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Al, Visual Storytelling Big Factors For Digital Publishing In 2017

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

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 Valnetds report, AA Publishing Tran
2017, 0 audiences and publishers fAcan expectdrivanor

algorithms, and more relevant, contextual advert i si ng. 0

Publishers should also prepare f or ftsed teolsdhhtunbke o n

video creation a technological Osnap. 60

"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
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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 Al 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 wild.l fi d o malmetcited I3\B's Digital VidéodAd t a
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).
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US Digital Ad Spending Share, by Industry, 2016
% of total
Entertainment

c t
pl?nlgﬂgting ] ;I:ﬁhhnare & pharma

consumer
a-lm:im-nl:-s
7. ﬂu

Automotive
12.7%

CPG s., Financial
consumer Telecom Y Services
products 11.0% 12.2%

B.T%
Note: includes an'um'trsr'w that appears on deskiop and Iaptop compLters
a5 well a3 mobile phones, tablets and other intermel-connected devices,
and includes &l the various formats of advertizing on those platfaorms
Source: eMarketer, Apnl 2016; confirmed and republished, Sep 2014

29T wrd earketer.com

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.

AAut omakers are moving more marketing dol Ifard si, ot
eMar keter anal yst Patricia Orsini. ARAnot her sect
budget s, automakers are transferring i mpaauttfeulf ivim
Escape, 0 was a br ahadracked upaonilibns oftviews bnf YouTtbe. fToyota and Ford
employed virtual reality to tell their brand stories. And Facebook is being employed as an influencer

channel . 0

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




Jo|eq

iab:

ATr avel brands ar e al s o-degred videp tovgiverconsuenérs artasta of whatytheya n ¢
might experience if theyboo k t heir travel through their hotel,
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.
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The Process of Making Digital Ads is Gradually Starting to Become More

A

OProgrammati co

http://www.wsj.com/articles/the-process-of-making-digital-ads-is-gradually-starting-to-become-more-
programmatic-1482404400

Could the conceptofipr ogr ammati ¢ creativeo finally be havi

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 rfi
so-cal |l ed fAprogrammatico advertising -damaldessfon thaiastaat

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

Aprogrammatic creativeodo real m.

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 dayodés 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.
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The end result was that while these ads featured some consistent music and visuals, one ad might tout
hi king in the Tennessee mountains while another n

museum in Nashville.

iOur audience was basically men an d Daveynassociate eharwed e n
director at VML. AYou candt just serve the same 4

ads they want] .o

Certainly not every advertiser is going to run thousands of ads in each campaign. But according to Ben
Kartzman, S p o n g e ¢ efduhdérsand cloef 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 clientcan potential y generate 80 quintillion creative

itds where wedre headed, 0 he said.

I't seemed | i ke fAprogrammatic creativeo was headed

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

Yet overall, fAthis inwksdamenrnt Kkaosnpaagend Itdaseatakaaajaa n ¢

chief executive of digital media advisory firm Luma Partners.

MrrKawajads firm famously creates Power Point slide

various sectors of digital media. And it doesnoét

Early on, the concept 0o fg ofopprfioegdr abrynat & tt a rcg etaitaieg e ¢
Grossman, chief experience officer at Omnicom Media Groupd s  éentri@Annalect. Think of those
banner ads for items you may have placed in a digital shoppingc ar t but d i--dniéaw followr c

you around the web.

Mr . Grossman said thereds been a revival in thi
programmatic ad teams are endeavoring to partcoser

on customer | e-andusiagydatdto shaw the dghtdnessages along that journey.

AWebdbre in the business of creating and deliverin
chief executive for Omni com oBweuspdata is &8nDIY batthhew weme

create and how we deliver that content. o
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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 fiprogr
Amight be in a different part of the worl dOrenhat
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

Different creatives for differentpeople , 06 hé& Baudi dt 6s complicated. 0
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Advertisingdés Moral Struggl e: |l s Onl in

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

google.htmlI?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.

il would much rather pay a |ittle premium as a br
marketing officer of MasterCard, said, noting that the company mostly advertised on sites it had evaluated
and appr oved. tidnBgaitofhow deh aad wiheree And | think all brands are doing this soul-

searching at this point in time.o

19



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

®
e
1D
o

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 8 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 d 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 danyefthe

nor mal stuff that you would stay away from, o0 sai

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.

AHonestly, the |l ong tail is to advertising what
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

surviveonlow-c o st | mpressi ons?0o0

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.
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AWhat theyore doing is introducing all of these

monitor them appropriately and e folradustry 8 @t expedationse

of scale are not aligned with reality. o

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.

Teenagersoverseas 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.

AA | ot of ad buying systems are trying to show t
see that mantra of those t hr e Michaal Tiffarsyithe ehef erecutive and  t
a founder of White Ops, an ad fraud detection co
i st. o

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.

