʝʡʰʠʝ ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ 

ʈʌ ʆʜʥʦʢʣʘʩʩʥʠʢʠ ʠ ɺʢʦʥʪʘʢʪʝ ʚ ʢʦʥʮʝ 2016 ʜʦʙʘʚʠʣʠ ʘʥʘʣʦʛʠʯʥʫʶ ʬʫʥʢʮʠʦʥʘʣʴʥʦʩʪʴ ʠ, 

ʦʯʝʚʠʜʥʦ, ʧʣʘʥʠʨʫʶʪ ʧʦʣʫʯʘʪʴ ʤʘʩʩʠʚ ʜʘʥʥʳʭ ʦ ʧʨʦʜʘʚʮʘʭ ʠ ʧʦʢʫʧʘʪʝʣʷʭ, ʜʣʷ ʠʩʧʦʣʴʟʦʚʘʥʠʷ ʚ 

ʩʚʦʠʭ ʨʝʢʣʘʤʥʳʭ ʩʠʩʪʝʤʘʭ. 

ʊʨʝʥʜ ʥʘ ʫʢʨʫʧʥʝʥʠʝ ʚ ʫʭʦʜʷʱʝʤ ʛʦʜʫ ʙʳʣ ʟʘʤʝʪʝʥ ʥʝ ʪʦʣʴʢʦ ʚ ʈʌ. ʂʨʫʧʥʳʝ ʤʝʜʠʘ-ʧʣʦʱʘʜʢʠ ʪʘʢʠʝ 

ʢʘʢ The Guardian, CNN, Financial Times, Reuters ʠ The Economist ʥʘʯʘʣʠ ʦʙʲʝʜʠʥʷʪʴ ʜʘʥʥʳʝ ʦ ʩʚʦʠʭ 

ʧʦʣʴʟʦʚʘʪʝʣʷʭ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʪʨʘʬʠʢ ʠ ʙʨʝʥʜʠʨʦʚʘʥʥʳʝ ʜʘʥʥʳʝ ʧʨʦʜʦʣʞʘʶʪ ʩʦʩʨʝʜʦʪʘʯʠʚʘʪʴʩʷ 

ʚ ʨʫʢʘʭ ʥʝʩʢʦʣʴʢʠʭ ʢʨʫʧʥʳʭ ʠʛʨʦʢʦʚ ʠ ʵʪʦʪ ʪʨʝʥʜ, ʙʝʟʫʩʣʦʚʥʦ, ʩʦʭʨʘʥʠʪʩʷ. 

Perfomance ʚ RTB 

ʀʩʧʦʣʴʟʦʚʘʥʠʝ ʪʝʭʥʦʣʦʛʠʠ RTB ʠʟʥʘʯʘʣʴʥʦ ʧʨʝʜʧʦʣʘʛʘʣʦʩʴ ʜʣʷ ʙʳʩʪʨʦʛʦ ʟʘʧʫʩʢʘ ʤʝʜʠʡʥʳʭ 

ʨʝʢʣʘʤʥʳʭ ʢʘʤʧʘʥʠʡ ʩ ʢʦʥʪʨʦʣʠʨʫʝʤʳʤ ʦʭʚʘʪʦʤ ʠ ʧʨʦʛʥʦʟʠʨʫʝʤʦʡ ʯʘʩʪʦʪʦʡ ʧʦʢʘʟʦʚ. 

ʇʨʝʜʧʦʣʘʛʘʣʦʩʴ, ʯʪʦ ʜʘʥʥʳʭ ʦ ʧʦʣʴʟʦʚʘʪʝʣʷʭ ʙʫʜʝʪ ʜʦʩʪʘʪʦʯʥʦ ʜʣʷ ʧʝʨʩʦʥʘʣʠʟʘʮʠʠ ʨʝʢʣʘʤʳ, 

ʦʜʥʘʢʦ ʚ ʙʦʣʴʰʠʥʩʪʚʝ ʩʣʫʯʘʝʚ RTB ʨʝʰʝʥʠʡ ʵʪʦ ʥʝ ʪʘʢ. ʕʪʦ ʩʚʷʟʘʥʦ ʩ ʪʝʤ, ʯʪʦ ʧʝʨʩʦʥʘʣʴʥʳʡ 

ʢʦʤʧʴʶʪʝʨ ʥʝ ʷʚʣʷʝʪʩʷ ʧʝʨʩʦʥʘʣʴʥʳʤ ʫʩʪʨʦʡʩʪʚʦʤ ʚ ʜʦʤʦʭʦʟʷʡʩʪʚʝ, ʘ ʜʘʥʥʳʭ, ʥʘʢʦʧʣʝʥʥʳʭ 

ʣʦʢʘʣʴʥʳʤʠ DMP, ʟʘʯʘʩʪʫʶ ʥʝ ʭʚʘʪʘʝʪ ʜʣʷ ʫʟʢʦʛʦ ʪʘʨʛʝʪʠʨʦʚʘʥʠʷ ʧʨʠ ʩʦʭʨʘʥʝʥʠʠ ʦʙʲʝʤʦʚ 

ʨʝʢʣʘʤʥʦʡ ʢʘʤʧʘʥʠʠ ʠ ʚʳʧʦʣʥʝʥʠʷ KPI ʧʦ ʩʣʦʞʥʳʤ ʮʝʣʝʚʳʤ ʜʝʡʩʪʚʠʷʤ. 

ɹʦʣʴʰʘʷ ʯʘʩʪʴ ʢʦʥʪʘʢʪʦʚ, ʧʦʣʫʯʝʥʥʳʭ ʯʝʨʝʟ RTB ʢʘʥʘʣ, ʦʢʘʟʳʚʘʶʪʩʷ ʭʦʣʦʜʥʳʤʠ, ʚ ʦʪʣʠʯʠʝ, 

ʥʘʧʨʠʤʝʨ, ʦʪ ʢʦʥʪʘʢʪʦʚ, ʧʦʣʫʯʝʥʥʳʭ ʯʝʨʝʟ ʧʦʠʩʢʦʚʫʶ ʨʝʢʣʘʤʫ. ʀ ʪʝʤ ʥʝ ʤʝʥʝʝ, ʵʪʠ ʢʦʥʪʘʢʪʳ 

ʥʝʦʙʭʦʜʠʤʳ ʨʝʢʣʘʤʦʜʘʪʝʣʶ, ʦʩʦʙʝʥʥʦ ʢʦʛʜʘ ʢʦʥʪʝʢʩʪʥʳʝ ʠʩʪʦʯʥʠʢʠ ʤʘʩʰʪʘʙʠʨʦʚʘʪʴ ʙʦʣʴʰʝ 

ʥʝʚʦʟʤʦʞʥʦ, ʧʨʠ ʵʪʦʤ ʦʙʲʷʚʣʝʥʠʝ ʜʦʣʞʥʦ ʙʳʪʴ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʳʤ ʜʘʞʝ ʥʘ ʥʝ ʧʝʨʩʦʥʘʣʴʥʳʭ 

ʫʩʪʨʦʡʩʪʚʘʭ. 

http://www.cossa.ru/news/146767/
http://www.comnews.ru/content/104860/2016-11-24/odnoklassniki-nashlis-po-obyavleniyu
http://kommersant.ru/doc/3151101
http://www.ferra.ru/ru/techlife/news/2016/12/16/vk-market/
http://www.sostav.ru/publication/kak-bolshie-dannye-menyayut-rynok-reklamy-v-smi-22969.html
http://www.sostav.ru/publication/kak-bolshie-dannye-menyayut-rynok-reklamy-v-smi-22969.html
http://www.sostav.ru/publication/kak-bolshie-dannye-menyayut-rynok-reklamy-v-smi-22969.html
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ɺ ʨʝʟʫʣʴʪʘʪʝ, ʚ 2016 ʛʦʜʫ ʩʣʦʞʠʣʩʷ ʪʨʝʥʜ ʥʘ ʪʘʢ ʥʘʟʳʚʘʝʤʫʶ ʛʣʫʙʦʢʫʶ ʘʥʘʣʠʪʠʢʫ 

ʨʝʢʣʘʤʥʳʭ ʢʘʤʧʘʥʠʡ, ʢʦʪʦʨʘʷ ʦʩʫʱʝʩʪʚʣʷʝʪʩʷ ʩ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ ʩʣʝʜʫʶʱʠʭ 

ʠʥʩʪʨʫʤʝʥʪʦʚ: 

1. ʆʪʩʣʝʞʠʚʘʥʠʝ ʚʦʨʦʥʢʠ ʥʘ ʧʨʦʜʘʶʱʝʤ ʩʘʡʪʝ ʢʣʠʝʥʪʘ ʩ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ ʩʧʝʮʠʘʣʴʥʳʭ ʧʠʢʩʝʣʝʡ 

ʦʪ DSP, ʩ ʚʦʟʤʦʞʥʦʩʪʴʶ ʘʥʘʣʠʪʠʢʠ ʧʦ ʚʨʝʤʝʥʠ ʦʢʥʘ ʘʪʨʠʙʫʮʠʠ ʠ ʫʯʝʪʘ post-view ʜʝʡʩʪʚʠʡ. 

2. ʀʥʪʝʛʨʘʮʠʷ DSP ʩ ʩʠʩʪʝʤʘʤʠ ʦʪʩʣʝʞʠʚʘʥʠʷ ʟʚʦʥʢʦʚ, ʧʨʠ ʥʘʣʠʯʠʠ ʢʦʪʦʨʳʭ ʤʦʞʥʦ ʢʘʞʜʳʡ ʟʚʦʥʦʢ 

ʢʣʠʝʥʪʘ ʠʟ ʦʬʬʣʘʡʥ ʘʪʨʠʙʫʪʠʨʦʚʘʪʴ ʢ ʢʦʥʢʨʝʪʥʦʤʫ ʨʝʢʣʘʤʥʦʤʫ ʧʦʢʘʟʫ ʠʣʠ ʢʣʠʢʫ. 

3. ʀʥʪʝʛʨʘʮʠʷ DSP ʩ CRM ʢʣʠʝʥʪʘ, ʜʣʷ ʧʦʣʫʯʝʥʠʷ ʜʘʥʥʳʭ ʦ ʩʫʜʴʙʝ ʟʘʷʚʢʠ ʧʦʩʣʝ ʪʦʛʦ ʢʘʢ ʦʥʘ 

ʜʦʩʪʘʚʣʝʥʘ ʢʣʠʝʥʪʫ. ʀʥʪʝʛʨʘʮʠʷ DSP ʩ ʢʣʠʝʥʪʩʢʦʡ CRM ʤʦʞʝʪ ʨʘʙʦʪʘʪʴ ʠ ʚ ʜʨʫʛʫʶ ʩʪʦʨʦʥʫ - ʧʨʠ 

ʥʘʣʠʯʠʠ ʦʙʱʝʛʦ ʠʜʝʥʪʠʬʠʢʘʪʦʨʘ (buyer id) ʚʦʟʤʦʞʥʦ ʨʝʘʣʠʟʦʚʳʚʘʪʴ ʨʝʢʣʘʤʥʳʝ ʢʘʤʧʘʥʠʠ 

ʨʝʪʘʨʛʝʪʠʨʫʷʩʴ, ʥʘʧʨʠʤʝʨ, ʥʘ ʦʬʬʣʘʡʥ ʜʝʡʩʪʚʠʷ ʘʫʜʠʪʦʨʠʠ ʢʣʠʝʥʪʘ. 

ʊʨʝʥʜ ʥʘ ʠʥʪʝʛʨʘʮʠʶ ʩ ʩʠʩʪʝʤʘʤʠ ʦʪʩʣʝʞʠʚʘʥʠʷ ʟʚʦʥʢʦʚ ʚ ʫʭʦʜʷʱʝʤ ʛʦʜʫ ʧʦʜʜʝʨʞʘʣʠ ʪʘʢʠʝ 

ʧʣʘʪʬʦʨʤʳ ʢʘʢ CPAexchange, Segmento, Exebid.DCA ʠ ʜʨʫʛʠʝ, ʘ ʥʘ ʧʝʨʝʜʦʚʦʡ ʠʥʪʝʛʨʘʮʠʡ ʩʪʦʷʣʠ 

ʪʘʢʠʝ ʩʝʨʚʠʩʳ, ʢʘʢ Smartcallback ʠ Calltouch. 

ɹʨʝʥʜʠʨʦʚʘʥʥʳʝ ʜʘʥʥʳʝ ʠ ʯʠʩʪʳʡ ʪʨʘʬʠʢ 

ɺ 2016 ʛʦʜʫ ʦʩʦʙʝʥʥʦ ʯʘʩʪʦ ʥʘ ʧʨʦʩʪʦʨʘʭ ʀʥʪʝʨʥʝʪʘ ʠʩʧʦʣʴʟʦʚʘʣʦʩʴ ʩʣʦʚʦʩʦʯʝʪʘʥʠʝ 

ñʙʨʝʥʜʠʨʦʚʘʥʥʳʝ ʜʘʥʥʳʝò. Avito, HH.RU, Piluli.ru ʦʩʦʙʝʥʥʦ ʧʨʝʫʩʧʝʣʠ ʚ ʨʝʘʣʠʟʘʮʠʠ ʩʚʦʠʭ ʤʘʩʩʠʚʦʚ 

ʦʙʝʟʣʠʯʝʥʥʦʡ ʠʥʬʦʨʤʘʮʠʠ ʦ ʧʦʣʴʟʦʚʘʪʝʣʷʭ ʜʣʷ ʘʚʪʦʤʘʪʠʟʠʨʦʚʘʥʥʦʡ ʟʘʢʫʧʢʠ ʨʝʢʣʘʤʳ. ʆʩʪʨʘʷ 

ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʚ ʢʘʯʝʩʪʚʝʥʥʳʭ ʘʫʜʠʪʦʨʥʳʭ ʜʘʥʥʳʭ (ʥʝ ʪʦʣʴʢʦ ʚ ʨʘʟʨʝʟʝ ʦʙʳʯʥʦʛʦ ʩʦʮʜʝʤ ʠ 

ʠʥʪʝʨʝʩʦʚ), ʦʯʝʚʠʜʥʦ ʧʦʷʚʣʷʝʪʩʷ ʩʦ ʩʤʝʱʝʥʠʝʤ RTB ʚ ʩʪʦʨʦʥʫ performance-ʢʘʤʧʘʥʠʡ. 

ʂʨʦʤʝ ʪʦʛʦ, ʤʳ ʚʠʜʠʤ, ʯʪʦ ʤʝʥʷʝʪʩʷ ʧʦʥʠʤʘʥʠʝ ʢʣʠʝʥʪʘʤʠ ʩʘʤʦʛʦ ʟʥʘʯʝʥʠʷ ʜʘʥʥʳʭ ʜʣʷ ʨʘʙʦʪʳ. 

ɺʩʝ ʯʘʱʝ ʫ ʢʦʤʧʘʥʠʡ ʚʦʟʥʠʢʘʝʪ ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʠʩʧʦʣʴʟʦʚʘʪʴ ʥʝ ʪʦʣʴʢʦ ʠʤʝʶʱʠʝʩʷ ʜʘʥʥʳʝ, ʥʦ ʠ 

ʩʦʙʠʨʘʪʴ ʜʦʧʦʣʥʠʪʝʣʴʥʳʝ ʠ ʦʙʲʝʜʠʥʷʪʴ ʠʭ ʩ ʜʘʥʥʳʤʠ ʢʦʤʧʘʥʠʡ-ʧʘʨʪʥʝʨʦʚ ʜʣʷ ʧʨʦʚʝʜʝʥʠʷ 

ʧʝʨʩʦʥʠʬʠʮʠʨʦʚʘʥʥʳʭ ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʢʦʤʤʫʥʠʢʘʮʠʡ. ɺ ʥʦʚʦʤ ʛʦʜʫ ʧʦʚʳʩʠʪʩʷ ʟʥʘʯʠʤʦʩʪʴ ʜʣʷ 

ʢʣʠʝʥʪʘ ʠʩʧʦʣʴʟʫʝʤʳʭ ʠʤ DMP. 

ʄʦʞʥʦ ʛʦʚʦʨʠʪʴ ʦ ʨʦʩʪʝ ʠʥʪʝʨʝʩʘ ʢ DMP ʢʘʢ ʢ ʩʘʤʦʩʪʦʷʪʝʣʴʥʦʤʫ ʧʨʦʜʫʢʪʫ, ʧʦʩʪʨʦʝʥʥʦʤʫ ʥʘ ʙʘʟʝ 

White-Label ʠ Self-Service ʨʝʰʝʥʠʡ ʦʪ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʭ ʧʘʨʪʥʝʨʦʚ. ʇʨʠ ʵʪʦʤ, ʩʪʦʠʪ ʦʪʤʝʪʠʪʴ, ʯʪʦ 

ʨʳʥʦʢ ʥʘʭʦʜʠʪʩʷ ʝʱʝ ʚ ʥʘʯʘʣʴʥʦʡ ʩʪʘʜʠʠ, ʠ ʩʪʝʧʝʥʴ ʪʘʢʦʛʦ ʠʥʪʝʨʝʩʘ ʨʘʟʥʠʪʩʷ ʦʪ ʩʝʛʤʝʥʪʘ ʢ 

ʩʝʛʤʝʥʪʫ, ʝʩʪʝʩʪʚʝʥʥʦ ʩʘʤʳʤʠ çʧʨʦʜʚʠʥʫʪʳʤʠè ʟʜʝʩʴ ʚʳʩʪʫʧʘʶʪ ʦʧʝʨʘʪʦʨʳ ʩʦʪʦʚʦʡ ʩʚʷʟʠ, 

ʢʦʤʧʘʥʠʠ e-commerce, ʤʘʨʢʝʪʠʥʛʦʚʳʝ ʘʛʝʥʪʩʪʚʘ. 



 

 

 

17 

 

ɺ 2017 ʛʦʜʫ ʢʦʥʢʫʨʝʥʮʠʷ ʟʘ ʵʢʩʢʣʶʟʠʚʥʳʝ ʙʨʝʥʜʠʨʦʚʘʥʥʳʝ ʜʘʥʥʳʝ ʩʫʱʝʩʪʚʝʥʥʦ ʚʳʨʘʩʪʝʪ ʠ ʙʫʜʝʪ 

ʨʘʩʪʠ ʜʦ ʪʝʭ ʧʦʨ, ʧʦʢʘ ʩʪʦʠʤʦʩʪʴ ʵʪʠʭ ʜʘʥʥʳʭ ʥʝ ʥʘʯʥʝʪ ʚ ʨʘʟʳ ʫʚʝʣʠʯʠʚʘʪʴ ʩʪʦʠʤʦʩʪʴ ʨʝʢʣʘʤʥʦʡ 

ʢʘʤʧʘʥʠʠ, ʥʠʚʝʣʠʨʫʷ ʝʝ ʵʬʬʝʢʪʠʚʥʦʩʪʴ. 

ʈʝʢʣʘʤʥʳʝ ʧʣʘʪʬʦʨʤʳ ʚ ʫʭʦʜʷʱʝʤ ʛʦʜʫ ʩʫʱʝʩʪʚʝʥʥʦ ʧʦʪʨʘʪʠʣʠʩʴ ʠ ʥʘ ʠʟʤʝʨʝʥʠʝ ʢʘʯʝʩʪʚʘ ʩʚʦʝʛʦ 

ʠʥʚʝʥʪʘʨʷ ʩ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ ʪʝʭʥʦʣʦʛʠʡ ʠʥʦʩʪʨʘʥʥʳʭ ʢʦʤʧʘʥʠʡ, ʪʘʢʠʭ ʢʘʢ comScore, Adlox ʠ MOAT. 

ɺʦʧʨʦʩ ʦ ʜʦʩʪʦʚʝʨʥʦʩʪʠ ʧʨʦʚʦʜʠʤʳʭ ʠʟʤʝʨʝʥʠʡ ʦʩʪʘʝʪʩʷ ʦʪʢʨʳʪʳʤ, ʥʝ ʷʩʝʥ ʠʩʪʦʨʠʯʝʩʢʠʡ ʦʭʚʘʪ 

ʠʩʧʦʣʴʟʫʝʤʳʭ ʠʟʤʝʨʠʪʝʣʝʡ ʧʦ ʪʨʘʬʠʢʫ ʈʌ ʠ ʉʅɻ. ʊʘʢʞʝ ʦʩʪʘʝʪʩʷ ʥʝʨʝʰʝʥʥʳʤ ʚʦʧʨʦʩ ʩ 

ʠʟʤʝʨʝʥʠʝʤ ʢʘʯʝʩʪʚʘ ʤʦʙʠʣʴʥʦʛʦ in-App ʪʨʘʬʠʢʘ ʠ ʵʪʦ ʙʫʜʝʪ ʦʩʦʙʝʥʥʦ ʚʦʩʪʨʝʙʦʚʘʥʥʳʤ ʚ 2017 

ʛʦʜʫ. 