ATypically, Google has done a-qglitoyd sjiabesqgfo lkae i

president for demand generation at Workable.

He added, AWith fake news sites, or whatever you

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 digitalad mar ket as fAdysfunctional . o
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Ad agenci es, Mr. Thomson said at a conference he
that theyo6re creating, and then what theyodre serv

because wefovgose®rftrom the era of &6éMad Mend to mad

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 comp

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.

ot

The problem, | think, for marketers is theyove

=2}

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 i mpersonate people clicking on digital ads, Mr| .

of the real achievablereachat a gi ven price point. o
Mr. Thomson said he expected such programmatic advertising to come under even greater scrutiny.

il woul d expect not only therebs an existential

conf erence, i bttt of @am telxatsttemtfilad wdiebate about t h
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This |Is Facebookds Biggest Challenge He

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 stronglyd as is the company's 1.7 billion user based and the stock has never been higher. And

yet, all of that greatness sums up the social network's challenge for 2017.
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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, Fortunebds 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 prevaild but
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 20177 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.
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8 Predictions for Digital Video in 2017

Multiscreen audiences will supercharge change By Anna Bager
http://ww.adweek.com/news/television/8-predictions-digital-video-2017-175217

| t pdetty 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, datad and the ability to transform that data into actionable insightsd
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 platformsd and that will pave the way for growth over the next five to 10 years.
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Marketers are rapidly pivoting to redirect their spend with eyeballs for the mobile-first ecosystem. As

This year truly was the year of mobile

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 liquidd flowing 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
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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.
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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. Webll see
and mobile messaging programs, but fake ad traffic generated by bots will continue to burn through

advertisersod budgets and erode trust in digital ad

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

Bots follow the money & Mobile advertising is attracting more and more budgets and more ad bots.
About 59.5 percent of Googleds net gl obal ad revie
from about 45.8 percent in 2015. By 2018, nearlythree-qu ar t er s of Go o geb wodldwide e t
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 0 F a c e b 0 0 k &Messbhgds, 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 & Moving away from verification tools that are about finding fraud
and shutting it down, there wil/l be more initiaat i

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

Chinabdbs rapid mobi IdeThals. is qureentlg thegrost valuaible ad market in the world

and it continues growingata heal t hy <cl i p, but that growth palle
expansion. AccordingtoZe ni t h Op t d@strAdvdriismdExpehdidute Forecasts, Chi nabés ald

has not been significantly affected by the count

twice as fast as the global growth rate.

Consumers annoyed by online ads d Data suggests thaton|l i ne advertising isr

consumers. Of the 3,200 internet users surveyed in a recent study, 92 per cent sai d t hat

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 & Twenty-eight percent of U.S. Internet users use ad-blocking

software, according to Adobe. That 6s s, lamgublistens alikef who losena r

money when browsers prevent ads from reaching the ad server. As perOoyal ads Gl obe

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 & 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 8 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
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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.
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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

reachi and interact withi new 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 f o News Besdwill ibg mostliz eideo wittirea halft a t
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
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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 emaojis in their own content, and by appealing
to customersé preferences by offering opportuniti

images.

Social storytelling is becoming more informal: | t 6 s inhgly ¢he roanrsfor brands to be active on
mediums like Snapchat, Instagram Stories, Facebook Livei places 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: Al-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. Al 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 Al

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 riseinrelevancy: Yes, t hereds more to the wor
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)
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and Fishbrain (fishing). These communities also offer chances to research and better comprehend certain

customer bases.

Sharing igndshadreeachd with t hdserparb ltending ta sise SBnapcheat 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

t hat canot dive into VR/ AR in the near term shou

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 thatareexc i t i ng and fresh to customer s,

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
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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 advertisingd for 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
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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 ROl 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 cleard we 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 soci al net work, thatds spent th

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

The year of fake news

I f on the internet no one knows youodre a dog, on
network got slammed for serving as a vessel for fake election news. How much that spread of

fal sehoods influenced the U.S. el ecithopraacttee di sF aacneyba
reputation is less of a guess. After CEO Mark Zuckerberg tried to downplay the issue & claiming that a
company, whose pitchtoadvertiser s i's its ability to infl uénaodk cu
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 cla
of 2016, Facebook was the kid in class who needed to borrow a calculator. First Facebook fessed up

toi ncorrectly cal cul at i nglhenitrdessedup onseveralmagee wat ch t i

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 newtoy,thec ompany behind it showed
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
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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 dozentimest o copy some of S
features to dilute the appositenlstpddrsthgram inthe fight.dn no a v
August Instagramc opi ed one of Snapchat Stwiesandthen rpledput itsawn f e é
ver si on of Snap cSinaettherstheltwo apps vBlleyed back and forth, improving their

respective versions to one-up each other.