ɸʧʨʠʦʨʥʳʝ ʪʝʭʥʦʣʦʛʠʠ ʦʮʝʥʢʠ ʢʘʯʝʩʪʚʘ ʪʨʘʬʠʢʘ ʜʦʣʞʥʳ ʨʘʟʚʠʚʘʪʴʩʷ ʚ ʥʦʚʦʤ ʛʦʜʫ ʥʘ ʩʪʦʨʦʥʝ SSP. 

ʀ ʧʦʩʪʘʚʱʠʢ ʠʣʠ ʘʛʨʝʛʘʪʦʨ ʪʨʘʬʠʢʘ ʜʦʣʞʝʥ ʥʝʩʪʠ ʨʘʩʭʦʜʳ ʠ ʧʨʦʚʦʜʠʪʴ ʩʦʦʪʚʝʪʩʪʚʫʶʱʫʶ ʥʦʨʤʘʤ 

IAB ʧʦʣʠʪʠʢʫ ʤʦʜʝʨʘʮʠʠ ʩʚʦʠʭ ʧʣʦʱʘʜʦʢ, ʥʘʧʨʠʤʝʨ, ʢʘʢ ʵʪʦ ʜʝʣʘʝʪ Yandex, ʪʨʘʬʠʢ ʢʦʪʦʨʦʛʦ ʠʤʝʝʪ 

100%-ʫʶ ʚʠʜʠʤʦʩʪʴ, ʘ ʬʠʣʴʪʨʘʮʠʷ ʙʦʪʦʚ ʧʨʦʠʩʭʦʜʠʪ ʝʱʝ ʜʦ ʪʦʛʦ, ʢʘʢ ʧʦʪʝʥʮʠʘʣʴʥʳʡ ʧʦʢʘʟ ʙʫʜʝʪ 

ʧʨʝʜʣʦʞʝʥ DSP. 

ʆʩʪʨʘʷ ʩʠʪʫʘʮʠʷ ʩ ʢʘʯʝʩʪʚʦʤ ʪʨʘʬʠʢʘ ʩʣʦʞʠʣʘʩʴ ʠʟ-ʟʘ ʥʝʙʨʝʞʥʦʩʪʠ ʤʥʦʞʝʩʪʚʘ SSP, ʢʦʪʦʨʘʷ 

ʜʦʧʫʩʢʘʝʪʩʷ ʧʨʠ ʤʦʜʝʨʘʮʠʠ ʧʣʦʱʘʜʦʢ. ɺ ʪʘʢʦʡ ʩʠʪʫʘʮʠʠ DSP ʚʳʥʫʞʜʝʥʳ ʧʨʠʥʠʤʘʪʴ ʥʘ ʩʝʙʷ 

ʟʘʪʨʘʪʳ ʥʘ ʚʝʨʠʬʠʢʘʮʠʶ ʪʨʘʬʠʢʘ, ʯʪʦ ʚ ʩʚʦʶ ʦʯʝʨʝʜʴ  ʥʝ ʤʦʞʝʪ ʥʝ ʫʚʝʣʠʯʠʪʴ ʩʪʦʠʤʦʩʪʴ 

ʨʝʢʣʘʤʥʦʛʦ ʧʦʢʘʟʘ, ʚ ʢʦʪʦʨʫʶ ʫʞʝ ʚʭʦʜʷʪ ʠ ʙʝʟ ʪʦʛʦ ʙʦʣʴʰʠʝ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʝ ʢʦʩʪʳ. 

Cross-Device 

ɺʦʧʨʦʩ Cross-Device ʢʦʥʪʘʢʪʘ ʩ ʧʦʪʝʥʮʠʘʣʴʥʳʤ ʧʦʢʫʧʘʪʝʣʝʤ ʦʙʩʫʞʜʘʣʩʷ ʚ ʪʝʯʝʥʠʠ ʚʩʝʛʦ 2016 

ʛʦʜʘ, ʦʜʥʘʢʦ ʚ ʠʪʦʛʝ ʩʤʦʛʣʠ ʧʦʨʘʜʦʚʘʪʴ ʨʝʢʣʘʤʦʜʘʪʝʣʷ ʪʦʣʴʢʦ ʪʝ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʝ ʨʝʰʝʥʠʷ, ʚ 

ʢʦʪʦʨʳʭ ʫʯʘʩʪʚʫʝʪ ʪʘʢ ʥʘʟʳʚʘʝʤʳʡ buyer id - ʠʜʝʥʪʠʬʠʢʘʪʦʨ ʧʦʢʫʧʘʪʝʣʷ, ʢʦʪʦʨʳʡ ʦʜʠʥʘʢʦʚ ʠ ʥʘ 

ʤʦʙʠʣʴʥʦʤ ʫʩʪʨʦʡʩʪʚʝ ʠ ʥʘ ʧʝʨʩʦʥʘʣʴʥʦʤ ʢʦʤʧʴʶʪʝʨʝ. 

ʅʘʧʨʠʤʝʨ, Google ʨʘʩʩʢʘʟʘʣ ʦ ʟʘʧʫʩʢʝ ʩʢʚʦʟʥʦʛʦ ʨʝʤʘʨʢʝʪʠʥʛʘ (cross-device remarketing), ʩ 

ʧʦʤʦʱʴʶ ʢʦʪʦʨʦʛʦ ʤʦʞʥʦ ʦʭʚʘʪʠʪʴ ʪʦʣʴʢʦ ʘʚʪʦʨʠʟʦʚʘʥʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ. ɼʨʫʛʠʝ ʨʝʰʝʥʠʷ, ʚ 

ʢʦʪʦʨʳʭ ʧʨʦʠʩʭʦʜʠʪ ʧʦʧʳʪʢʘ ʧʦʩʪʨʦʠʪʴ ʠʥʪʝʛʨʘʣʴʥʳʡ ʧʨʦʬʠʣʴ ʤʝʞʜʫ ʚʩʝʤʠ ʫʩʪʨʦʡʩʪʚʘʤʠ 

ʧʦʣʴʟʦʚʘʪʝʣʷ, ʫʞʝ ʨʘʙʦʪʘʶʪ, ʥʦ ʧʦʢʘ ʥʝ ʧʦʟʚʦʣʷʶʪ ʧʦʣʫʯʠʪʴ ʜʦʩʪʘʪʦʯʥʳʭ ʜʣʷ ʧʨʘʢʪʠʢʠ ʦʙʲʝʤʦʚ 

ʪʨʘʬʠʢʘ. ɺʦʟʤʦʞʥʦ ʚ 2017 ʛʦʜʫ ʚ ʵʪʫ ʪʝʭʥʦʣʦʛʠʶ ʢʪʦ-ʪʦ ʠʟ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʭ ʣʠʜʝʨʦʚ ʚʜʦʭʥʝʪ ʥʦʚʫʶ 

ʞʠʟʥʴ. 

ʇʣʦʱʘʜʢʘʤ ʥʝ ʜʦʢʣʘʜʳʚʘʶʪ ʤʷʩʘ 



 

 

 

18 

 

ʆʩʦʙʝʥʥʦ ʦʯʝʚʠʜʥʳʤ ʚ 2016 ʛʦʜʫ ʩʪʘʣ ʪʦʪ ʬʘʢʪ, ʯʪʦ ʧʨʠ ʠʩʧʦʣʴʟʦʚʘʥʠʠ RTB ʜʦ ʧʣʦʱʘʜʦʢ ʜʦʭʦʜʠʪ 

ʩʨʘʚʥʠʪʝʣʴʥʦ ʥʝʙʦʣʴʰʦʡ ʧʨʦʮʝʥʪ ʦʪ ʙʶʜʞʝʪʘ ʨʝʢʣʘʤʦʜʘʪʝʣʷ: 

ñʋ ʥʘʩ ʞʝ ʠ ʨʝʢʣʘʤʥʳʝ ʘʛʝʥʪʩʪʚʘ ʠʟ ʮʝʧʦʯʢʠ ʥʠʢʫʜʘ ʥʝ ʜʝʣʠʩʴ. ʊʦ ʝʩʪʴ ʧʘʙʣʠʰʝʨʘʤ ʦʩʪʘʝʪʩʷ ʥʝ 

ʙʦʣʝʝ 15ī17% ʦʪ ʟʘʪʨʘʪ ʨʝʢʣʘʤʦʜʘʪʝʣʷ ʥʘ ʨʝʢʣʘʤʥʳʡ ʢʦʥʪʘʢʪ.ò -  ʅʘʪʘʣʴʷ ʂʫʪʫʰʝʚʘ (ʉʘʤʦʡʣʦʚʘ), 

ʜʠʨʝʢʪʦʨ ʧʦ ʨʘʟʚʠʪʠʶ ʤʝʜʠʘʛʨʫʧʧʳ Infox, ʩʨʘʚʥʠʚʘʝʪ ʦʪʝʯʝʩʪʚʝʥʥʫʶ ʩʪʨʫʢʪʫʨʫ ʨʘʟʜʝʣʝʥʠʷ ʜʝʥʝʛ 

ʨʝʢʣʘʤʦʜʘʪʝʣʷ ʩ ʟʘʧʘʜʥʦʡ. 

ɼʝʡʩʪʚʠʪʝʣʴʥʦ, ʪʝʭʥʦʣʦʛʠʯʝʩʢʘʷ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘ ʥʘ ʩʪʦʨʦʥʝ DSP, ʬʘʢʪʠʯʝʩʢʠ ʦʪʚʝʯʘʶʱʘʷ ʟʘ ʚʝʩʴ 

ñʙʘʣʘʛʘʥò ʧʝʨʝʜ ʨʝʢʣʘʤʦʜʘʪʝʣʝʤ, ʦʢʘʟʳʚʘʝʪʩʷ ʟʘʪʨʘʪʥʦʡ ʠ, ʝʩʣʠ SSP ʩʝʨʴʝʟʥʦ ʚʦʟʴʤʫʪʴʩʷ ʟʘ ʩʚʦʠ 

ʪʝʭʥʦʣʦʛʠʠ, ʟʘ ʤʦʜʝʨʘʮʠʶ ʩʚʦʠʭ ʧʣʦʱʘʜʦʢ ʠ ʚʳʯʠʩʪʷʪ ʠʟ ʪʨʘʬʠʢʘ ʚʝʩʴ ʪʨʝʰ, ʪʦ ʜʦʭʦʜʳ ʧʦʪʝʢʫʪ ʢ 

ʪʝʤ ʧʣʦʱʘʜʢʘʤ, ʢʦʪʦʨʳʝ ʟʘʙʦʪʷʪʩʷ ʦ ʩʚʦʝʡ ʘʫʜʠʪʦʨʠʠ ʠ ʢʦʥʪʝʥʪʝ. ʇʨʠ ʵʪʦʤ ʯʘʩʪʴ ʨʘʩʭʦʜʦʚ ʤʦʞʝʪ 

ʙʳʪʴ ʩʥʷʪʦ ʩ ʩʘʤʦʡ DSP, ʯʪʦ ʝʱʝ ʙʦʣʴʰʝ ʫʚʝʣʠʯʠʪ ʜʦʭʦʜʳ ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʳʭ ʧʘʙʣʠʰʝʨʦʚ. 

ʈʘʟʦʯʘʨʦʚʘʚʰʠʩʴ ʚ ʟʘʧʦʣʥʷʝʤʦʩʪʠ ʩʚʦʝʛʦ ʪʨʘʬʠʢʘ, ʢʘʯʝʩʪʚʦʤ ʢʦʥʪʝʥʪʘ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʠ ʮʝʥʘʤʠ, 

ʚ 2016 ʛʦʜʫ ʧʣʦʱʘʜʢʠ ʩʪʘʣʠ ʠʩʧʦʣʴʟʦʚʘʪʴ ʪʝʭʥʦʣʦʛʠʶ Header Bidding, ʚ ʨʘʤʢʘʭ ʢʦʪʦʨʦʡ ʦʥʠ 

ʦʨʛʘʥʠʟʫʶʪ ʜʦʧʦʣʥʠʪʝʣʴʥʳʡ ʘʫʢʮʠʦʥ ʥʘ ʩʚʦʝʡ ʩʪʦʨʦʥʝ, ʧʨʠʚʣʝʢʘʷ ʩʚʦʠʭ ʧʨʷʤʳʭ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ. 

ʕʪʘ ʪʝʭʥʦʣʦʛʠʷ ʤʦʞʝʪ ʩʪʘʪʴ ʪʨʝʥʜʦʤ ʚ ʥʦʚʦʤ ʛʦʜʫ, ʝʩʣʠ SSP ʥʝ ʧʦʟʘʙʦʪʷʪʩʷ ʦ ʩʚʦʝʡ ñʯʠʩʪʦʪʝò ʠ 

ʧʨʦʟʨʘʯʥʦʡ ʨʘʙʦʪʝ ʩʦ ʩʚʦʠʤʠ ʧʣʦʱʘʜʢʘʤʠ, ʯʪʦ ʬʘʢʪʠʯʝʩʢʠ ʧʨʦʜʝʤʦʥʩʪʨʠʨʫʝʪ ʠʭ (SSP) 

ʘʜʝʢʚʘʪʥʦʩʪʴ ʢ ʪʨʝʙʦʚʘʥʠʷʤ ʨʳʥʢʘ. 

ɿʘʢʣʶʯʝʥʠʝ 

ʆ ʢʘʯʝʩʪʚʝ ʪʨʘʬʠʢʘ ʚ ʥʦʚʦʤ ʛʦʜʫ ʤʦʛʣʠ ʙʳ ʧʦʟʘʙʦʪʠʪʴʩʷ ʠ ʩʘʤʠ SSP.  ʅʘʧʨʠʤʝʨ, SSP Yandex 

ʦʩʦʙʝʥʥʦ ʢʘʯʝʩʪʚʝʥʥʦ ʧʦʜʭʦʜʠʪ ʢ ʤʦʜʝʨʘʮʠʠ ʩʚʦʠʭ ʧʣʦʱʘʜʦʢ ʠ ʛʘʨʘʥʪʠʨʫʝʪ 100% ʚʠʜʠʤʦʩʪʴ 

ʧʦʢʘʟʦʚ, ʘ SSP Vertamedia ʠʩʧʦʣʴʟʫʝʪ ʩʠʩʪʝʤʫ TRAQ Score. SSP ʙʦʣʴʰʝ ʥʝ ʤʦʛʫʪ ʦʩʪʘʚʘʪʴʩʷ ʚ 

ʩʪʦʨʦʥʝ ʦʪ ʧʨʦʙʣʝʤ, ʩʚʷʟʘʥʥʳʭ ʩ ʢʘʯʝʩʪʚʦʤ ʠʭ ʪʨʘʬʠʢʘ, ʠ ʜʦʣʞʥʳ ʧʨʝʜʦʩʪʘʚʣʷʪʴ ʧʦʜʨʦʙʥʫʶ ʠ 

ʜʦʩʪʦʚʝʨʥʫʶ ʠʥʬʦʨʤʘʮʠʶ ʦ ʧʦʟʠʮʠʠ ʨʝʢʣʘʤʥʦʛʦ ʙʣʦʢʘ ʥʘ ʩʪʨʘʥʠʮʝ, ʝʛʦ ʠʩʪʦʨʠʯʝʩʢʦʡ ʚʠʜʠʤʦʩʪʠ 

(ʥʘʧʨʠʤʝʨ, ʢʘʢ ʵʪʦ ʜʝʣʘʝʪ Google), ʢʣʠʢʘʙʝʣʴʥʦʩʪʠ, ʢʦʥʪʝʥʪʥʦʤ ʦʢʨʫʞʝʥʠʠ ʠ ʫʨʦʚʥʝ ʢʣʘʪʪʝʨʘ. ʕʪʦ 

ʤʦʞʥʦ ʩʜʝʣʘʪʴ ʪʦʣʴʢʦ ʧʫʪʝʤ ʧʨʷʤʦʡ ʨʘʙʦʪʳ ʩ ʧʣʦʱʘʜʢʘʤʠ, ʥʦ ʥʝ ʘʛʨʝʛʘʮʠʠ ʪʨʘʬʠʢʘ ʜʨʫʛʠʭ SSP ʚ 

ʨʘʤʢʘʭ ʦʜʥʦʡ SSP ʜʣʷ ʙʘʥʘʣʴʥʦʡ ʧʝʨʝʧʨʦʜʘʞʠ. 

ɹʝʟʫʩʣʦʚʥʦ, ʧʦʢʘ ʵʪʘ ʨʘʙʦʪʘ ʥʝ ʧʨʦʚʦʜʠʪʩʷ ʥʘ ʩʪʦʨʦʥʝ SSP ʝʝ ʙʫʜʫʪ ʜʝʣʘʪʴ ʥʘ ʩʪʦʨʦʥʝ DSP, ʯʪʦ 

ʫʚʝʣʠʯʠʪ ʚ ʢʦʥʝʯʥʦʤ ʩʯʝʪʝ ʩʪʦʠʤʦʩʪʴ ʫʩʣʫʛ ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʷ ʠ ʫʤʝʥʴʰʠʪ ʜʦʭʦʜ ʧʣʦʱʘʜʦʢ ʠ, 

ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ, SSP. ʇʦʤʠʤʦ ʵʪʦʛʦ, DSP ʜʦʣʞʥʳ ʩʝʨʴʝʟʥʦ ʧʦʟʘʙʦʪʠʪʴʩʷ ʦ ʢʘʯʝʩʪʚʝ ʠʩʧʦʣʴʟʫʝʤʳʭ 

ʠʤʠ ʜʘʥʥʳʭ ʦʪ ʧʘʨʪʥʝʨʩʢʠʭ DMP ʠ ʦʟʘʙʦʪʠʪʴʩʷ ʥʘʭʦʞʜʝʥʠʝʤ  ʦʩʦʙʝʥʥʳʭ ʙʨʝʥʜʠʨʦʚʘʥʥʳʭ ʜʘʥʥʳʭ, 

https://roem.ru/17-10-2016/234856/less-and-less/
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ʢʦʪʦʨʳʝ ʧʦʤʦʛʫʪ ʩʬʦʨʤʠʨʦʚʘʪʴ ʫʥʠʢʘʣʴʥʦʝ ʧʨʝʜʣʦʞʝʥʠʝ ʠ performance-ʩʪʨʘʪʝʛʠʶ ʜʣʷ 

ʨʝʢʣʘʤʦʜʘʪʝʣʷ. 

ʇʦʚʳʰʝʥʠʝ ʧʦʧʫʣʷʨʥʦʩʪʠ ʧʨʷʤʳʭ ʟʘʢʫʧʦʢ (PDB) ʚ RTB-ʵʢʦʩʠʩʪʝʤʝ ʤʦʞʝʪ, ʚʦ-ʧʝʨʚʳʭ, ʧʨʠʚʝʩʪʠ ʢ 

ʤʘʩʩʦʚʦʤʫ ʧʦʷʚʣʝʥʠʶ ʠʥʪʝʨʘʢʪʠʚʥʳʭ ʢʘʪʘʣʦʛʦʚ ʠʥʚʝʥʪʘʨʷ ʥʘ ʩʪʦʨʦʥʝ DSP ʠ, ʚʦ-ʚʪʦʨʳʭ, ʚʦʦʙʱʝ 

ʠʩʢʣʶʯʠʪʴ SSP ʠʟ ʵʢʦʥʦʤʠʢʠ (ʥʦ ʥʝ ʠʟ ʪʝʭʥʦʣʦʛʠʠ, ʨʘʟʫʤʝʝʪʩʷ). ɺ ʥʦʚʦʤ ʛʦʜʫ ʦʪ RTB-ʢʘʥʘʣʘ 

ʩʣʝʜʫʝʪ ʦʞʠʜʘʪʴ ʫʚʝʣʠʯʝʥʠʷ ʧʨʦʟʨʘʯʥʦʩʪʠ ʮʝʥʦʦʙʨʘʟʦʚʘʥʠʷ ʠ ʫʚʝʣʠʯʝʥʠʷ ʜʦʭʦʜʘ ʧʣʦʱʘʜʦʢ. 

ʊʝʢʩʪ: ɸʥʜʨʝʡ ʀʚʘʥʦʚ, Product Director Exebid.DCA  

 

Advertisingôs Moral Struggle: Is Online Reach Worth the Hurt? 

http://www.nytimes.com/2016/12/26/business/media/advertising-online-ads-fake-news-

google.html?WT.mc_id=SmartBriefs-Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl&_r=0 

Advertising on the internet has never been easier. Data and automation increasingly allow companies 

large and small to reach millions of people every month, and to tailor ads to specific groups based on their 

browsing habits or demographics. 

Now, however, the marketing industry is facing a moral quandary in the face of a national debate over the 

role that fake news played in the presidential election and the realization that many websites that promote 

false and misleading stories are motivated by the money they can make from online advertising. 

In the zeal to follow consumers wherever they may roam on the internet, advertisers now risk bankrolling 

sites that are toxic to society, whether by amplifying manufactured political stories or by spreading 

conspiracy theories virulent enough to drive a man to walk into a Washington pizzeria with a gun. That has 

inserted a new ethical cost into the automated advertising equation, which promises companies large, 

desired audiences at low prices with little need for human intervention. 

ñI would much rather pay a little premium as a brand and go for verified sites,ò Raja Rajamannar, the chief 

marketing officer of MasterCard, said, noting that the company mostly advertised on sites it had evaluated 

and approved. ñBut itôs a question again of how much and where. And I think all brands are doing this soul-

searching at this point in time.ò 

http://www.nytimes.com/2016/12/26/business/media/advertising-online-ads-fake-news-google.html?WT.mc_id=SmartBriefs-Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl&_r=0
http://www.nytimes.com/2016/12/26/business/media/advertising-online-ads-fake-news-google.html?WT.mc_id=SmartBriefs-Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl&_r=0
https://www.nytimes.com/2016/11/25/world/europe/fake-news-donald-trump-hillary-clinton-georgia.html
https://www.nytimes.com/2016/12/05/us/pizzagate-comet-ping-pong-edgar-maddison-welch.html
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The problem is, most advertisers do not have the size or the financial wherewithal of MasterCard to simply 

opt out of the automated system as it now exists. And even if they do, there are tantalizing financial 

incentives to stay put. 

Much online advertising capitalizes on the lure of the so-called long tail of the internet ð sites that draw 

relatively small but attractive audiences, like blogs for new parents or forums for truck enthusiasts. 

Advertising on those sites costs a fraction of what it does on more prominent online destinations, which 

typically deal directly with advertisers. 

Money is funneled to smaller sites through a complex system of agencies and third-party networks, which 

can resemble a stock exchange. This system, known as programmatic advertising, allows brands to collect 

many millions of impressions ð an industry term that generally indicates that an ad has been displayed 

and can be viewed. 

But the lack of human oversight in this nascent industry has also led to confusion and mistakes. 

Technology has emerged to protect brands from showing up on sites that traffic in, say, pornography or 

spam, but those measures have been found wanting when it comes to disinformation. That kind of content 

is more difficult for security firms to detect than ñopen hate speech or nudity or violence or any of the 

normal stuff that you would stay away from,ò said John Montgomery, executive vice president for brand 

safety at GroupM, part of the advertising giant WPP. 

Joe Marchese, president of advertising products for the Fox Networks Group, said the system, set up to 

reward clicks and impressions, had fueled the growth of low-quality sites well beyond those focused on 

made-up political news. 

ñHonestly, the long tail is to advertising what subprime was to mortgages,ò he said. ñNo one knows whatôs 

in it, but it helps people believe that there is a mysterious tonnage of impressions that are really low cost. 

But low-cost impressions would mean low-cost human attention. How can any publisher of quality content 

survive on low-cost impressions?ò 

Marc Goldberg, chief executive of Trust Metrics, an ad safety vendor, said the effort to remove bad actors 

ignored the fact that many advertisers value impressions over everything else. They would rather not 

choose and monitor what websites they are appearing on, he said, because they worry they will miss out 

on potentially lucrative destinations. 

http://www.wsj.com/articles/fake-news-sites-inadvertently-funded-by-big-brands-1481193004
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ñWhat theyôre doing is introducing all of these bad sites into our ecosystem and not having the means to 

monitor them appropriately and effectively,ò he said. ñThe big problem in our industry is our expectations 

of scale are not aligned with reality.ò 

Relatively speaking, the money going to fake political news is minuscule, but it has taken on outsize 

significance because it reflects a world in which marketers are often not paying attention to where their 

ads show up. 

Teenagers overseas and entrepreneurs in the United States discovered this year that they could 

earn thousands of dollars a month by writing wholly fictionalized or wildly exaggerated partisan political 

news intended to be spread on Facebook. They then reaped money from Google Ads and other networks 

after credulous readers in the United States clicked through to their sites. 

 ñA lot of ad buying systems are trying to show the right ad to the right person at the right time, and you 

see that mantra of those three variables across the industry,ò said Michael Tiffany, the chief executive and 

a founder of White Ops, an ad fraud detection company. ñNote how óon the right siteô doesnôt make the 

list.ò 

Workable, a software start-up based in Boston, recently joined companies like Kellogg and Allstate in 

pulling  ads from the hard-right website Breitbart and blaming automated ad technology for their 

appearance. 

It is also watching out for its ads on fake news sites, which can slip through the cracks. Workable has 

about 110 employees and 6,000 customers but advertises on more than 50,000 sites a month through 

Google. 

ñTypically, Google has done a good job of keeping us off of low-quality sites,ò said John Short, vice 

president for demand generation at Workable. 

He added, ñWith fake news sites, or whatever you would like to call them, we need to be more alert.ò 

Facebook and Google have both said they plan to target misinformation. Facebook announced this month 

that it was experimenting  with allowing users to report false stories and forging partnerships with outside 

fact-checking organizations. 

This month, Robert Thomson, the chief executive of News Corporation, which owns The Wall Street 

Journal, described the digital ad market as ñdysfunctional.ò 

https://www.buzzfeed.com/craigsilverman/how-macedonia-became-a-global-hub-for-pro-trump-misinfo?utm_term=.nw549gpAPk#.kf5W5Lx0qJ
https://www.nytimes.com/2016/08/28/magazine/inside-facebooks-totally-insane-unintentionally-gigantic-hyperpartisan-political-media-machine.html
https://www.nytimes.com/2016/08/28/magazine/inside-facebooks-totally-insane-unintentionally-gigantic-hyperpartisan-political-media-machine.html
http://www.nytimes.com/topic/company/facebook-inc?inline=nyt-org
https://www.nytimes.com/2016/12/02/business/media/breitbart-vanguard-ads-follow-users-target-marketing.html?_r=0
https://www.nytimes.com/2016/12/02/business/media/breitbart-vanguard-ads-follow-users-target-marketing.html?_r=0
https://www.nytimes.com/2016/11/15/technology/google-will-ban-websites-that-host-fake-news-from-using-its-ad-service.html
https://www.nytimes.com/2016/12/15/technology/facebook-fake-news.html
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Ad agencies, Mr. Thomson said at a conference held by UBS, should be ñresponsible for the audiences 

that theyôre creating, and then what theyôre serving those audiences and how theyôre serving those clients, 

because weôve sort of gone from the era of óMad Menô to mad metrics.ò 

Instead of using television networks, newspapers and magazines as proxies for reaching certain groups 

of people, many media buyers have been trained by automated advertising to use data and technology. 

Andrew Casale, the chief executive of Index Exchange, an advertising exchange, estimated that all the 

titles owned by the top 50 traditional media companies, including The Washington Post, Hearst and Cond® 

Nast, probably accounted for 5 percent or less of the trillions of ad impressions available for sale each day. 

Overall spending on automated banner displays and video ads will grow to $18.7 billion this year 

worldwide, and the United States will account for half of that, according to Magna Global, a major ad-

buying firm. 

ñThe problem, I think, for marketers is theyôve been trained to value media universally,ò Mr. Casale said. 

ñFake news sites have really, really low prices and rates and tons of scale, so itôs almost like a drug.ò 

Mr. Tiffany, of White Ops, described one lure of automated buying. Say an advertiser wants to reach 

readers of The Atlantic or The New York Times who are in the market for a car. A relatively nondescript 

site might offer a price for 1,000 impressions that is one-fifteenth to one-twentieth what The Atlantic or The 

Times would charge, promising to deliver the same people who read The Atlantic or The Times, just later 

in the day. 

Such transactions, occurring in real time en masse, open the door to fraudulent operators that use robots 

to impersonate people clicking on digital ads, Mr. Tiffany said, which can give buyers ña false expectation 

of the real achievable reach at a given price point.ò 

Mr. Thomson said he expected such programmatic advertising to come under even greater scrutiny. 

ñI would expect not only thereôs an existential debate about news and fake news,ò he said at the UBS 

conference, ñbut for that to flow into an existential debate about the role of advertising in society.ò 

 

https://www.nytimes.com/2014/12/10/business/media/study-puts-a-price-tag-on-digital-ad-click-fraud-.html
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ɺʀɼɽʆʈɽʂʃɸʄɸ ..éééé.ééééééééééééééééééééééé 

Twitter ʟʘʚʳʰʘʣ ʧʨʦʩʤʦʪʨʳ ʚʠʜʝʦʨʝʢʣʘʤʳ ʥʘ 35% 

http://marketing.by/novosti-rynka/twitter-zavyshal-prosmotry-videoreklamy-na-35/ 

Twitter ʟʘʷʚʠʣ ʚ ʙʣʦʛʝ ʦ ʪʝʭʥʠʯʝʩʢʦʡ ʦʰʠʙʢʝ ʩʚʦʝʛʦ ʧʨʠʣʦʞʝʥʠʷ ʚ ʨʘʩʯʸʪʝ ʩʪʘʪʠʩʪʠʢʠ ʧʨʦʩʤʦʪʨʦʚ 

ʚʠʜʝʦʨʝʢʣʘʤʳ, ʢʦʪʦʨʘʷ ʧʦʚʣʠʷʣʘ ʥʘ ʥʝʩʢʦʣʴʢʦ ʢʘʤʧʘʥʠʡ ʚ ʧʝʨʠʦʜ ʩ 7 ʧʦ 12 ʥʦʷʙʨʷ 2016 ʛʦʜʘ. ʇʦ 

ʜʘʥʥʳʤ Business Insider, ʩʝʨʚʠʩ ʟʘʚʳʰʘʣ ʧʦʢʘʟʘʪʝʣʴ ʙʦʣʝʝ ʯʝʤ ʥʘ ʪʨʝʪʴ. 

ʉʦʮʠʘʣʴʥʘʷ ʩʝʪʴ ʦʙʥʘʨʫʞʠʣʘ ʦʰʠʙʢʫ ʚ ʦʙʥʦʚʣʝʥʠʠ ʩʚʦʝʛʦ ʧʨʦʜʫʢʪʘ ʜʣʷ Android ʠ ʫʩʪʨʘʥʠʣʘ ʝʸ ʚ 

ʥʘʯʘʣʝ ʜʝʢʘʙʨʷ, ʩʦʦʙʱʘʝʪ ʢʦʤʧʘʥʠʷ. çʇʦʩʣʝ ʪʦʛʦ, ʢʘʢ ʤʳ ʦʙʥʘʨʫʞʠʣʠ ʧʨʦʙʣʝʤʫ, ʤʳ ʨʝʰʠʣʠ ʝʸ ʠ 

ʩʦʦʙʱʠʣʠ ʦʙ ʵʪʦʤ ʩʚʦʠʤ ʧʦʩʪʨʘʜʘʚʰʠʤ ʧʘʨʪʥʝʨʘʤ. ʋʯʠʪʳʚʘʷ, ʯʪʦ ʵʪʦ ʙʳʣʘ ʪʝʭʥʠʯʝʩʢʘʷ ʦʰʠʙʢʘ, 

ʘ ʥʝ ʧʦʣʠʪʠʢʘ ʠʣʠ ʧʨʦʙʣʝʤʘ ʦʧʠʩʘʥʠʷ, ʤʳ ʫʚʝʨʝʥʳ ʚ ʪʦʤ, ʯʪʦ ʦʥʘ ʙʳʣʘ ʨʝʰʝʥʘ. ʄʳ ʧʨʦʜʦʣʞʠʤ 

ʩʣʝʜʠʪʴ ʟʘ ʥʘʰʠʤʠ ʩʠʩʪʝʤʘʤʠ ʜʣʷ ʵʬʬʝʢʪʠʚʥʦʛʦ ʚʳʷʚʣʝʥʠʷ ʧʨʦʙʣʝʤè, ð ʦʪʤʝʯʘʝʪʩʷ ʚ ʙʣʦʛʝ. 

ʇʨʠʣʦʞʝʥʠʝ ʫʚʝʣʠʯʠʚʘʣʦ ʧʦʢʘʟʘʥʠʷ ʤʝʪʨʠʢʠ ʥʘ 35%, ʩʢʘʟʘʣ ʘʥʦʥʠʤʥʳʡ ʠʩʪʦʯʥʠʢ Business Insider, 

ʟʥʘʢʦʤʳʡ ʩ ʩʠʪʫʘʮʠʝʡ. TechCrunch ʧʠʰʝʪ, ʯʪʦ Twitter ʧʨʦʠʥʬʦʨʤʠʨʦʚʘʣ ʧʦʩʪʨʘʜʘʚʰʠʭ 

ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʚ ʥʘʯʘʣʝ ʵʪʦʡ ʥʝʜʝʣʠ ʠ ʥʘʯʘʣ ʚʦʟʚʨʘʪ ʜʝʥʝʞʥʳʭ ʩʨʝʜʩʪʚ. ʅʝʢʦʪʦʨʳʝ ʠʟ ʚʳʧʣʘʪ 

ʤʦʛʫʪ ʩʦʩʪʘʚʠʪʴ ʪʦʣʴʢʦ $1, ʪʘʢ ʢʘʢ ʯʘʩʪʴ ʧʘʨʪʥʝʨʦʚ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ ʥʝ ʟʘʧʫʩʢʘʣʠ ʙʦʣʴʰʠʝ 

ʢʘʤʧʘʥʠʠ ʚ ʧʝʨʚʦʡ ʧʦʣʦʚʠʥʝ ʥʦʷʙʨʷ 2016 ʛʦʜʘ, ʫʪʦʯʥʠʣʦ ʠʟʜʘʥʠʝ VentureBeat. ʉʫʤʤʘ ʚʩʝʭ 

ʬʠʥʘʥʩʦʚʳʭ ʚʦʟʤʝʱʝʥʠʡ ʥʝ ʨʘʩʢʨʳʚʘʝʪʩʷ. 

ɺ ʩʝʥʪʷʙʨʝ 2016 ʛʦʜʘ ʢʦʤʧʘʥʠʷ Facebook ʧʨʠʟʥʘʣʘʩʴ, ʯʪʦ ʟʘʚʳʰʘʣʘ ʧʦʢʘʟʘʪʝʣʴ ʩʨʝʜʥʝʡ 

ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʠ ʧʨʦʩʤʦʪʨʘ ʚʠʜʝʦ ʥʘ 60ī80% ʚ ʪʝʯʝʥʠʝ ʧʦʩʣʝʜʥʠʭ ʜʚʫʭ ʣʝʪ. ʉʦʮʠʘʣʴʥʘʷ ʩʝʪʴ 

ʩʦʦʙʱʠʣʘ, ʯʪʦ ʫʯʠʪʳʚʘʣʘ ʪʦʣʴʢʦ ʧʨʦʩʤʦʪʨʳ ʚʠʜʝʦ ʜʦʣʴʰʝ ʪʨʸʭ ʩʝʢʫʥʜ ð ʙʦʣʝʝ ʢʦʨʦʪʢʠʝ 

ʧʨʦʩʤʦʪʨʳ ʥʝ ʚʭʦʜʠʣʠ ʩʪʘʪʠʩʪʠʢʫ, ʯʪʦ ʜʝʣʘʣʦ ʝʸ ʥʝʢʦʨʨʝʢʪʥʦʡ. 

 

This Is Facebookôs Biggest Challenge Heading Into 2017 

http://fortune.com/2016/12/26/facebook-outlook-2017/ 

As 2016 draws to a close, Facebook looks to be in a pretty fantastic spot. Revenues are at $25 billion and 

growing stronglyðas is the company's 1.7 billion user baseðand the stock has never been higher. And 

yet, all of that greatness sums up the social network's challenge for 2017. 

http://marketing.by/novosti-rynka/twitter-zavyshal-prosmotry-videoreklamy-na-35/
https://blog.twitter.com/2016/resolution-on-android-update
http://fortune.com/2016/12/26/facebook-outlook-2017/


 

 

 

24 

 

In a nutshell, Facebook (FB, -0.49%) has to figure out how to keep growing when it is already the largest 

company of its kind that has ever existed. In particular, it needs to find a way to keep its advertising 

revenues increasing when even Facebook itself admits that the average news feed is already as full of 

ads as it can possibly get. 

Video ads are the next obvious frontier for Facebook to conquer, especially because the company 

has made it clear that video is the future of the social network. But video advertising is problematic for a 

number of reasons, which is probably why Facebook hasn't introduced it yet. 

Although the video-ad market still seems healthy enough, many analysts believe it is a bubble waiting to 

pop. Virtually no one watches pre-roll ads, and both pre- and mid-roll ads are difficult to justify when a 

video clip is only a few seconds long. Live streams are also hard to insert ads into without losing the 

intended audience completely. 

Get Data Sheet, Fortuneôs technology newsletter. 

These problems are only likely to get worse as Facebook continues to flood the market with short-form 

and live-streaming video. Simple economics suggests that that kind of explosion of supply will produce 

one obvious outcome: Namely, a dramatic decline in prices. 

And Facebook isn't alone in wanting to grow in video. YouTube (GOOGL, -0.21%)wants to not only defend 

its market-leading position but expand it, and that means more supply and pressure on pricing. Snapchat 

is also focused on going head-to-head with Facebook, which helps explain why Instagram keeps 

launching features that are essentially identical to Snapchat's. 

As we head into 2017, these are some of the key issues for which Facebook will have to come up with a 

solution. It has staked its future on video, and it has the deep pockets that will be required to prevailðbut 

its competitors are strong in areas that Facebook isn't. And having a lot of money to throw at a problem 

doesn't always result in success. 

For more, read: How Facebook Is Cracking Down on Fake News 

Does any of this mean that Facebook's stock will nosedive in 2017? Hardly. But investors are always 

looking for weak spots in a company's growth story, and despite the rosy picture that its balance sheet 

paints, the social-networking giant still has some work to do. 

 

http://fortune.com/company/fb
http://marketingland.com/ad-load-questions-overtook-facebooks-latest-earnings-call-186354
http://www.niemanlab.org/2016/06/facebook-executive-your-news-feed-will-likely-be-all-video-in-five-years/
http://fortune.com/2016/05/11/video-ad-bubble/
http://fortune.com/getdatasheet/
http://fortune.com/company/googl
http://fortune.com/2016/08/02/facebook-instagram-snapchat/
http://fortune.com/2016/08/02/facebook-instagram-snapchat/
http://fortune.com/2016/12/15/facebook-fake-news-crack-down/?iid=leftrail
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8 Predictions for Digital Video in 2017 

Multiscreen audiences will supercharge change By Anna Bager 

http://www.adweek.com/news/television/8-predictions-digital-video-2017-175217 

Itôs pretty clear on the verge of the end of the year that 2016 has been a truly extraordinary year for 

digital video. 

Total digital video revenue, including mobile and desktop, rose to $3.9 billion in the first half of 2016, up 

51 percent from the first half of 2015, according to the 2016 PwC IAB Internet Advertising Revenue 

Report, and it shows no sign of slowing down. When you look at mobile video, the trend is even bolder. 

Video on smartphones and tablets reached $1.6 billion in the first half of 2016, an impressive 178 

percent rise increase over the same period in 2015. 

Those are incredible leaps but also warranted. In a multiscreen world in which content is consumed on 

demand and everywhere, the sight, sound and motion of digital video offers unparalleled opportunities 

to tell brand stories. Meanwhile, dataðand the ability to transform that data into actionable insightsð

offers the modern marketer tools of unprecedented scope and power. This is indeed the Golden Age of 

digital video when we're limited only by our own imagination. 

As we approach the end of 2016, here are some of the biggest opportunities and challenges for digital 

video in 2017: 

 

Platforms now control who lives, dies and thrives  

More and more consumer time and advertising spend is concentrating in a smaller number of large 

platforms, challenging almost a century of comfortable advertising and media economics. Yet, with 

concentration also comes opportunity, as companies evolve their business models to adapt to the new 

realities. Already publishers are incorporating Facebook and Snapchat-like ads on their own media 

properties, and native apps are taking a platform-first approach to building creative. In 2017, every 

advertiser, brand and publisher will need to learn how to thrive in a world where increasingly dominant 

platforms are reshaping the media landscape. IAB is convening industry leaders at the Annual 

Leadership Meeting on this topic in January. 

Pressure to develop third-party metrics and measurement is mounting  

Platforms are the key distribution channels, but it's still too hard to see proven results. Industry leaders 

are eager to work with the MRC, Comscore, Nielsen, Moat and others to create better third-party metrics 

that work across platformsðand that will pave the way for growth over the next five to 10 years. 

http://www.adweek.com/contributor/anna-bager
http://www.adweek.com/news/television/8-predictions-digital-video-2017-175217
https://www.iab.com/wp-content/uploads/2016/04/IAB-Internet-Advertising-Revenue-Report-FY-2015.pdf
https://www.iab.com/wp-content/uploads/2016/04/IAB-Internet-Advertising-Revenue-Report-FY-2015.pdf
https://www.emarketer.com/Report/Digital-Video-Brands-US-Challenges-Consider-Questions-Ask-Ahead-of-NewFronts/2001735
http://www.adweek.com/news/technology/heres-how-brands-are-cashing-snapchats-long-awaited-api-174056
https://www.iab.com/events/iab-annual-leadership-meeting-2017/
https://www.iab.com/events/iab-annual-leadership-meeting-2017/
http://www.adweek.com/news/television/how-nielsen-shedding-old-perceptions-and-building-new-businesses-173654
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This year truly was the year of mobile 

Marketers are rapidly pivoting to redirect their spend with eyeballs for the mobile-first ecosystem. As 

platforms prioritize mobile in their ad products, mobile now accounts for 73 percent of all digital 

advertising spending. The result is that 2017 will be an interesting year when messaging targeting, both 

in app and on the web, will become a major part of marketing budgets. 

 

Mobile location, proximity and context-specific advertising will be more prevalent 

Political advertising drove innovations in this area in 2016 and present a good test case for continuing 

their use in 2017 and beyond, especially for advertisers needing to reach niche audiences for direct 

response. The result will be even greater importance of mobile identity management as well. 

Messaging is set to explode 

2017 will usher in more native advertising options in mobile driven by new ad options in the messaging 

space, in HTML5 games and also with P2P marketplaces such as Uber and Lyft, which have already 

begun experimenting with new advertising models. 

 

AR and VR are not just for games and brands 

In 2016, Pokemon Go brought the power of augmented reality and virtual reality into the mainstream, 

just as companies have begun to tap into its breathtaking capabilities. Brands and publishers have only 

scratched the surface of what immersive and 360-degree video can offer. Watch for more and better AR 

and VR ads in 2017 as publishers and advertisers experiment with these formats, especially ones that 

go deep into product exploration and commerce. 

Television viewing habits are undergoing a seismic shift 

While people still enjoy TV on large screens, they also enjoy watching that content on phones, tablets 

and other connected devices. It's all about cross-screen content that is liquid across devices and 

consumers that are also liquidðflowing like water through different screens and content. That migration 

will continue to drive audience and dollars in 2017 as Advanced TV gains even more traction. 

Great user experience, not technology, is the key to massive growth 

Consumers have never had more control than they do today. They vote with their eyeballs and their 

swipes. This new world order that we find ourselves in embraces the consumer as someone we partner 

with rather than market to and reflects a major shift of power into the hands of the increasingly liquid 

consumer. 

Indeed, as the recent IAB Ad Blocking study shows, consumers, whether they're currently blocking ads 

or not, are most annoyed by advertisements that delay or obscure access to website content. Long video 

http://www.adweek.com/news/technology/7-big-trends-are-shaping-future-digital-advertising-171773
http://www.adweek.com/news/technology/7-big-trends-are-shaping-future-digital-advertising-171773
http://www.adweek.com/news/technology/here-s-what-really-matters-when-it-comes-political-digital-video-campaigns-173656
http://www.adweek.com/news/technology/231-million-people-talked-about-pokemon-go-facebook-and-instagram-july-172891
http://www.adweek.com/news/technology/what-chatbots-are-teaching-us-about-future-marketing-174309
http://www.adweek.com/news/technology/what-chatbots-are-teaching-us-about-future-marketing-174309
http://www.adweek.com/news/advertising-branding/what-media-planners-can-do-about-dramatically-shifting-video-viewing-habits-174139
http://www.adweek.com/news/television/study-projects-addressable-tv-adverting-explode-popularity-2018-174674
http://www.adweek.com/news/advertising-branding/eve-cannes-lions-lets-abolish-marketer-vs-consumer-trend-172078
http://www.adweek.com/news/advertising-branding/eve-cannes-lions-lets-abolish-marketer-vs-consumer-trend-172078
https://www.iab.com/insights/ad-blocking-blocks-ads-win-back/


 

 

 

27 

 

ads served before short videos, for instance, were found to be particularly annoying. Delivering a better 

user experience means putting creative and data on a diet and developing technical standards and 

guidelines for how we deliver video. 

Next year, expect to see an emphasis on immediate, real-time audience engagement to better 

understand what consumers really want. 

Anna Bager (@annabager) is svp and general manager of Mobile and Video at IAB. 

 

MOBILEéééééé...ééééééééééé..éééééééééééééé. 

Mobile ad trends to watch for in 2017 

http://venturebeat.com/2016/12/26/mobile-ad-trends-to-watch-for-in-2017/ 

In 2017, the digital ad space will grow in size and complexity, creating more opportunities for advertisers 

and new challenges for market players. Weôll see more opportunities for ad placements within mobile apps 

and mobile messaging programs, but fake ad traffic generated by bots will continue to burn through 

advertisersô budgets and erode trust in digital advertising. 

Here are the top trends that will shape the digital advertising landscape in 2017. 

Bots follow the money ð Mobile advertising is attracting more and more budgets and more ad bots. 

About 59.5 percent of Googleôs net global ad revenues will come from mobile Internet ads this year, up 

from about 45.8 percent in 2015. By 2018, nearly three-quarters of Googleôs net ad revenues worldwide 

will come from mobile ad placements. But the dynamic surge in mobile traffic will also make more room 

for fake views and clicks. As a result, mobile ad fraud will become more dominant in 2017. 

Monetization of messaging apps ð Facebookôs Mobile Messenger, WhatsApp. and WeChat, are proof 

there is a continued and growing wish among consumers to communicate directly outside of public social 

network pages. This is really the last frontier for social media monetization, so we can expect to see new 

options for paid media on messaging apps next year. 

Collaboration to prevent ad fraud ð Moving away from verification tools that are about finding fraud 

and shutting it down, there will be more initiatives to communicate whatôs working and whatôs not, so that 

advertisers and traffic sources can work together to clean up traffic instead of blocking it. By pinpointing 

https://twitter.com/annabager
http://venturebeat.com/2016/12/26/mobile-ad-trends-to-watch-for-in-2017/
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specific impressions, categorizing the problem, and providing actionable data in real time, publishers can 

work with mediators to become part of the solution instead of being labeled as the problem. 

Cyberattacks from ad bots ð Bots that create fake clicks and views can also steal credit cards. The 

tools used to protect advertising, will begin to resemble systems used to protect financial institutions from 

hackers. The worlds of cyber-security and anti-ad fraud will merge using many of the same techniques to 

detect bots. 

Chinaôs rapid mobile ad spend growth ð The U.S. is currently the most valuable ad market in the world 

and it continues growing at a healthy clip, but that growth pales in comparison to Chinaôs staggering 

expansion. According to Zenith Optimediaôs latest Advertising Expenditure Forecasts, Chinaôs ad market 

has not been significantly affected by the countryôs stock market chaos and is expected to grow almost 

twice as fast as the global growth rate. 

Consumers annoyed by online ads ð Data suggests that online advertising isnôt well received by 

consumers. Of the 3,200 internet users surveyed in a recent study, 92 percent said that theyôd consider 

using an ad blocker, and 62 percent said they are annoyed by pre-roll ads. In 2017, finding ways to use 

more entertaining and less intrusive media will become a higher priority to avoid alienating viewers. 

Ad blocking as a growing concern ð Twenty-eight percent of U.S. Internet users use ad-blocking 

software, according to Adobe. Thatôs bad news for marketers, advertisers, and publishers alike, who lose 

money when browsers prevent ads from reaching the ad server. As per Ooyalaôs Global Video 

Index report for Q1 2016, more than 200 million Internet users currently use ad blockers. Big networks 

such as Google and Facebook will pressure mobile operators not to block ads. Some mobile networks 

have already pulled back from ad blocking as a result of their influence. 

Programmatic advertising continues to dominate digital display advertising ð In 2014, just a little 

under 50 percent of display advertising was purchased either programmatically or through an API. This 

year, just two years later, approximately 67 percent of digital ad displays are projected to be 

programmatically bought out. Programmatic TV will become a more viable option by automating ad buying 

for increased cost efficiency and by providing more granular targeting due to a data-driven approach. 

However, based on the threat of fake traffic eroding effectiveness for online ads, fraud could become a 

hurdle for TV advertising going digital. 

Interoperability will be key ð While large ad serving vendors are increasingly adding functionality to 

provide a one-stop shop to lock in their platforms, market players will push in the opposite direction to have 

an open platform that can accommodate best of breed solutions. With such a dynamic market, there is a 

http://www.zenithoptimedia.com/wp-content/uploads/2015/09/Adspend-forecasts-September-2015-press-release.pdf
http://www.thebrandonagency.com/blog/article/digital-advertising-trends-that-will-change-the-way-your-market-sees-you/
https://econsultancy.com/blog/67076-the-rise-and-rise-of-ad-blockers-stats/
https://econsultancy.com/blog/67076-the-rise-and-rise-of-ad-blockers-stats/
http://go.ooyala.com/wf-video-index-q1-2016.html
http://go.ooyala.com/wf-video-index-q1-2016.html
http://go.ooyala.com/rs/447-EQK-225/images/Ooyala-Global-Video-Index-Q1-2016.pdf
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need for niche players who can respond quickly and can continuously improve their solutions based on 

new requirements, something that larger, slower players are less likely to do. 

Although the new year will bring more canvasses for online ads, there will be more opportunities for abuse. 

Helping eliminate unwanted, irrelevant, and fake traffic will be a high priority for 2017 in order to improve 

the user experience and increase ad effectiveness 

Asaf Greiner is founder and CEO of Protected Media. 

 

ʉOʎʀɸʃʔʅʓɽ ʉɽʊʀéééééééééééééééééééééééééé 

Mail.Ru Group ʥʘʫʯʠʣʘʩʴ ʪʘʨʛʝʪʠʥʛʫ ʥʘ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʧʦʭʦʞʠʭ ʥʘ ʢʣʠʝʥʪʦʚ 

ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʪʘʨʛʝʪʠʨʦʚʘʪʴ ʨʝʢʣʘʤʫ ʧʦ ʤʦʜʝʣʠ look-alike 

http://www.sostav.ru/publication/mail-ru-group-nauchilas-targetingu-na-polzovatelej-pokhozhikh-na-

klientov-25049.html 

Mail.Ru Group ʨʘʩʰʠʨʷʝʪ ʚʦʟʤʦʞʥʦʩʪʠ ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʩʝʪʠ myTarget ʠ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ 

ʛʨʫʧʧʳ. ɺ ʯʘʩʪʥʦʩʪʠ, ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʪʘʨʛʝʪʠʨʦʚʘʪʴ ʩʚʦʠ ʨʝʢʣʘʤʥʳʝ ʩʦʦʙʱʝʥʠʷ 

ʥʘ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʢʦʪʦʨʳʝ ʧʦ ʤʥʦʞʝʩʪʚʝʥʥʳʤ ʭʘʨʘʢʪʝʨʠʩʪʠʢʘʤ ʧʦʭʦʞʠ ʥʘ ʩʫʱʝʩʪʚʫʶʱʠʭ 

ʢʣʠʝʥʪʦʚ. 

ʈʝʯʴ ʠʜʝʪ ʦ ʚʦʟʤʦʞʥʦʩʪʠ ʩʦʟʜʘʚʘʪʴ look-alike ʘʫʜʠʪʦʨʠʡ, ʪ.ʝ. ʠʩʧʦʣʴʟʦʚʘʪʴ ʨʘʩʰʠʨʝʥʥʳʡ 

ʘʫʜʠʪʦʨʥʳʡ ʪʘʨʛʝʪʠʥʛ, ʚ ʦʩʥʦʚʝ ʢʦʪʦʨʦʛʦ ʣʝʞʘʪ ʤʦʜʝʣʠ ʧʦʚʝʜʝʥʠʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʜʦʩʪʠʛʰʠʭ 

ʟʘʜʘʥʥʳʭ ʮʝʣʝʡ ʥʘ ʩʘʡʪʝ ʠʣʠ ʚ ʧʨʠʣʦʞʝʥʠʠ ʨʝʢʣʘʤʦʜʘʪʝʣʷ.  ʉʦʟʜʘʚʘʪʴ look-alike ʘʫʜʠʪʦʨʠʠ 

ʨʝʢʣʘʤʦʜʘʪʝʣʠ ɺʂʦʥʪʘʢʪʝ ʠ ʆʜʥʦʢʣʘʩʩʥʠʢʦʚ ʩʤʦʛʫʪ ʩʦʟʜʘʚʘʪʴ ʯʝʨʝʟ ʠʥʪʝʨʬʝʡʩ ʣʠʯʥʦʛʦ 

ʢʘʙʠʥʝʪʘ myTarget ʠʣʠ ɺʂʦʥʪʘʢʪʝ. 

ʂʘʢ ʨʘʩʩʢʘʟʘʣʠ ʚ ʢʦʤʧʘʥʠʠ, ʜʣʷ ʩʦʟʜʘʥʠʷ ʧʦʭʦʞʝʡ ʘʫʜʠʪʦʨʠʠ, ʢʦʤʧʘʥʠʠ ʩʤʦʛʫʪ ʠʩʧʦʣʴʟʦʚʘʪʴ 

ʨʘʟʣʠʯʥʳʝ ʠʩʪʦʯʥʠʢʠ: ʥʘʧʨʠʤʝʨ, ʚʳʛʨʫʟʢʫ ʠʟ CRM-ʩʠʩʪʝʤʳ, ʢʦʥʪʘʢʪʥʳʝ ʜʘʥʥʳʝ, ʩʦʙʨʘʥʥʳʝ ʚ 

ʭʦʜʝ ʨʝʢʣʘʤʥʦʡ ʘʢʮʠʠ ʠʣʠ ʜʘʥʥʳʝ, ʧʦʣʫʯʝʥʥʳʝ ʚ ʭʦʜʝ ʩʙʦʨʘ ʘʫʜʠʪʦʨʠʠ ʨʝʪʘʨʛʝʪʠʥʛʘ ʥʘ ʩʘʡʪʝ. 

ʇʨʠ ʧʦʤʦʱʠ ʤʘʪʝʤʘʪʠʯʝʩʢʦʛʦ ʤʦʜʝʣʠʨʦʚʘʥʠʷ ʘʣʛʦʨʠʪʤ ʥʘʭʦʜʠʪ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩ ʧʦʭʦʞʠʤʠ 

ʭʘʨʘʢʪʝʨʠʩʪʠʢʘʤʠ ʠ ʬʦʨʤʠʨʫʝʪ ʠʟ ʥʠʭ ʘʫʜʠʪʦʨʠʶ. 

http://www.protected.media/
http://www.sostav.ru/publication/mail-ru-group-nauchilas-targetingu-na-polzovatelej-pokhozhikh-na-klientov-25049.html
http://www.sostav.ru/publication/mail-ru-group-nauchilas-targetingu-na-polzovatelej-pokhozhikh-na-klientov-25049.html


 

 

 

30 

 

ɺ ʯʘʩʪʥʦʩʪʠ, Mail.ru Group ʧʦʟʚʦʣʠʪ ʫʢʘʟʘʪʴ ʞʝʣʘʝʤʦʝ ʩʦʦʪʥʦʰʝʥʠʝ ʤʝʞʜʫ ʪʦʯʥʦʩʪʴʶ 

ʧʦʧʘʜʘʥʠʷ ʚ ʘʫʜʠʪʦʨʠʶ ʠ ʦʭʚʘʪʦʤ (ʧʨʠ ʙʦʣʴʰʝʡ ʪʦʯʥʦʩʪʠ ʦʭʚʘʪ ʙʫʜʝʪ ʫʤʝʥʴʰʘʪʴʩʷ, ʠ 

ʥʘʦʙʦʨʦʪ). ʀʩʭʦʜʥʳʡ ʨʘʟʤʝʨ ʘʫʜʠʪʦʨʠʠ ʜʦʣʞʝʥ ʩʦʩʪʘʚʠʪʴ ʥʝ ʤʝʥʝʝ 3000 ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʜʣʷ 

myTarget ʠ ʥʝ ʤʝʥʝʝ 1000 ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʜʣʷ ɺʂʦʥʪʘʢʪʝ. 

çʉ ʧʦʤʦʱʴʶ ʧʦʭʦʞʠʭ ʘʫʜʠʪʦʨʠʡ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʥʘʡʪʠ ɺʂʦʥʪʘʢʪʝ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, 

ʢʦʪʦʨʳʝ ʧʦʭʦʞʠ ʥʘ ʫʞʝ ʩʫʱʝʩʪʚʫʶʱʠʭ ʢʣʠʝʥʪʦʚ ʧʦ ʩʦʮʠʘʣʴʥʦ-ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʤ ʠʣʠ 

ʧʦʚʝʜʝʥʯʝʩʢʠʤ ʭʘʨʘʢʪʝʨʠʩʪʠʢʘʤ, ʛʝʦʛʨʘʬʠʠ ʠ ʠʥʪʝʨʝʩʘʤ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ ʦʭʚʘʪ ʨʝʢʣʘʤʥʦʡ 

ʢʘʤʧʘʥʠʠ ʤʦʞʝʪ ʙʳʪʴ ʨʘʩʰʠʨʝʥ ʥʘ ʘʫʜʠʪʦʨʠʶ, ʢʦʪʦʨʦʡ ʧʦʪʝʥʮʠʘʣʴʥʦ ʠʥʪʝʨʝʩʥʳ 

ʧʨʝʜʣʘʛʘʝʤʳʝ ʪʦʚʘʨʳ ʠʣʠ ʫʩʣʫʛʠè, ð ʛʦʚʦʨʠʪ ɸʣʝʢʩʘʥʜʨ ʂʨʫʛʣʦʚ, ʜʠʨʝʢʪʦʨ ʧʦ ʨʘʟʚʠʪʠʶ 

ɺʂʦʥʪʘʢʪʝ. 

çʉʣʦʞʥʳʝ ʠ ʩʘʤʳʝ ʩʦʚʨʝʤʝʥʥʳʝ ʪʝʭʥʦʣʦʛʠʠ ʤʘʰʠʥʥʦʛʦ ʦʙʫʯʝʥʠʷ, ʣʝʞʘʱʠʝ ʚ ʦʩʥʦʚʝ 

ʧʦʩʪʨʦʝʥʠʷ Look-alike ʪʘʨʛʝʪʠʥʛʦʚ, ʪʝʧʝʨʴ ʜʦʩʪʫʧʥʳ ʚʩʝʤ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʩʝʨʚʠʩʘ myTarget. 

ɼʣʷ ʵʪʦʛʦ ʚʩʝʛʦ ʣʠʰʴ ʥʫʞʥʦ ʟʘʛʨʫʟʠʪʴ ʜʘʥʥʳʝ ʦ ʩʚʦʠʭ ʢʣʠʝʥʪʘʭ ʠ ʥʘʞʘʪʴ ʧʘʨʫ ʢʥʦʧʦʢ ʚ 

ʠʥʪʝʨʬʝʡʩʝ. ʀʩʧʦʣʴʟʫʷ Look-alike ʪʘʨʛʝʪʠʥʛ, ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʤʦʛʫʪ ʥʘʡʪʠ ʩʨʝʜʠ 

ʤʥʦʛʦʤʠʣʣʠʦʥʥʦʡ ʠʥʪʝʨʥʝʪ ʘʫʜʠʪʦʨʠʠ ʪʦʣʴʢʦ ʪʝʭ, ʢʪʦ ʩ ʚʳʩʦʢʦʡ ʚʝʨʦʷʪʥʦʩʪʴʶ ʩʪʘʥʝʪ ʠʭ 

ʢʣʠʝʥʪʦʤ, ʠ ʧʦʢʘʟʘʪʴ ʨʝʢʣʘʤʫ ʪʦʣʴʢʦ ʠʤè, ð ʛʦʚʦʨʠʪ ʈʦʤʘʥ ʂʦʭʘʥʦʚʩʢʠʡ, ʜʠʨʝʢʪʦʨ ʧʦ 

ʧʨʦʜʘʞʘʤ ʧʨʦʝʢʪʘ myTarget. 

 

"ɺʂʦʥʪʘʢʪʝ" ʟʘʧʫʩʪʠʣ ʪʘʨʛʝʪʠʥʛ ʧʦ ʤʝʩʪʦʧʦʣʦʞʝʥʠʶ 

ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʧʨʠʚʣʝʢʘʪʴ ʢʣʠʝʥʪʦʚ, ʧʦʢʘʟʳʚʘʷ ʨʝʢʣʘʤʫ ʪʝʤ, ʢʪʦ ʙʳʚʘʝʪ ʨʷʜʦʤ ʩ ʠʭ 

ʤʘʛʘʟʠʥʘʤʠ 

http://www.sostav.ru/publication/vkontakte-zapustil-targeting-po-mestopolozheniyu-25078.html 

ʉʦʮʠʘʣʴʥʘʷ ʩʝʪʴ "ɺʂʦʥʪʘʢʪʝ" ʟʘʧʫʩʪʠʣʘ ʚʦʟʤʦʞʥʦʩʪʴ ʪʘʨʛʝʪʠʨʦʚʘʥʠʷ ʨʝʢʣʘʤʥʳʭ ʦʙʲʷʚʣʝʥʠʡ ʥʘ 

ʦʧʨʝʜʝʣʸʥʥʳʝ ʪʦʯʢʠ ʥʘ ʢʘʨʪʝ ʠ ʘʜʨʝʩʘ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʧʨʠʚʣʝʢʘʪʴ ʥʦʚʳʭ 

ʢʣʠʝʥʪʦʚ, ʧʦʢʘʟʳʚʘʷ ʨʝʢʣʘʤʫ ʘʫʜʠʪʦʨʠʠ, ʢʦʪʦʨʘʷ ʯʘʩʪʦ ʙʳʚʘʝʪ ʨʷʜʦʤ ʩ ʠʭ ʪʦʨʛʦʚʳʤʠ ʪʦʯʢʘʤʠ, ʠʣʠ 

ʧʦʚʳʰʘʪʴ ʧʨʦʜʘʞʠ ʫʞʝ ʩʫʱʝʩʪʚʫʶʱʠʤ ʢʣʠʝʥʪʘʤ ʨʝʪʘʨʛʝʪʠʥʛʦʚʳʤʠ ʢʘʤʧʘʥʠʷʤʠ. 

ɼʣʷ ʦʜʥʦʛʦ ʦʙʲʷʚʣʝʥʠʷ ʨʝʢʣʘʤʦʜʘʪʝʣʴ ʤʦʞʝʪ ʫʢʘʟʘʪʴ ʜʦ 100 ʧʨʦʠʟʚʦʣʴʥʳʭ ʛʝʦʣʦʢʘʮʠʦʥʥʳʭ 

ʪʦʯʝʢ ʥʘ ʢʘʨʪʝ ʠ ʫʢʘʟʘʪʴ ʨʘʜʠʫʩ ʚ ʤʝʪʨʘʭ, ʯʪʦʙʳ ʦʛʨʘʥʠʯʠʪʴ ʦʙʣʘʩʪʠ ʧʦʢʘʟʘ ʨʝʢʣʘʤʳ. ʈʘʜʠʫʩ 

ʟʘʜʘʥʥʦʡ ʦʙʣʘʩʪʠ ʤʦʞʝʪ ʚʘʨʴʠʨʦʚʘʪʴʩʷ ʦʪ 500 ʤʝʪʨʦʚ ʜʦ 100 ʢʠʣʦʤʝʪʨʦʚ. 

http://www.sostav.ru/publication/vkontakte-zapustil-targeting-po-mestopolozheniyu-25078.html
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ʏʪʦʙʳ ʟʘʧʫʩʪʠʪʴ ʨʝʢʣʘʤʥʫʶ ʢʘʤʧʘʥʠʶ, ʜʦʩʪʘʪʦʯʥʦ ʩʦʩʪʘʚʠʪʴ ʦʙʲʷʚʣʝʥʠʝ, ʫʢʘʟʘʪʴ ʪʦʯʢʫ ʥʘ 

ʢʘʨʪʝ, ʟʘʜʘʪʴ ʨʘʜʠʫʩ ʠ ʚʳʙʨʘʪʴ ʜʦʧʦʣʥʠʪʝʣʴʥʳʝ ʥʘʩʪʨʦʡʢʠ ʪʘʨʛʝʪʠʥʛʘ, ʝʩʣʠ ʦʥʠ ʥʝʦʙʭʦʜʠʤʳ. 

ʈʝʢʣʘʤʥʳʝ ʦʙʲʷʚʣʝʥʠʷ ʩ ʫʯʝʪʦʤ ʛʝʦʣʦʢʘʮʠʦʥʥʦʛʦ ʪʘʨʛʝʪʠʥʛʘ ʦʪʦʙʨʘʞʘʶʪʩʷ ʚ ʧʦʣʥʦʡ ʠ 

ʤʦʙʠʣʴʥʦʡ ʚʝʨʩʠʷʭ ʩʘʡʪʘ, ʘ ʪʘʢʞʝ ʚ ʤʦʙʠʣʴʥʳʭ ʧʨʠʣʦʞʝʥʠʷʭ "ɺʂʦʥʪʘʢʪʝ". ʅʘʩʪʨʦʡʢʘ 

ʛʝʦʣʦʢʘʮʠʦʥʥʦʡ ʨʝʢʣʘʤʳ ʪʘʢʞʝ ʜʦʩʪʫʧʥʘ ʧʦ API. 

"ɺ ʦʪʣʠʯʠʝ ʦʪ ʥʘʨʫʞʥʦʡ ʨʝʢʣʘʤʳ, ʧʨʠ ʨʘʟʤʝʱʝʥʠʠ ʨʝʢʣʘʤʥʳʭ ʦʙʲʷʚʣʝʥʠʡ ɺʂʦʥʪʘʢʪʝ 

ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʤʦʛʫʪ ʢʦʥʪʨʦʣʠʨʦʚʘʪʴ ʯʘʩʪʦʪʫ ʧʦʢʘʟʘ ʠ ʚʨʝʤʷ ʢʦʥʪʘʢʪʘ ʩ ʨʝʢʣʘʤʥʳʤ 

ʦʙʲʷʚʣʝʥʠʝʤ, ʘ ʪʘʢʞʝ ʤʝʥʷʪʴ ʨʝʢʣʘʤʥʳʝ ʦʙʲʷʚʣʝʥʠʷ ʪʘʢ ʯʘʩʪʦ, ʢʘʢ ʠʤ ʵʪʦ ʥʝʦʙʭʦʜʠʤʦ", - 

ʦʪʤʝʪʠʣ ɸʣʝʢʩʘʥʜʨ ʂʨʫʛʣʦʚ, ʜʠʨʝʢʪʦʨ ʧʦ ʨʘʟʚʠʪʠʶ "ɺʂʦʥʪʘʢʪʝ". 

 

10 Social Media Trends Giving Brands New Ways to Engage in 2017 

http://www.adweek.com/socialtimes/nicole-teeters-wire-stone-guest-post-10-social-media-trends-

2017/648502 

The social media landscape continues to evolve in sometimes predictable, oftentimes surprising ways, as 

new technologies, platforms and methods of content delivery arise to grab hold of our imagination and 

continually alter how we communicate. 

Savvy brands that stay ahead of these trends hold a huge strategic advantage by being well prepared as 

these shifts occur. 

Here are 10 social media trends for 2017 that brands should be well aware of as they seek to meaningfully 

reachïand interact withïnew and existing customers. 

Facebook is very, very quickly becoming a video-centric platform: While Facebook Live and vertical 

video ads are relatively new on the scene, the formats are already seeing tremendous user popularly and 

success. With Facebook forecasting that the platformôs News Feed will be mostly video within a half-

decade, it makes sense that brands today should already be sharpening their video capabilities and 

developing a number of video styles that will drive engagement and maintain visibility as customer 

expectations on the platform progress. 

Instagram continues to be the most effective platform for brands: Instagram is a (if not the) fixture of 

the social media landscape for brands, and it will remain so into the next year (and likely well beyond). The 

numbers tell the story: User engagement with brands on Instagram is currently 10 times higher than on 

http://www.adweek.com/socialtimes/nicole-teeters-wire-stone-guest-post-10-social-media-trends-2017/648502
http://www.adweek.com/socialtimes/nicole-teeters-wire-stone-guest-post-10-social-media-trends-2017/648502
http://www.adweek.com/socialtimes/live-360/648382
http://www.adweek.com/socialtimes/instagram-adds-vertical-format-for-photo-video-ads/647376
http://www.adweek.com/socialtimes/instagram-adds-vertical-format-for-photo-video-ads/647376
http://www.adweek.com/socialtimes/instant-games/647906
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Facebook and 54 times higher than on Twitter. Also, Instagram is the social platform where users are most 

likely to follow brands, with roughly one-half of them doing so. For brands, this means continuing to make 

Instagram a priority and taking advantage of the opportunities the platform presents for engaging in visual 

storytelling that connects with customers. 

GIFs and emojis bring more personality to how customers express themselves: The choices users 

have for self-expression on social have gone far beyond simple texts and set images; now, customized 

personal GIFs and bitmojis are becoming commonplace. The platforms already know: iOS 10 functionally 

supports these new means of expression, and Facebook has embraced GIFs. Many brands would be 

smart to similarly flock to this trend, both by using GIFs and emojis in their own content, and by appealing 

to customersô preferences by offering opportunities to express themselves personally through these 

images. 

Social storytelling is becoming more informal: Itôs increasingly the norm for brands to be active on 

mediums like Snapchat, Instagram Stories, Facebook Liveïplaces where social storytelling is informal and 

direct. In this environment, brands need to let loose and allow for marketing that is less polished but that 

will come across as much more genuine. In many cases, this will require brands to rethink existing 

guidelines. 

Artificial intelligence is coming to social in a big way: AI-powered chat bots are poised to have 

profound effects on how customers interact with brands on social. Chat bots will be enlisted to deliver 

human-like conversational interactive experiences and provide capable customer service, offering 

information or handling purchase orders. AI is also set to improve the content offered to customers through 

robust data analysis. Brands should really understand the specific opportunities and use cases that AI 

makes available and act wisely in capitalizing on them. 

Users are gaining control of their own social user experience: Social platforms are providing users 

with better controls over how their feeds offer content. Users will have increasingly more power to view 

content related to their interests and the way they use social. To meet these changes, brands should 

perform usability testing to make sure the UX they provide is truly in line with customer behavior and 

preferences. 

Niche social platforms will rise in relevancy: Yes, thereôs more to the world of social platforms than just 

the major players like Facebook and Instagram. Smaller platforms built (and built well) around specific 

interests are growing in importance, and they represent opportunities for brands that understand these 

audiences. Some examples are Tastebuds (music discovery), Ravelry (knit and crochet) 

http://www.adweek.com/socialtimes/apple-will-add-new-gender-diverse-emoji-in-ios-10/642934
http://www.adweek.com/socialtimes/instagram-stories-links-mentions-boomerang/647286
http://www.adweek.com/socialtimes/michaelaaron-flicker-xenopsi-tuest-post-hello-bots-goodbye-apps/646191
https://tastebuds.fm/
https://www.ravelry.com/account/login
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and Fishbrain (fishing). These communities also offer chances to research and better comprehend certain 

customer bases. 

Sharing isnôt being ñsharedò with the public as much: Users are tending to use Snapchat or 

messaging applications to share content, meaning that now, almost 70 percent of online shares are going 

on within so-called dark social (one-on-one social sharing that is happening where analytics tools cannot 

track it). As customers gravitate towards one-on-one communication, brands should explore the use of 

social messaging to interact conversationally with customers, providing customer service or support while 

building relationships. 

Virtual and augmented reality are about to arrive: VR and AR technology is set to enter in a mainstream 

way as soon as 2017, and social platforms will embrace the change. For 

example, Facebook and YouTube have introduced 360-degree videos, paving the way for users to share 

interactive VR experiences. Brands should certainly prepare for the arrival of this technology, and those 

that canôt dive into VR/AR in the near term should focus on refining their abilities to produce memorable 

experiences (both digitally and in-person), which will translate to the technology down the road. 

Finding zen amid the social noise: Perhaps the most surprising trend that is finding traction is that of 

social media users seeking mindfulness, simplicity and calm as a reaction to our stressful, always-on digital 

world. For one example, there is a rise in users turning to YouTube videos intended for white noise and 

relaxation. Given this trend, some brands might want to distinguish themselves by offering fewer but 

higher-quality experiences, avoiding adding to the clutter and noise of social and being more effective in 

the process. 

By examining these trends and formulating a thoughtful game plan ahead of time, brands can deliver 

content and experiences that are exciting and fresh to customers, enhancing the brandôs standing as our 

social media behaviors continue to be renewed and reinvented. 

Nicole Teeters is a strategist at Wire Stone, an independent digital marketing agency for global Fortune 

1000 brands. 

 

6 Digital Trends in 2017 That Will Redefine Influence and Interaction for Marketers 

Edelman Digital makes its annual predictions By Kevin King 

http://fishbrain.com/
http://www.adweek.com/socialtimes/360-degree-videos/627148
http://www.adweek.com/socialtimes/youtube-360-degree-live-streaming-spatial-audio/638088
https://www.youtube.com/watch?v=0iFj0Ius7vo
http://wirestone.com/
http://www.adweek.com/contributor/kevin-king
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http://www.adweek.com/news/advertising-branding/6-digital-trends-2017-will-redefine-influence-and-

interaction-marketers-175143 

In 2016, we've seen mobile completely redefine how people interact with one another as well as with 

brands. And while social and mobile have had an indisputable impact on marketing, communications and 

business, in 2017, we're going to see old dogs with new tricks in areas such as content mixed with new 

dogs who want to change the game all together. Here are a few areas we've identified as part of Edelman 

Digital's annual trends predictions for 2017. 

Conversational experiences 

Messaging apps are becoming the new second home screen. Why now? There's a chatbot revolution 

going on, and it's primarily being fueled by the adoption of chatbots by major social and messaging 

platforms like Facebook Messenger, Google, Microsoft Skype, Salesforce, Slack, Twitter DM, WeChat, 

Kik and Line. Now that there are billions of daily users of messaging platforms who are accustomed to 

engaging with brands in the feeds, the platforms hope they will enable marketers with the ability to scale 

creative 1-to-1 engagement opportunities called "conversational experiences." These conversational 

experiences will bring together past revolutions in ecommerce and text services while highlighting the 

potential of artificial intelligence. 

Immersive content 

2017 is going to mark a turning point in the way audiences interact with and consume video content. 

Through the releases of the HTC Vive, Oculus Rift, PSVR and Niantic Labs' Pokemon Go on Unity, 

virtual reality and augmented reality became important technological breakthroughs in 2016. In 2017, we 

anticipate significant improvements in immersive devices as well as software. Also, look for efforts from 

brands with skin in the game to make using a headset culturally acceptable. 

Influencer marketing 

According to eMarketer, 2017 is predicted to mark a major milestone for digital advertisingðfor the first 

time, digital spending will surpass that of TV. So where will those dollars go? Considering the challenges 

marketers face with bot fraud, ad blocking, social algorithms and general skepticism, influencer 

marketing will play a renewed and central role in the marketing mix for 2017. Influencer marketing isn't 

new, but it will mature in 2017 as we see brands not only partnering with digital savvy Snapchatters and 

YouTubers but co-creating original content that can't be found anywhere else. 

Blockchain 

What Uber did for on-demand auto transformation Blockchain promises to do for financial transactions. 

And with $1.4 billion in venture-capital money in the past three years, 24 countries investing in Blockchain 

http://www.adweek.com/news/advertising-branding/6-digital-trends-2017-will-redefine-influence-and-interaction-marketers-175143
http://www.adweek.com/news/advertising-branding/6-digital-trends-2017-will-redefine-influence-and-interaction-marketers-175143
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technology for government services, 90-plus central banks engaged in related discussions, and 10 percent 

of global GDP to be traded via Blockchain technology by 2025-2027, it is important that marketers 

understand the potential implications for their business. We believe Blockchain technology will be a part 

of The Next Great Flattening and removal of middle-layer institutions. 

B2B 

Under increasing pressure to demonstrate tangible ROI on marketing and communications investments, 

business-to-business brands continue to adopt techniques including account based marketing, or ABM, 

marketing automation and advanced targeting. In 2017, we see B2B marketers aggressively moving away 

from basic awareness metrics toward identity-based KPIs that attribute high funnel marketing activities to 

downstream sales engagements and revenue generation. While some B2B brands will continue to 

experiment with emerging consumer-oriented technologies and platforms, we believe ROI pressure will 

lead marketers to seize ownership of the overall customer experience and create strategic alignment 

across marketing, communications, sales and IT.  

Sizzle meets steak: balancing what works today with what will work tomorrow 

There will be no shortage of steak or sizzle in 2017. As influencer marketing for example matures, brands 

will measure it with the same rigor applied to traditional, or "tradigital," media. Content that has largely 

become a commodity for brands and consumers will strive to dazzle us in multiple dimensions, seeking to 

stand apart from the crowd. For marketers and brand managers, our remit is clearðwe must master both 

the shiny and the substantial as part of our everyday roles and responsibilities. 2017 will be a year when 

we are tested on both fronts: being able to execute what we know works today with what we believe will 

work tomorrow. 

 

2016: The Year in Social Media 

From Facebook's math mistakes to LinkedIn's sale to Twitter's failed sale to Snapchat's rebrand, 2016 was 

a weird, unforgettable year. 

http://marketingland.com/2016-year-social-media-201695 

Oh, 2016. You were a year that may not be missed but cannot be forgotten. 

You were the year that a social network famed for spreading news got flamed for spreading fake news. 

The year the same social network, thatôs spent the past few years talking up its measurement capabilities, 

had to issue several mea culpas for math errors. The year the largest video network tried to become a 

http://marketingland.com/2016-year-social-media-201695
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social network as seemingly every social network tried to become a live video network. The year 

messaging apps matured. The year a rivalry between the next generation of social networks emerged. 

And the year one social network sold out while another failed to find a buyer. 

2016, you were a weird, unforgettable year. Hereôs what Iôll remember most. 

The year of fake news 

If on the internet no one knows youôre a dog, on Facebook no one knows if youôre lying. The social 

network got slammed for serving as a vessel for fake election news. How much that spread of 

falsehoods influenced the U.S. electorate is anyoneôs guess; how much it has impacted Facebookôs 

reputation is less of a guess. After CEO Mark Zuckerberg tried to downplay the issue ð claiming that a 

company, whose pitch to advertisers is its ability to influence customers, didnôt influence voters ð and 

after a group of Facebook employees secretly assembled a task force to take it on, Facebook finally took 

action. It will have outside news organizations fact-check disputed stories and label them as such when 

warranted, as part of an effort to stop the spread. 

The year Facebook messed up its math 

At the start of 2016, Facebook was the kid in class you nicknamed ñThe Human Calculator.ò By the end 

of 2016, Facebook was the kid in class who needed to borrow a calculator. First Facebook fessed up 

to incorrectly calculating videosô average watch time. Then it messed up on several more 

measurements. Then a couple more. Then another. And now, will there be others next year? 

The year of live video 

Live video became a feature for social networks in 2015. In 2016 it became a business. Facebook 

started paying media companies and celebrities to produce live streams and inserting ads within some 

broadcasts. Twitter signed deals with the NFL, CBS, Bloomberg, Cheddar and others to air ad-supported 

TV-style and actual TV broadcasts on its service. And both Facebook and Twitter ramped up their efforts 

to get normal people to live-stream on their platforms, as did Instagram and YouTube, which further 

ramped up its rivalry with Facebook by rolling out YouTube Community. 

The year Snapchat became Snap Inc. 

At the same time as Snapchat unveiled a new toy, the company behind it showed itôs not toying around. 

Snapchat the company rebranded as Snap Inc., which makes Snapchat the app as well as a pair of 

sunglasses that can record video. But Snapchat matured beyond sprouting its own parent and sibling. 

The app signed its first deals with media companies for original programming, added more deals with 

media companies for Discover, sold its first major Super Bowl campaign, stepped up the production of 

https://www.buzzfeed.com/craigsilverman/viral-fake-election-news-outperformed-real-news-on-facebook?utm_term=.uwG5Aql1v#.cn3DBMjOZ
http://www.theverge.com/2016/11/10/13594558/mark-zuckerberg-election-fake-news-trump
https://www.buzzfeed.com/sheerafrenkel/renegade-facebook-employees-form-task-force-to-battle-fake-n?utm_term=.rnVVN4l8Y#.oenAkwK93
http://www.nytimes.com/2016/12/15/technology/facebook-fake-news.html
http://www.nytimes.com/2016/12/15/technology/facebook-fake-news.html
http://marketingland.com/facebook-acknowledges-discrepancy-overstated-video-view-metric-192828
http://marketingland.com/facebook-measurement-update-metrics-viewability-verification-198304
http://marketingland.com/facebook-measurement-update-metrics-viewability-verification-198304
http://marketingland.com/facebook-discloses-new-measurement-errors-continues-hone-math-200416
http://marketingland.com/facebooks-latest-measurement-error-undercounted-instant-articles-traffic-201122
http://www.wsj.com/articles/facebook-signs-deals-with-media-companies-celebrities-for-facebook-live-1466533472
http://adage.com/article/digital/facebook-testing-mid-roll-video-ads-live-sources/305274/
http://adage.com/article/digital/facebook-testing-mid-roll-video-ads-live-sources/305274/
http://marketingland.com/twitter-will-sell-one-third-ads-nfl-thursday-game-streams-171797
http://marketingland.com/twitter-cbs-discuss-ad-sales-tied-democratic-republican-convention-livestreams-183879
http://marketingland.com/twitters-live-tv-lineup-grows-three-bloomberg-weekday-shows-184035
http://variety.com/2016/digital/news/twitter-cheddar-live-streaming-deal-1201858017/
http://marketingland.com/facebook-puts-spotlight-live-rare-hollywood-event-172149
http://marketingland.com/twitter-live-raises-questions-twitters-live-streaming-product-periscope-200860
http://marketingland.com/instagram-live-disappearing-video-198758
https://www.buzzfeed.com/craigsilverman/viral-fake-election-news-outperformed-real-news-on-facebook
http://marketingland.com/youtube-launches-youtube-community-beta-select-group-video-creators-191235
http://www.wsj.com/articles/snapchat-releases-first-hardware-product-spectacles-1474682719
http://marketingland.com/like-use-snap-inc-s-google-glass-like-spectacles-197947
http://marketingland.com/like-use-snap-inc-s-google-glass-like-spectacles-197947
http://marketingland.com/snapchat-will-air-first-nbcuniversal-show-discover-august-22-187476
http://digiday.com/brands/inside-gatorades-digital-ad-playbook-snapchat-facebook/
http://marketingland.com/snapchats-everest-live-story-showed-climbing-production-quality-apps-tv-like-format-181926
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Live Stories, shut down a low-quality way to watch those Live Stories and started up the ad-tech side of 

its business. 

The year Instagram versus Snapchat started 

A few years after Facebook tried to snap up Snapchat for $3 billion, Facebook has stepped up its efforts 

to smack it down. The social network has tried more than a dozen times to copy some of Snapchatôs 

features to dilute the appôs appeal, but to no avail. So this year it enlisted Instagram in the fight. In 

August Instagram copied one of Snapchatôs most popular features, Stories, and then rolled out its own 

version of Snapchatôs Live Stories. Since then the two apps volleyed back and forth, improving their 

respective versions to one-up each other. 

The year LinkedIn was bought and Twitter was not 

2016 didnôt start off great for LinkedIn or Twitter. LinkedIn had to lower its revenue expectations, which 

lowered its stock. And Twitter lost users, which lowered its stock. LinkedIn was eventually saved 

by selling to Microsoft for $26.2 billion. Twitter was for sale but couldnôt find a buyer, and while itôs started 

growing its audience again, itôs shed more top executives as well as Vine and is still trying to shed its 

harassment issues. 

The year the chat bots invaded 

Weôve been living with bots in our midst for years. Remember Clippy? But this year they joined us on 

Facebook Messenger. CNN has a Messenger bot to tell you the news. 1-800-Flowers has one to sell you 

flowers. Even Colonel Sanders has one. These bots are one way Facebook has tried to make 

Messenger more attractive to businesses in 2016, but not the only one. Messenger also started 

showing ads to help not only make marketers money but also Facebook. 

 

ʅʦʚʳʝ ʤʝʪʨʠʢʠ, ʫʤʥʘʷ ʣʝʥʪʘ, ʩʪʨʠʤʠʥʛ: ʠʟʤʝʥʝʥʠʷ ʚ ʩʦʮʩʝʪʷʭ ʟʘ 2016 ʛʦʜ ʚ 

ʚʠʜʝ ʢʘʣʝʥʜʘʨʷ-ʠʥʬʦʛʨʘʬʠʢʠ 

http://marketing.by/analitika/novye-metriki-umnaya-lenta-striming-izmeneniya-v-sotssetyakh-za-2016-

god-v-vide-kalendarya-infografi/ 

ɺ ʵʪʦʤ ʛʦʜʫ ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ ʚʥʝʜʨʠʣʠ ʮʝʣʳʡ ʨʷʜ ʩʫʱʝʩʪʚʝʥʥʳʡ ʠʟʤʝʥʝʥʠʡ. ʀʭ ʙʳʣʦ ʚʘʞʥʦ 

ʚʦʚʨʝʤʷ ʠʟʫʯʠʪʴ ʠ ʦʩʚʦʠʪʴ ʥʘ ʨʘʜʦʩʪʴ ʢʣʠʝʥʪʘʤ-ʙʨʝʥʜʘʤ. ɺ getbob digital agency ʧʨʦʘʥʘʣʠʟʠʨʦʚʘʣʠ 

ʢʣʶʯʝʚʳʝ ʥʦʚʰʝʩʪʚʘ ʠ ʨʘʩʩʢʘʟʳʚʘʶʪ ʦʙ ʦʧʳʪʝ ʠʭ ʠʩʧʦʣʴʟʦʚʘʥʠʷ. 

http://marketingland.com/snapchats-everest-live-story-showed-climbing-production-quality-apps-tv-like-format-181926
http://marketingland.com/snapchat-shuts-story-explorer-feature-live-stories-199442
http://adage.com/article/digital/inside-snapchat-s-ad-delivery-system/306172/
http://adage.com/article/digital/inside-snapchat-s-ad-delivery-system/306172/
http://www.wsj.com/articles/SB10001424052702303789604579196023009484870
http://marketingland.com/times-facebook-tried-snapchat-174645
http://marketingland.com/instagram-stories-latest-example-facebook-inc-copying-snapchat-186842
http://marketingland.com/instagram-now-copying-snapchats-live-stories-events-video-channels-188441
http://marketingland.com/instagram-now-copying-snapchats-live-stories-events-video-channels-188441
http://marketingland.com/snapchat-copies-two-instagrams-features-adds-world-lenses-197641
http://marketingland.com/instagram-stories-get-better-new-features-197855
http://www.recode.net/2016/2/4/11587586/linkedin-beats-the-street-but-stock-tanks-on-weak-2016-guidance
http://www.theverge.com/2016/2/10/10961776/twitter-q4-2015-earnings-user-base-stall-shrink
http://marketingland.com/microsoft-buys-linkedin-26-2-billion-180554
http://www.reuters.com/article/us-twitter-m-a-idUSKCN1252J0
http://www.recode.net/2016/10/5/13179256/twitter-salesforce-marc-benioff-salesforce-acquisition
http://marketingland.com/advertisers-know-twitters-q3-2016-earnings-call-196463
http://marketingland.com/advertisers-know-twitters-q3-2016-earnings-call-196463
http://www.recode.net/2016/12/21/14039536/twitter-executive-departure-2016-list
http://marketingland.com/twitter-will-shut-6-second-video-service-vine-196439
https://www.buzzfeed.com/charliewarzel/a-honeypot-for-assholes-inside-twitters-10-year-failure-to-s
https://www.buzzfeed.com/charliewarzel/a-honeypot-for-assholes-inside-twitters-10-year-failure-to-s
http://marketingland.com/faceboook-f8-172675
http://marketingland.com/faceboook-f8-172675
http://marketingland.com/ads-facebook-messenger-officially-197619
http://marketingland.com/ads-facebook-messenger-officially-197619
http://marketing.by/analitika/novye-metriki-umnaya-lenta-striming-izmeneniya-v-sotssetyakh-za-2016-god-v-vide-kalendarya-infografi/
http://marketing.by/analitika/novye-metriki-umnaya-lenta-striming-izmeneniya-v-sotssetyakh-za-2016-god-v-vide-kalendarya-infografi/
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ʅʝʙʦʣʴʰʦʝ ʧʨʠʤʝʯʘʥʠʝ: ʨʘʟʫʤʝʝʪʩʷ, ʩʫʱʝʩʪʚʫʝʪ ʤʥʦʞʝʩʪʚʦ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ. ʉ ʥʝʜʘʚʥʠʭ ʧʦʨ 

ʪʘʢʘʷ ʝʩʪʴ ʜʘʞʝ ʫ ʩʦʙʘʢ. ʅʦ ʥʘʠʙʦʣʝʝ ʟʥʘʯʠʤʳʤʠ ʜʣʷ ʤʥʦʛʠʭ ʢʣʠʝʥʪʦʚ ʦʩʪʘʶʪʩʷ Facebook, ɺʂ ʠ 

Instagram, ʧʦʵʪʦʤʫ ʘʢʮʝʥʪ ʠʤʝʥʥʦ ʥʘ ʥʠʭ.  

ʋʤʥʘʷ ʣʝʥʪʘ 

ʇʝʨʚʦʝ ʠʟ ʚʘʞʥʳʭ ʩʦʙʳʪʠʡ ʫʭʦʜʷʱʝʛʦ ʛʦʜʘ ʚ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ - ʠʟʤʝʥʝʥʠʷ ʚ ʘʣʛʦʨʠʪʤʘʭ 

ʬʦʨʤʠʨʦʚʘʥʠʷ ʥʦʚʦʩʪʥʳʭ ʣʝʥʪ. 

ʋ Facebook ʙʳʣ ʧʨʦʜʫʢʪʠʚʥʳʡ ʛʦʜ ï ʥʠ ʤʝʩʷʮʘ ʙʝʟ ʦʙʥʦʚʣʝʥʠʡ. ʉʦʮʩʝʪʴ ʚʥʦʚʴ ʠ ʚʥʦʚʴ ʤʝʥʷʣʘ 

ʤʝʭʘʥʠʟʤ ʨʘʥʞʠʨʦʚʘʥʠʷ ʠ ʪʝʧʝʨʴ ʚʳʚʦʜʠʪ ʚ ʪʦʧ ʣʝʥʪʳ ʪʝ ʧʫʙʣʠʢʘʮʠʠ, ʩ ʢʦʪʦʨʳʤʠ ʧʦʣʴʟʦʚʘʪʝʣʴ 

ʩʢʦʨʝʝ ʚʩʝʛʦ ʟʘʭʦʯʝʪ ʚʟʘʠʤʦʜʝʡʩʪʚʦʚʘʪʴ ʠ ʢʦʪʦʨʳʝ ʦʥ ʛʦʪʦʚ ʚʳʩʦʢʦ ʦʮʝʥʠʪʴ. ʇʨʠ ʵʪʦʤ ʧʨʷʤʳʝ 

ʪʨʘʥʩʣʷʮʠʠ ʨʘʥʞʠʨʫʶʪʩʷ ʚʳʰʝ, ʯʝʤ ʩʦʭʨʘʥʝʥʥʳʝ ʚʠʜʝʦ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ Facebook ʧʦʜʦʛʨʝʚʘʝʪ 

ʠʥʪʝʨʝʩ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʢ ʥʦʚʦʤʫ ʬʦʨʤʘʪʫ ʧʫʙʣʠʢʘʮʠʡ. ɺ ʩʚʦʝ ʚʨʝʤʷ ʧʦ ʘʥʘʣʦʛʠʠ ʚʳʰʝ ʚ ʣʝʥʪʝ 

ʧʦʜʥʠʤʘʣʠʩʴ ʬʦʪʦʛʨʘʬʠʠ ʠ ʚʠʜʝʦ. 

ɸʣʛʦʨʠʪʤ ʬʦʨʤʠʨʦʚʘʥʠʷ ʤʦʙʠʣʴʥʦʡ ʣʝʥʪʳ ʪʘʢʞʝ ʠʟʤʝʥʠʣʩʷ: ʪʝʧʝʨʴ ʯʝʤ ʜʦʣʴʰʝ ʧʦʣʴʟʦʚʘʪʝʣʴ 

ʧʨʦʩʤʘʪʨʠʚʘʝʪ ʧʫʙʣʠʢʘʮʠʶ ʩʦ ʩʩʳʣʢʦʡ, ʪʝʤ ʙʦʣʴʰʝ ʚʝʨʦʷʪʥʦʩʪʴ, ʯʪʦ Facebook ʧʦʢʘʞʝʪ ʝʝ ʠ ʜʨʫʛʠʤ 

ʣʶʜʷʤ. 

ʀʟʤʝʥʝʥʠʷ ʢʦʩʥʫʣʠʩʴ ʠ ʨʝʢʣʘʤʥʦʛʦ ʬʫʥʢʮʠʦʥʘʣʘ: ʚ ʥʘʯʘʣʝ 2016 ʛʦʜʘ ʧʦʷʚʠʣʩʷ ʠʥʩʪʨʫʤʝʥʪ 

Audience Optimization, ʢʦʪʦʨʳʡ ʧʦʟʚʦʣʷʝʪ ʜʝʤʦʥʩʪʨʠʨʦʚʘʪʴ ʧʫʙʣʠʢʘʮʠʠ ʪʦʣʴʢʦ ʦʧʨʝʜʝʣʝʥʥʳʤ 

ʩʝʛʤʝʥʪʘʤ ʘʫʜʠʪʦʨʠʠ. 

ɺ ʥʘʯʘʣʝ ʣʝʪʘ ɺʂʦʥʪʘʢʪʝ ʪʘʢʞʝ ʧʨʝʜʩʪʘʚʠʣ ñʫʤʥʫʶò ʣʝʥʪʫ, ʢʦʪʦʨʘʷ ʦʧʨʝʜʝʣʷʝʪ, ʢʘʢʘʷ ʠʥʬʦʨʤʘʮʠʷ 

ʚʘʞʥʘ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʷ, ʠ ʚʳʜʘʝʪ ʝʸ ʚ ʧʨʠʦʨʠʪʝʪʥʦʤ ʧʦʨʷʜʢʝ. ɺ ʨʝʟʫʣʴʪʘʪʝ ʩʦʨʪʠʨʦʚʢʠ ʦʪʩʝʢʘʝʪʩʷ 

ʩʧʘʤ ʠ ʠʥʬʦʨʤʘʮʠʦʥʥʳʡ ʰʫʤ. ɺ ʦʪʣʠʯʠʝ ʦʪ Facebook, ɺʂʦʥʪʘʢʪʝ ʥʝ ʥʘʚʷʟʳʚʘʝʪ ʥʦʚʳʡ ʘʣʛʦʨʠʪʤ 

ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʠ ʜʘʝʪ ʚʦʟʤʦʞʥʦʩʪʴ ʦʪʢʘʟʘʪʴʩʷ ʦʪ ʥʝʛʦ. ʅʝʩʤʦʪʨʷ ʥʘ ʵʪʦ, ʙʦʣʝʝ ʧʦʣʦʚʠʥʳ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʫʞʝ ʠʩʧʦʣʴʟʫʶʪ ʵʪʫ ʬʫʥʢʮʠʶ ʧʦ ʫʤʦʣʯʘʥʠʶ. 

Instagram ʣʝʪʦʤ ʪʘʢʞʝ ʚʥʸʩ ʠʟʤʝʥʝʥʠʷ ʚ ʘʣʛʦʨʠʪʤ ʣʝʥʪʳ. ʇʦʣʴʟʦʚʘʪʝʣʷʤ ʧʦ-ʧʨʝʞʥʝʤʫ ʜʦʩʪʫʧʥʳ 

ʚʩʝ ʬʦʪʦʛʨʘʬʠʠ, ʥʦ ʚ ʣʝʥʪʝ, ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ, ʧʦʢʘʟʳʚʘʶʪʩʷ ʪʝ ʠʟ ʥʠʭ, ʢʦʪʦʨʳʝ ʧʨʝʜʩʪʘʚʣʷʶʪ ʜʣʷ 

ʧʦʣʴʟʦʚʘʪʝʣʷ ʥʘʠʙʦʣʴʰʠʡ ʠʥʪʝʨʝʩ. ʉ ʪʦʯʢʠ ʟʨʝʥʠʷ ʠʩʢʫʩʩʪʚʝʥʥʦʛʦ ʠʥʪʝʣʣʝʢʪʘ :) 

ʏʪʦ ʵʪʦ ʟʥʘʯʠʪ ʜʣʷ ʙʨʝʥʜʦʚ 
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ɼʦʩʪʫʯʘʪʴʩʷ ʜʦ ʧʦʪʨʝʙʠʪʝʣʷ ʩʪʘʥʦʚʠʪʩʷ ʩʣʦʞʥʝʝ, ʪ.ʢ. ʦʨʛʘʥʠʯʝʩʢʠʡ ʦʭʚʘʪ ʟʘʧʠʩʝʡ ʩʥʠʞʘʝʪʩʷ. ʇʦ 

ʥʘʰʝʡ ʦʮʝʥʢʝ, ʚ ʩʨʝʜʥʝʤ ʧʫʙʣʠʢʘʮʠʠ ʩʦʦʙʱʝʩʪʚʘ ʚ Facebook ʚʠʜʷʪ ʦʪ 3 ʜʦ 6 % ʧʦʜʧʠʩʯʠʢʦʚ 

ʩʪʨʘʥʠʮ. 

ʊɸʂʀʄ ʆɹʈɸɿʆʄ, ʉʋʑɽʉʊɺʆɺɸɺʐʀʁ ʈɸʅɽɽ ɺ SMM ʅɽɻʃɸʉʅʓʁ ʇʈʀʆʈʀʊɽʊ ɺ ʅɸɹʆʈɽ 

ʇʆɼʇʀʉʏʀʂʆɺ (ʂɸʂ ʆʉʅʆɺʅʆɻʆ KPI) ʊɽʈʗɽʊ ʉʄʓʉʃ, ʊ.ʂ. ʆʉʅʆɺʅɸʗ ʏɸʉʊʔ 

ʇʆɼʇʀʉʏʀʂʆɺ ʅɽ ɺʀɼʀʊ ʂʆʅʊɽʅʊ ɹɽɿ ʇʃɸʊʅʆʁ ʇʆɼɼɽʈɾʂʀ. 

ʇʣʘʪʥʦʝ ʧʨʦʜʚʠʞʝʥʠʝ 

ɺ ʨʝʢʣʘʤʥʳʭ ʧʫʙʣʠʢʘʮʠʷʭ ʪʦʞʝ ʥʝʤʘʣʦ ʠʟʤʝʥʝʥʠʡ. ɺ ʥʘʯʘʣʝ ʛʦʜʘ ʨʝʢʣʘʤʥʳʝ ʧʫʙʣʠʢʘʮʠʠ ʩʪʘʣʠ 

ʚʳʚʦʜʠʪʴʩʷ ʚ ʣʝʥʪʘʭ iOS ʧʨʠʣʦʞʝʥʠʷ ɺʂʦʥʪʘʢʪʝ (ʜʦ ʵʪʦʛʦ ʦʥʠ ʦʪʦʙʨʘʞʘʣʠʩʴ ʪʦʣʴʢʦ ʥʘ ʜʝʩʢʪʦʧʝ ʠ 

ʚ Android ʧʨʠʣʦʞʝʥʠʠ). 

ʈʘʩʰʠʨʠʣʘʩʴ ʚʦʟʤʦʞʥʦʩʪʴ ʧʨʦʜʚʠʞʝʥʠʷ ʧʫʙʣʠʢʘʮʠʡ: ʝʩʣʠ ʨʘʥʴʰʝ ʚ ɺʢʦʥʪʘʢʪʝ ʧʨʦʜʚʠʛʘʪʴ ʟʘʧʠʩʠ 

ʤʦʛʣʠ ʣʠʰʴ ʘʜʤʠʥʠʩʪʨʘʪʦʨʳ ʢʨʫʧʥʳʭ ʩʦʦʙʱʝʩʪʚ ʩ ʯʠʩʣʦʤ ʧʦʜʧʠʩʯʠʢʦʚ ʙʦʣʝʝ 10.000, ʪʦ ʥʘʯʠʥʘʷ ʩ 

ʘʧʨʝʣʷ ʵʪʦʡ ʬʫʥʢʮʠʝʡ ʤʦʞʥʦ ʚʦʩʧʦʣʴʟʦʚʘʪʴʩʷ ʙʝʟ ʦʛʨʘʥʠʯʝʥʠʡ. 

ʀ, ʧʦʞʘʣʫʡ, ʩʘʤʦʝ ʠʥʪʝʨʝʩʥʦʝ ʦʙʥʦʚʣʝʥʠʝ: ʚ ʩʝʥʪʷʙʨʝ ʚʦ ɺʂʦʥʪʘʢʪʝ ʧʦʷʚʠʣʠʩʴ çʩʢʨʳʪʳʝ ʟʘʧʠʩʠè 

ð ʧʫʙʣʠʢʘʮʠʠ ʦʪ ʠʤʝʥʠ ʩʦʦʙʱʝʩʪʚ, ʢʦʪʦʨʳʝ ʤʦʞʥʦ ʧʨʦʜʚʠʛʘʪʴ ʙʝʟ ʦʪʦʙʨʘʞʝʥʠʷ ʚ ʩʚʦʝʤ 

ʩʦʦʙʱʝʩʪʚʝ. 

ʏʪʦ ʢʘʩʘʝʪʩʷ Facebook, ʪʦ ʚʝʩʥʦʡ ʩʦʮʩʝʪʴ ʦʪʤʝʥʠʣʘ ʧʨʘʚʠʣʦ 20%. ʈʘʥʝʝ ʚ ʨʝʢʣʘʤʥʳʭ ʦʙʲʷʚʣʝʥʠʷʭ 

ʠʟʦʙʨʘʞʝʥʠʷ, ʩʦʜʝʨʞʘʱʠʝ ʙʦʣʴʰʝ 20% ʪʝʢʩʪʘ ʦʪʢʣʦʥʷʣʠʩʴ, ʪʝʧʝʨʴ ʦʥʠ ʜʦʩʪʫʧʥʳ ʜʣʷ ʧʨʦʜʚʠʞʝʥʠʷ 

ʧʦ ʙʦʣʝʝ ʚʳʩʦʢʦʡ ʮʝʥʝ. 

ʏʪʦ ʵʪʦ ʟʥʘʯʠʪ ʜʣʷ ʙʨʝʥʜʦʚ 

ʇʣʘʪʥʦʝ ʧʨʦʜʚʠʞʝʥʠʝ ʟʥʘʯʠʪʝʣʴʥʦ ʫʚʝʣʠʯʠʚʘʝʪ ʦʭʚʘʪ ʧʫʙʣʠʢʘʮʠʡ ʩʨʝʜʠ ʮʝʣʝʚʦʡ ʘʫʜʠʪʦʨʠʠ, 

ʩʝʛʤʝʥʪ ʢʦʪʦʨʦʡ ʤʦʞʥʦ ʪʦʯʥʦ ʦʙʦʟʥʘʯʠʪʴ ʩ ʧʦʤʦʱʴʶ ʪʘʨʛʝʪʠʥʛʘ. ʇʦʪʝʥʮʠʘʣʴʥʦ ʮʝʣʝʚʦʝ 

ʧʨʦʜʚʠʞʝʥʠʝ ʚʝʜʝʪ ʢ ʙʦʣʴʰʝʤʫ ʚʦʚʣʝʯʝʥʠʶ ʚ ʧʫʙʣʠʢʘʮʠʶ. 
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ʈʝʟʫʣʴʪʘʪʳ ʧʫʙʣʠʢʘʮʠʠ ʚ ʩʦʦʙʱʝʩʪʚʝ DYNAMI:T ʙʝʟ ʧʣʘʪʥʦʛʦ ʧʨʦʤʦʪʠʨʦʚʘʥʠʷ: 46 ʦʪʤʝʪʦʢ 

çʅʨʘʚʠʪʩʷè 

 

ʈʝʟʫʣʴʪʘʪʳ ʧʫʙʣʠʢʘʮʠʠ ʚ ʩʦʦʙʱʝʩʪʚʝ DYNAMI:T ʧʦʩʣʝ ʧʨʦʤʦʪʠʨʦʚʘʥʠʷ: 4 148 ʦʪʤʝʪʦʢ çʅʨʘʚʠʪʩʷè 

ʅʘʣʠʯʠʝ ʩʢʨʳʪʳʭ ʧʫʙʣʠʢʘʮʠʡ ʫʤʝʥʴʰʘʝʪ ʦʙʲʝʤ ʧʨʷʤʦʡ ʨʝʢʣʘʤʳ ʚ ʣʝʥʪʝ ʩʦʦʙʱʝʩʪʚʘ. ʈʘʟʥʳʝ 

ʢʦʤʤʫʥʠʢʘʪʠʚʥʳʝ ʧʦʩʣʘʥʠʷ ʪʝʧʝʨʴ ʤʦʞʥʦ ʪʘʨʛʝʪʠʨʦʚʘʪʴ ʥʘ ʨʘʟʥʳʝ ʩʝʛʤʝʥʪʳ, ʯʪʦ ʫʚʝʣʠʯʠʚʘʝʪ 
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ʨʝʣʝʚʘʥʪʥʦʩʪʴ ʩʦʦʙʱʝʥʠʡ. ɹʣʘʛʦʜʘʨʷ ʫʟʢʦʤʫ ʩʝʛʤʝʥʪʠʨʦʚʘʥʠʶ, ʩʢʨʳʪʳʝ ʧʦʩʪʳ ʧʦʟʚʦʣʷʶʪ 

ʧʨʠʚʣʝʯʴ ʧʦʜʧʠʩʯʠʢʦʚ ʧʦ ʙʦʣʝʝ ʥʠʟʢʦʡ ʩʪʦʠʤʦʩʪʠ, ʯʝʤ ʩʪʘʥʜʘʨʪʥʳʝ ʪʠʟʝʨʳ.  

ʅʘʧʨʠʤʝʨ, ʚ ʩʦʦʙʱʝʩʪʚʝ velcom likes ʩʢʨʳʪʘʷ ʟʘʧʠʩʴ ʩʥʠʟʠʣʘ ʩʪʦʠʤʦʩʪʴ ʚʩʪʫʧʣʝʥʠʷ ʚ 6 ʨʘʟ. 

 

ʅʦʚʳʝ ʤʝʪʨʠʢʠ (ʩʯʝʪʯʠʢʠ ʵʬʬʝʢʪʠʚʥʦʩʪʠ) 

ʉʠʩʪʝʤʘ ʩʙʦʨʘ ʩʪʘʪʠʩʪʠʢʠ ʪʘʢʞʝ ʧʦʜʚʝʨʛʣʘʩʴ ʠʟʤʝʥʝʥʠʷʤ ʚ ʣʫʯʰʫʶ ʩʪʦʨʦʥʫ. 

ɺ ʤʘʨʪʝ ɺʂʦʥʪʘʢʪʝ ʨʘʟʜʝʣʠʣ ʦʭʚʘʪ ʟʘʧʠʩʝʡ ʥʘ ʦʙʱʠʡ, ʨʝʢʣʘʤʥʳʡ, ʚʠʨʘʣʴʥʳʡ (ʣʶʜʠ, ʢʦʪʦʨʳʝ ʥʝ 

ʧʦʜʧʠʩʘʥʳ ʥʘ ʩʦʦʙʱʝʩʪʚʦ, ʥʦ ʫʚʠʜʝʣʠ ʟʘʧʠʩʴ ʥʘ ʩʪʨʘʥʠʮʝ ʜʨʫʛʦʛʦ ʧʦʣʴʟʦʚʘʪʝʣʷ) ʠ ʦʭʚʘʪ 

ʧʦʜʧʠʩʯʠʢʦʚ. 
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ʉʧʫʩʪʷ ʧʘʨʫ ʜʥʝʡ Facebook ʜʦʙʘʚʠʣ ʨʘʩʰʠʨʝʥʥʫʶ ʩʪʘʪʠʩʪʠʢʫ ʜʣʷ ʚʠʜʝʦ. ʊʝʧʝʨʴ ʤʦʞʥʦ ʧʦʣʫʯʠʪʴ 

ʢʦʥʢʨʝʪʥʳʝ ʜʘʥʥʳʝ ʧʦ ʢʦʣʠʯʝʩʪʚʫ ʦʨʛʘʥʠʯʝʩʢʠʭ ʠ ʧʣʘʪʥʳʭ ʧʨʦʩʤʦʪʨʦʚ, ʨʘʩʧʨʝʜʝʣʝʥʠʶ 

ʧʨʦʩʤʦʪʨʦʚ ʧʦ ʜʘʪʘʤ. 
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ʃʠʜʝʨʦʤ ʠʟʤʝʥʝʥʠʡ ʚ ʩʪʘʪʠʩʪʠʢʝ ʩʪʘʣ Instagram. ɺ ʥʘʯʘʣʝ ʛʦʜʘ ʢʦʤʧʘʥʠʷ ʟʘʧʫʩʪʠʣʘ ʩʯʸʪʯʠʢʠ 

ʧʨʦʩʤʦʪʨʦʚ ʜʣʷ ʚʠʜʝʦ. ɸ ʣʝʪʦʤ ʧʨʝʜʩʪʘʚʠʣʘ ʬʦʨʤʘʪ ʙʠʟʥʝʩ-ʧʨʦʬʠʣʝʡ, ʙʣʘʛʦʜʘʨʷ ʢʦʪʦʨʳʤ 

ʢʦʤʧʘʥʠʠ ʧʦʣʫʯʠʣʠ ʜʦʩʪʫʧ ʢ ʩʪʘʪʠʩʪʠʢʝ ʩʚʦʠʭ ʘʢʢʘʫʥʪʦʚ. 

 

ʏʪʦ ʵʪʦ ʟʥʘʯʠʪ ʜʣʷ ʙʨʝʥʜʦʚ 

ʅʦʚʳʝ ʠʥʩʪʨʫʤʝʥʪʳ ʩʪʘʪʠʩʪʠʢʠ ʧʦʟʚʦʣʷʶʪ ʵʬʬʝʢʪʠʚʥʝʝ ʦʮʝʥʠʚʘʪʴ ʨʘʟʤʝʱʝʥʠʝ ʢʦʥʪʝʥʪʘ ʚ 

ʢʦʥʢʨʝʪʥʦʡ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ ð ʝʛʦ ʦʭʚʘʪ ʠ ʚʦʚʣʝʯʝʥʥʦʩʪʴ ʘʫʜʠʪʦʨʠʠ. 

ʉʪʨʠʤʠʥʛ 

ʉʦʮʠʘʣʴʥʳʝ ʩʝʪʠ ʩʪʘʣʠ ʘʢʪʠʚʥʦ ʚʥʝʜʨʷʪʴ ʬʫʥʢʮʠʶ ʧʨʷʤʳʭ ʪʨʘʥʩʣʷʮʠʡ. 

ɺ ʬʝʚʨʘʣʝ ʩʝʨʚʠʩ Facebook Live ʩʪʘʣ ʜʦʩʪʫʧʝʥ ʚ ɹʝʣʘʨʫʩʠ. ɸ ʚ ʠʶʣʝ ʤʘʢʩʠʤʘʣʴʥʦʝ ʚʨʝʤʷ 

ʪʨʘʥʩʣʷʮʠʠ ʫʚʝʣʠʯʠʣʦʩʴ ʜʦ 4 ʯʘʩʦʚ. 

ʂ ʢʦʥʮʫ ʛʦʜʘ ʦ ʧʦʷʚʣʝʥʠʠ ʧʨʷʤʳʭ ʪʨʘʥʩʣʷʮʠʡ ʩʦʦʙʱʠʣ ʠ Instagram. ʕʪʦ ʵʚʦʣʶʮʠʷ ʝʱʸ ʦʜʥʦʛʦ 

ʠʥʩʪʨʫʤʝʥʪʘ - Instagram Stories. ʇʨʷʤʳʝ ʪʨʘʥʩʣʷʮʠʠ ʜʣʷʪʩʷ 1 ʯʘʩ ʠ ʫʜʘʣʷʶʪʩʷ ʩʨʘʟʫ ʧʦʩʣʝ 

ʟʘʚʝʨʰʝʥʠʷ. 

ɺ ɺʢʦʥʪʘʢʪʝ ʬʫʥʢʮʠʷ ʪʨʘʥʩʣʷʮʠʡ ʧʦʢʘ ʜʦʩʪʫʧʥʘ ʚ ʨʝʞʠʤʝ ʪʝʩʪʠʨʦʚʘʥʠʷ. 

ʏʪʦ ʵʪʦ ʟʥʘʯʠʪ ʜʣʷ ʙʨʝʥʜʦʚ 
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ʀʩʧʦʣʴʟʦʚʘʥʠʝ ʧʨʷʤʳʭ ʪʨʘʥʩʣʷʮʠʡ ð ʭʦʨʦʰʠʡ ʩʧʦʩʦʙ ʦʩʚʝʪʠʪʴ ʠʥʪʝʨʝʩʥʦʝ ʩʦʙʳʪʠʝ, ʫʚʝʣʠʯʠʪʴ 

ʦʭʚʘʪ ʩʚʦʠʭ ʧʫʙʣʠʢʘʮʠʡ ʠ ʚʦʚʣʝʯʝʥʠʝ. 
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ʋʭʦʜʷʱʠʡ ʛʦʜ ʦʢʘʟʘʣʩʷ ʙʦʛʘʪ ʥʘ ʦʙʥʦʚʣʝʥʠʷ. ʈʝʟʫʣʴʪʘʪʳ ʵʪʠʭ ʠʟʤʝʥʝʥʠʡ ʤʳ ʦʮʝʥʠʤ ʫʞʝ ʚ 2017 

ʛʦʜʫ.  ʀ (ʫʚʝʨʝʥʳ) ʩʦʚʩʝʤ ʩʢʦʨʦ ʤʳ ʧʦʣʫʯʠʤ ʝʱʝ ʙʦʣʴʰʝ ʥʦʚʳʭ ʬʫʥʢʮʠʡ ʠ ʚʦʟʤʦʞʥʦʩʪʝʡ. 

ʉ ʥʘʩʪʫʧʘʶʱʠʤʠ ʧʨʘʟʜʥʠʢʘʤʠ! 
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ʇʦʜʙʦʨʢʫ ʧʦʜʛʦʪʦʚʠʣ ɸʥʜʨʝʡ ɹʦʛʘʯ, Social Media ʤʝʥʝʜʞʝʨ getbob digital agency. 

 

SEARCHéééééé.éééééééééééééééééééééééééé 

ʀʪʦʛʠ ʛʦʜʘ 2016: ʢʦʥʪʝʢʩʪʥʘʷ ʨʝʢʣʘʤʘ 

ʂʦʣʦʥʢʘ ʀʚʘʥʘ ɸʢʠʤʦʚʘ, ʘʢʢʘʫʥʪ-ʜʠʨʝʢʪʦʨʘ ArrowMedia (ʚʭʦʜʠʪ ʚ Kokoc Group) 

http://www.sostav.ru/publication/trendy-2016-i-prognozy-na-2017-god-v-kontekstnoj-reklame-24979.html 

ɺ 2016 ʛʦʜʫ ʢʦʥʪʝʢʩʪʥʘʷ ʨʝʢʣʘʤʘ ʩʪʘʣʘ ʠʥʪʝʨʝʩʥʝʡ ʠ ʥʘʛʣʷʜʥʝʡ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʠʥʪʝʨʥʝʪʘ. ɸ 

ʩʧʝʮʠʘʣʠʩʪʘʤ ʧʦ ʢʦʥʪʝʢʩʪʥʦʡ ʨʝʢʣʘʤʝ ʪʝʧʝʨʴ ʫʜʦʙʥʝʝ ʨʘʙʦʪʘʪʴ. ɹʣʘʛʦʜʘʨʷ ʘʚʪʦʤʘʪʠʟʘʮʠʠ 

ʦʪʜʝʣʴʥʳʭ ʧʨʦʮʝʩʩʦʚ ʧʦʷʚʠʣʘʩʴ ʚʦʟʤʦʞʥʦʩʪʴ ʠ ʜʣʷ ʢʨʝʘʪʠʚʘ. ʀʚʘʥ ɸʢʠʤʦʚ - ʘʢʢʘʫʥʪ-ʜʠʨʝʢʪʦʨ 

ArrowMedia (ʚʭʦʜʠʪ ʚ Kokoc Group) ʨʘʩʩʢʘʟʳʚʘʝʪ ʦʙ ʦʩʥʦʚʥʳʭ ʩʦʙʳʪʠʷʭ ʫʭʦʜʷʱʝʛʦ ʛʦʜʘ ʚ ʩʬʝʨʝ 

ʢʦʥʪʝʢʩʪʘ ʠ ʜʝʣʘʝʪ ʧʨʦʛʥʦʟ ʥʘ ʛʦʜ ʧʨʝʜʩʪʦʷʱʠʡ. 

ʇʝʨʚʳʡ ʩʨʝʜʠ ʨʘʚʥʳʭ 

Google ʯʘʱʝ ʚʩʝʛʦ ʦʧʝʨʝʞʘʝʪ ʦʩʥʦʚʥʦʛʦ ʨʦʩʩʠʡʩʢʦʛʦ ʢʦʥʢʫʨʝʥʪʘ ʧʦ ʩʢʦʨʦʩʪʠ ʚʥʝʜʨʝʥʠʷ ʥʦʚʠʥʦʢ ʚ 

ʩʚʦʠ ʨʝʢʣʘʤʥʳʝ ʩʠʩʪʝʤʳ. ʆʥ ʦʪʩʪʘʚʘʣ ʣʠʰʴ ʚ ʦʜʥʦʤ: ʪʝʢʩʪʦʚʳʝ ʦʙʲʷʚʣʝʥʠʷ ʚ Adwords ʠʤʝʣʠ 

ʤʝʥʴʰʠʡ ʦʙʲʝʤ. ʊʘʢ ʯʪʦ ʦʙʥʦʚʣʝʥʠʝ çʈʘʟʚʝʨʥʫʪʳʝ ʦʙʲʷʚʣʝʥʠʷè, ʧʨʦʠʟʚʝʜʝʥʥʦʝ ʚ ʘʚʛʫʩʪʝ 2016 

ʛʦʜʘ, ʙʳʣʦ ʦʞʠʜʘʝʤʳʤ ʠ ʧʦʟʚʦʣʠʣʦ ʢʦʤʧʘʥʠʠ ʩʫʱʝʩʪʚʝʥʥʦ ʧʦʪʝʩʥʠʪʴ çʗʥʜʝʢʩè. 

ʀʥʩʪʨʫʤʝʥʪʳ ʪʝʧʝʨʴ ʧʦʟʚʦʣʷʶʪ ʜʦʙʘʚʠʪʴ ʚʪʦʨʦʡ ʟʘʛʦʣʦʚʦʢ, ʘ ʦʙʲʝʤ ʚʚʦʜʘ ʦʧʠʩʘʥʠʷ ʫʚʝʣʠʯʠʣʩʷ 

ʥʘ 10 ʩʠʤʚʦʣʦʚ. ɹʨʝʥʜʳ ʤʦʛʫʪ ʨʘʩʩʢʘʟʳʚʘʪʴ ʦʙ ʫʩʣʫʛʝ/ʪʦʚʘʨʝ ʙʦʣʴʰʝ ʠ ʘʢʮʝʥʪʠʨʦʚʘʪʴ ʚʥʠʤʘʥʠʝ 

ʥʘ ʝʛʦ ʢʦʥʢʫʨʝʥʪʥʳʭ ʧʨʝʠʤʫʱʝʩʪʚʘʭ. ʅʝʢʦʪʦʨʳʝ ʤʝʥʝʜʞʝʨʳ ʧʦʥʘʯʘʣʫ ʜʘʞʝ ʥʝ ʟʥʘʣʠ, çʯʪʦ 

ʜʦʙʘʚʠʪʴè. ʆʜʥʘʢʦ ʫ ʥʠʭ ʚʩʝ ʝʱʝ ʝʩʪʴ ʚʨʝʤʷ ʧʨʠʚʳʢʥʫʪʴ: ʜʦ ʢʦʥʮʘ ʜʝʢʘʙʨʷ Google ʨʘʟʨʝʰʘʝʪ 

ʠʩʧʦʣʴʟʦʚʘʪʴ ʩʪʘʨʳʡ ʠ ʥʦʚʳʡ ʬʦʨʤʘʪʳ ʦʙʲʷʚʣʝʥʠʡ, ʘ ʩ ʷʥʚʘʨʷ ʙʫʜʝʪ ʨʘʙʦʪʘʪʴ ʪʦʣʴʢʦ ʥʦʚʳʡ.  

http://www.sostav.ru/publication/trendy-2016-i-prognozy-na-2017-god-v-kontekstnoj-reklame-24979.html
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ɺʪʦʨʦʝ ʛʣʦʙʘʣʴʥʦʝ ʥʦʚʦʚʚʝʜʝʥʠʝ Google ï ʧʦʷʚʣʝʥʠʝ ʪʘʢ ʥʘʟʳʚʘʝʤʳʭ çʘʜʘʧʪʠʚʥʳʭè ʦʙʲʷʚʣʝʥʠʡ 

ʚ ʢʦʥʪʝʢʩʪʥʦ-ʤʝʜʠʡʥʦʡ ʩʝʪʠ. ʈʘʥʴʰʝ ʜʚʘ ʪʠʧʘ ʨʝʢʣʘʤʳ: ʪʝʢʩʪʦʚʘʷ ʠ ʛʨʘʬʠʯʝʩʢʘʷ ʚ ʚʠʜʝ ʛʦʪʦʚʳʭ 

ʙʘʥʥʝʨʦʚ (ʚ ʤʦʞʥʦ ʠʩʧʦʣʴʟʦʚʘʪʴ ʪʝʢʩʪ, ʥʦ ʤʝʥʷʪʴ ʝʛʦ ʥʝʣʴʟʷ) ʩʫʱʝʩʪʚʦʚʘʣʠ ʦʪʜʝʣʴʥʦ. 

ʅʦʚʳʡ ʬʦʨʤʘʪ ʧʨʝʜʧʦʣʘʛʘʝʪ ʚʘʨʠʘʪʠʚʥʦʩʪʴ. ʄʝʥʝʜʞʝʨ ʧʦ ʢʦʥʪʝʢʩʪʫ ʟʘʧʦʣʥʷʝʪ ʬʦʨʤʫ ʚ 

ʨʝʢʣʘʤʥʦʤ ʦʙʲʷʚʣʝʥʠʠ: ʜʦʙʘʚʣʷʝʪ ʪʝʢʩʪ, ʨʘʟʥʳʝ ʢʘʨʪʠʥʢʠ ʠ ʟʘʛʦʣʦʚʢʠ. ɸ Google ʩʘʤʦʩʪʦʷʪʝʣʴʥʦ 

ʢʦʤʧʦʥʫʝʪ ʩʦʩʪʘʚʣʷʶʱʠʝ, ʠʩʭʦʜʷ ʠʟ ʧʘʨʘʤʝʪʨʦʚ ʠ ʜʠʟʘʡʥʘ ʧʣʦʱʘʜʢʠ, ʥʘ ʢʦʪʦʨʦʡ ʧʦʢʘʞʝʪʩʷ 

ʦʙʲʷʚʣʝʥʠʝ. 

ʂ ʧʨʠʤʝʨʫ, ʢʦʛʜʘ ʥʘʰʘ ʨʝʢʣʘʤʘ ʪʫʨʦʧʝʨʘʪʦʨʘ ʙʳʣʘ ʚʥʝʜʨʝʥʘ ʥʘ ʥʦʚʦʩʪʥʦʡ ʩʘʡʪ, ʩʠʩʪʝʤʘ ʚʳʙʨʘʣʘ 

ʢʦʨʦʪʢʠʡ ʠʥʬʦʨʤʘʪʠʚʥʳʡ ʟʘʛʦʣʦʚʦʢ, ʤʘʣʝʥʴʢʫʶ ʢʘʨʪʠʥʢʫ. ɸ ʚ ʩʣʫʯʘʝ ʜʝʤʦʥʩʪʨʘʮʠʠ ʥʘ ʞʝʥʩʢʦʤ 

ʧʦʨʪʘʣʝ, Adwords ʦʩʪʘʚʠʣ ʜʣʠʥʥʳʡ, çʤʘʥʢʠʡè ʟʘʛʦʣʦʚʦʢ ʠ ʚʳʙʨʘʣ ʜʣʷ ʧʦʢʘʟʘ ʷʨʢʦʝ ʬʦʪʦ.  

 

ʅʘʪʠʚʥʳʡ ʬʦʨʤʘʪ ʭʦʨʦʰʦ ʧʦʢʘʟʘʣ ʩʝʙʷ ʚ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ. ɺʦʪ ʠ Google ʨʝʰʠʣ ʧʦʚʳʩʠʪʴ ʧʨʦʮʝʥʪ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʢʦʪʦʨʳʤ ʨʝʢʣʘʤʘ ʥʨʘʚʠʪʩʷ. ʇʨʝʜʧʦʣʘʛʘʝʪʩʷ, ʯʪʦ ʘʜʘʧʪʠʚʥʳʝ ʦʙʲʷʚʣʝʥʠʷ ʧʦʚʳʩʷʪ 

ʯʠʩʣʦ ʧʝʨʝʭʦʜʦʚ ʥʘ ʩʘʡʪ. 
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ɺ Adwords ʟʘ ʛʦʜ ʧʦʷʚʠʣʦʩʴ ʥʝʩʢʦʣʴʢʦ ʜʦʧʦʣʥʠʪʝʣʴʥʳʭ ʨʘʩʰʠʨʝʥʠʡ. çʉʪʨʫʢʪʫʨʠʨʦʚʘʥʥʦʝ 

ʦʧʠʩʘʥʠʝè - ʝʱʝ ʦʜʥʘ ʩʪʨʦʯʢʘ ʚ ʦʙʲʷʚʣʝʥʠʠ, ʧʦʢʘʟʳʚʘʶʱʘʷ ʧʦʣʴʟʦʚʘʪʝʣʶ ʚʘʞʥʫʶ 

ʜʦʧʦʣʥʠʪʝʣʴʥʫʶ ʠʥʬʦʨʤʘʮʠʶ ʚ ʩʞʘʪʦʤ ʚʠʜʝ. ʉʘʣʦʥ ʢʨʘʩʦʪʳ ʤʦʞʝʪ ʜʦʙʘʚʠʪʴ ʚ ʦʙʲʷʚʣʝʥʠʝ 

ʧʝʨʝʯʠʩʣʝʥʠʝ ʢʦʥʢʨʝʪʥʳʭ ʫʩʣʫʛ, ʥʘʧʨʠʤʝʨ, ʧʦʧʫʣʷʨʥʳʝ: çɾʝʥʩʢʠʝ, ʤʫʞʩʢʠʝ, ʜʝʪʩʢʠʝ ʩʪʨʠʞʢʠ. 

ɼʝʪʩʢʠʡ ʤʘʥʠʢʶʨè. 

  

ʈʘʩʰʠʨʝʥʠʝ çʉʦʦʙʱʝʥʠʷè ʧʦʟʚʦʣʷʝʪ ʧʦʪʝʥʮʠʘʣʴʥʳʤ ʢʣʠʝʥʪʘʤ ʟʘʜʘʚʘʪʴ ʚʦʧʨʦʩʳ ʙʨʝʥʜʫ 

ʥʘʧʨʷʤʫʶ ʠʟ ʚʳʜʘʯʠ Google. ʅʘʞʘʚ ʚ ʦʙʲʷʚʣʝʥʠʠ ʥʘ ʢʥʦʧʢʫ: çʅʘʧʠʰʠʪʝ ʥʘʤ, ʯʪʦʙʳ ʫʟʥʘʪʴ 

ʙʦʣʴʰʝè, ʧʦʣʴʟʦʚʘʪʝʣʴ ʫʚʠʜʠʪ ʦʢʥʦ ʤʝʩʩʝʥʜʞʝʨʘ ʠ ʩʤʦʞʝʪ ʧʦʦʙʱʘʪʴʩʷ ʩ ʧʨʝʜʩʪʘʚʠʪʝʣʝʤ 

ʢʦʤʧʘʥʠʠ. 

  

 çʇʦʢʘʟ ʮʝʥʳè ʚ ʦʙʲʷʚʣʝʥʠʠ ʵʢʦʥʦʤʠʪ ʚʨʝʤʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʥʘ ʧʨʠʥʷʪʠʝ ʨʝʰʝʥʠʷ ʦ ʧʦʢʫʧʢʝ, ʘ 

ʪʘʢʞʝ ʩʧʦʩʦʙʝʥ ʩʨʘʟʫ ʚ ʨʝʟʫʣʴʪʘʪʘʭ ʚʳʜʘʯʠ ʧʨʠʚʣʝʯʴ ʠʭ ʚʥʠʤʘʥʠʝ ʚʳʛʦʜʥʳʤ ʧʨʝʜʣʦʞʝʥʠʝʤ. 
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 Google ʫʣʫʯʰʠʣ ʨʝʢʣʘʤʥʳʡ ʩʝʨʚʠʩ ʥʝ ʪʦʣʴʢʦ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʠʥʪʝʨʥʝʪʘ, ʥʦ ʠ ʜʣʷ ʩʧʝʮʠʘʣʠʩʪʦʚ 

ʧʦ ʢʦʥʪʝʢʩʪʫ. ɺ ʵʪʦʤ ʛʦʜʫ ʚ Adwords ʜʦʙʘʚʠʣʘʩʴ ʚʦʟʤʦʞʥʦʩʪʴ ʢʦʨʨʝʢʪʠʨʦʚʘʪʴ ʩʪʘʚʢʠ ʦʜʥʦʡ 

ʢʘʤʧʘʥʠʠ ʧʦ ʪʨʝʤ ʨʘʟʥʳʤ ʪʠʧʘʤ ʫʩʪʨʦʡʩʪʚ: ʢʦʤʧʴʶʪʝʨʳ, ʧʣʘʥʰʝʪʳ ʠ ʩʤʘʨʪʬʦʥʳ. ʊʝʧʝʨʴ 

ʧʦʣʫʯʠʪʩʷ ʚʥʦʩʠʪʴ ʦʪʜʝʣʴʥʳʝ ʠʟʤʝʥʝʥʠʷ, ʢ ʧʨʠʤʝʨʫ, ʪʦʣʴʢʦ ʚ ʢʘʪʝʛʦʨʠʶ ʧʣʘʥʰʝʪʦʚ, ʥʝ ʟʘʪʨʘʛʠʚʘʷ 

ʜʨʫʛʠʝ ʪʠʧʳ ʫʩʪʨʦʡʩʪʚ ʚ ʢʘʤʧʘʥʠʠ. 

ɼʦʛʥʘʪʴ ʠ ʧʝʨʝʛʥʘʪʴ 

çʗʥʜʝʢʩè ʚ ʵʪʦʤ ʛʦʜʫ ʚ ʙʫʢʚʘʣʴʥʦʤ ʩʤʳʩʣʝ ʰʝʣ ʧʦ ʩʪʦʧʘʤ Google. ʊʘʢ, ʨʘʟʨʘʙʦʪʯʠʢʠ çɼʠʨʝʢʪʘè 

ʜʦʙʘʚʠʣʠ çʋʪʦʯʥʝʥʠʷè - ʨʘʩʰʠʨʝʥʠʝ, ʢʦʪʦʨʦʝ ʫʞʝ ʜʘʚʥʦ ʠʩʧʦʣʴʟʦʚʘʣ ʢʦʥʢʫʨʝʥʪ. ʆʥʦ ʧʦʟʚʦʣʷʝʪ 

ʧʦʤʝʱʘʪʴ ʙʦʣʴʰʝ ʠʥʬʦʨʤʘʮʠʠ ʧʦʜ ʦʩʥʦʚʥʳʤ ʪʝʢʩʪʦʤ ʦʙʲʷʚʣʝʥʠʷ. ʅʦ ʵʪʦ ʧʨʝʠʤʫʱʝʩʪʚʦ ʢʘʩʘʝʪʩʷ 

ʪʦʣʴʢʦ ʧʝʨʚʦʡ ʧʦʟʠʮʠʠ  ʩʧʝʮʨʘʟʤʝʱʝʥʠʷ. 

 

 ɺ 2016 ʛʦʜʫ çʗʥʜʝʢʩè ʧʦʟʚʦʣʠʣ ʢʣʠʝʥʪʘʤ ʦʪʢʘʟʳʚʘʪʴʩʷ ʦʪ ʪʝʢʩʪʦʚʦʛʦ ʩʦʦʙʱʝʥʠʷ ʚ ʨʝʢʣʘʤʝ. ʂ 

ʧʨʠʤʝʨʫ, ʦʙʲʷʚʣʝʥʠʝ ʤʘʛʘʟʠʥʘ ʤʝʙʝʣʠ ʨʘʥʴʰʝ ʩʦʜʝʨʞʘʣʦ ʬʦʪʦ ʜʠʚʘʥʘ ʠ ʩʣʦʚʝʩʥʦʝ 

ʩʦʧʨʦʚʦʞʜʝʥʠʝ ʪʠʧʘ: çʅʠʟʢʠʝ ʮʝʥʳ ʥʘ ʤʷʛʢʫʶ ʤʝʙʝʣʴè. ʊʝʧʝʨʴ ʵʪʫ çʧʨʠʧʠʩʢʫè ʤʦʞʥʦ ʧʦʤʝʩʪʠʪʴ 
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ʩʨʘʟʫ ʥʘ ʙʘʥʥʝʨʝ ʚ ʚʠʜʝ ʩʣʦʛʘʥʘ, ʘ ʥʝ ʨʷʜʦʤ ʩ ʢʘʨʪʠʥʢʦʡ. ɽʩʪʴ ʦʧʮʠʷ ʧʦʣʥʦʛʦ ʦʪʢʘʟʘ ʦʪ ʪʝʢʩʪʦʚʦʛʦ 

ʩʦʧʨʦʚʦʞʜʝʥʠʷ: ʪʦʣʴʢʦ ʠʟʦʙʨʘʞʝʥʠʝ ʠ ʣʦʛʦʪʠʧ ʙʨʝʥʜʘ çʙʝʟ ʣʠʰʥʠʭ ʩʣʦʚè. 

  

ɺ ʵʪʦʤ ʛʦʜʫ ʚ ʦʙʲʷʚʣʝʥʠʷʭ, ʩʦʟʜʘʥʥʳʭ ʩ ʧʦʤʦʱʴʶ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʘè, ʧʦʷʚʠʣʩʷ ʦʪʦʙʨʘʞʘʝʤʳʡ 

URL. ʆʥ ʜʦʧʦʣʥʠʪʝʣʴʥʦ çʧʦʜʩʢʘʟʳʚʘʝʪè ʧʦʣʴʟʦʚʘʪʝʣʶ: çʇʝʨʝʡʜʷ ʧʦ ʵʪʦʡ ʩʩʳʣʢʝ, ʚʳ ʧʦʧʘʜʝʪʝ ʚ 

ʟʘʧʨʦʰʝʥʥʳʡ ʨʘʟʜʝʣ ʩʘʡʪʘè. ʂ ʧʨʠʤʝʨʫ, ʝʩʣʠ ʯʝʣʦʚʝʢ ʠʱʝʪ ʢʦʢʦʩʦʚʦʝ ʤʘʩʣʦ, ʪʦ ʚ ʨʝʟʫʣʴʪʘʪʘʭ 

ʚʳʜʘʯʠ ʧʦʜ ʟʘʛʦʣʦʚʢʦʤ ʦʙʲʷʚʣʝʥʠʷ ʦʥ ʫʚʠʜʠʪ ʧʫʪʴ: çwww.ʘʜʨʝʩ-ʩʘʡʪʘ.ru/ʢʦʢʦʩʦʚʦʝ ʤʘʩʣʦè. 

ʇʦʣʴʟʦʚʘʪʝʣʴ ʚ ʵʪʦʤ ʩʣʫʯʘʝ ʙʫʜʝʪ ʫʚʝʨʝʥ: çʄʥʝ ʪʦʯʥʦ ʩʶʜʘ, ʪʫʪ ʝʩʪʴ ʠʤʝʥʥʦ ʪʦ, ʯʪʦ ʷ ʠʱʫè.  

  

ʇʦʷʚʠʣʘʩʴ ʜʦʣʛʦʞʜʘʥʥʘʷ ʚʦʟʤʦʞʥʦʩʪʴ ʜʦʙʘʚʣʷʪʴ ʰʠʨʦʢʦʬʦʨʤʘʪʥʳʝ ʢʘʨʪʠʥʢʠ. ʇʦʠʩʢʦʚʠʢ ʥʝ 

ʦʪʤʝʥʷʝʪ ʦʧʮʠʠ ʟʘʛʨʫʟʢʠ ʤʘʣʝʥʴʢʠʭ ʠʟʦʙʨʘʞʝʥʠʡ, ʧʨʦʩʪʦ ʪʝʧʝʨʴ ʩʠʩʪʝʤʘ ʧʦʢʘʞʝʪ ʠʤʝʶʱʠʝʩʷ 

ʙʦʣʴʰʠʝ ʢʘʨʪʠʥʢʠ ʪʘʤ, ʛʜʝ ʵʪʦ ʧʦʟʚʦʣʷʶʪ ʚʦʟʤʦʞʥʦʩʪʠ ʧʣʦʱʘʜʢʠ.  
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ʉ ʙʦʣʴʰʠʤ ʨʝʣʠʟʦʤ çʗʥʜʝʢʩ. ɸʫʜʠʪʦʨʠʠè ʩʧʝʮʠʘʣʠʩʪʳ ʧʦ ʢʦʥʪʝʢʩʪʫ ʯʘʩʪʠʯʥʦ ʙʳʣʠ ʟʥʘʢʦʤʳ ʠ 

ʨʘʥʴʰʝ - ʧʦ Google Customer Match. ʉ ʧʦʤʦʱʴʶ ʵʪʠʭ ʩʝʨʚʠʩʦʚ ʤʝʥʝʜʞʝʨ ʤʦʞʝʪ ʟʘʛʨʫʟʠʪʴ ʚ ʩʠʩʪʝʤʫ 

ʙʘʟʫ ʢʦʥʪʘʢʪʦʚ ʙʨʝʥʜʘ ʠ ʣʠʙʦ ʧʦʢʘʟʳʚʘʪʴ ʨʝʢʣʘʤʫ ʢʦʥʢʨʝʪʥʳʤ ʧʦʣʴʟʦʚʘʪʝʣʷʤ, ʣʠʙʦ ʥʘʡʪʠ ʚ ʩʝʪʠ 

ʧʦʭʦʞʠʭ ʥʘ ʥʠʭ ʧʦ ʧʦʣʫ, ʚʦʟʨʘʩʪʫ, ʠʥʪʝʨʝʩʘʤ.  

  

ɺʦʟʨʘʩʪ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʪʦʞʝ ʜʘʣ ʨʘʟʨʘʙʦʪʯʠʢʘʤ çʗʥʜʝʢʩʘè ʧʠʱʫ ʜʣʷ ʫʤʘ ʚ 2016 ʛʦʜʫ. ɺ çɼʠʨʝʢʪè 

ʜʦʙʘʚʠʣʠ ʧʦʥʠʞʘʶʱʠʝ ʢʦʵʬʬʠʮʠʝʥʪʳ ʧʦ ʩʦʮʠʘʣʴʥʦ-ʜʝʤʦʛʨʘʬʠʯʝʩʢʦʤʫ ʧʨʠʟʥʘʢʫ. ʊʝʧʝʨʴ ʜʣʷ 

ʢʘʪʝʛʦʨʠʠ çʜʦ 18 ʣʝʪè ʤʦʞʥʦ ʩʦʢʨʘʪʠʪʴ ʩʪʘʚʢʠ ʠ ʯʠʩʣʦ ʧʦʢʘʟʦʚ ʦʙʲʷʚʣʝʥʠʷ, ʢ ʧʨʠʤʝʨʫ, ʝʩʣʠ 

ʤʦʣʦʜʳʝ ʣʶʜʠ ʥʘʧʨʘʩʥʦ ʩʢʣʠʢʠʚʘʶʪ ʨʝʢʣʘʤʫ.  