The year LinkedIn was bought and Twitter was not

2016 di dn 6t tfosltinkedln or dwitter. Linkedlrahad 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 salebutc oul dnét f i add a wshaitel e r
growing its audience again, shieddnsore top executives as well as Vine and is still trying to shed its

harassment issues.

The year the chat bots invaded

Wedve been |living with bots in our midst foronyear
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.
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Mtejj] oMjets LOABYJIls oL OddsH j2Mlsotse Ols! d Clstster j
StcOdemdzy ydd tOdey qtelze Isfpw o1 h j | Yd @3 MirtcOdzj dede" § o dH
ddzlsjtejfm fsd LBoOIsjdzj?2 & detsotsdskz WstedOlskz f s ded W) vlak
f sSHdd B3Odzd M+ WslstsetecOWdd d o9dHJ 5.

dbdze stcdlsdz Wstodddteso OdzdW BB ddz! dets?2 dzj dzgls™ sSOC Y4 dL d3d
ftesMd@BOIstcdo OjIs f2Bdzd S Oyde MmMts MMr &z¢ 2, Ikjd Bsdzr hj o
dzs H W d3.

RL A3 daj ded v € tsfydzkz diafsfigits o Iz e § dz® dgO dzO : o dzOyoOdzj 2016

Audi ence Optimization, Colster 2 fwoLoatsdzw jIs HJj B3sdzMmist

Mjedj dzsOds OkHdlssEdd.

] &OyOdj djks0 JstdsOCl] IOCy] ftjHfs0s dd ik ddlmo
0Oy BO HAW fd LsoOkjdv, d o' HOjk jY o fdstedls]lsds
NfOd d Jdit StedOydsdds 2 hbkd. | slddydi s Facebook
ftsd LsoOlsjd"ds  HOjIs oL &Sy dshs! ¢ Oor®Ok) v { tsdks

’

9 (

fsd LsoOlsjdzj2 kyj dmisd Lksks 1k WedSyds §6 & dsdycd

Il nstagram dzj stsds sOCYj odey ) dL d3j dzj ded W -totc jOjdeesigia] IsHdts fiylk

ofmj WalstscteOWdd, dets o dzjdzsj, o fjtoky wyjtjH', ¢

ftsd LisoOlsj kv &Odetsd hd2 ddsjtejf. & ksySd Ltjddw d*f

YIsts 1 Iss L dzOydls Hdzw Btcj dzH 59
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[sfskzyOk: v Hts fslktejBdljdy MlsOdtse dlsmw fdsydzsj j, Is.

@Oh j2 ByjdCj, o MmMwjHdjd fkzedkdSOyf&§ BB jHiksotd %
flste ©dzd vy .

sosRI Jutor[fplgovddare (o1 Mr1dLSMuey 38 1 {orR It RUWU [
Vfrirevyrs (sldplst L L B KPI1) ufrecfr, v w s . { e ofely 79
VIr¥rReyrs ) (s {hryrios 1 Mfforoncdter s rR.

] &ZOsdetsj ftetsHo dy j dzd |

I tjSdodiize dzd S Oydwa sty tHzj dgOde® dzgf L &fs ez dzdeF S dzO Rz’ §
9" oatsHdI! MW o dzj delsOR i OS fteddztsy jdedw | stsdelsOCIsy (HTS
® Androi d fteddztsy j dzd d) .

t OmMh dted dzOM+ oL @3y desilss § totsH o d Y § dddWis dilr@Cdix(j¢ Ofyte[@H o d]
Bsedzd dzdh ! OHBJddmMisteOlsster Ctwkzfdr n Mtsseh jMlse M ydf
Oftcjdzv 1 Ists?2 WEkdzCydj?2 dmeydes oasMmMftsdz L soOIs! My BjL BG

R, f6y0dkkz2, MOkt dJdisjtej Mdesj tsB dase dzj dzd jipS teg Isf jj dzls o8
3 fadkzdCOydd sl dd&jdd MnNsseh jmlse, Skt j &Sy dbs
e j Mise j .

yIss COMOjIsffw Facebook, Its ojMmdes?2 MmMtsymjls: tslsd3j ded dz©O
JLEBLOY jddY, MHjttyOhdj Bd hjls2 Wsls & OH 5158 bk dgv
fts Btsdzj j of MsCts?2 vyjdaj .

YIsts {1 Ists L d&Oydls Hdzv Btoj dzH 5o

] &zOlsdetsy HtetsHody Jdedj L dzOydlsj dzv des ko j dzdydo Ojls tsnocC
Mjedj ds Ctolststets? dBoydts Issyds tsBsL dzOydls! fl s
ftesHody jdzdj ojHjls § Btd hjdkz oatceodj yjdds o f§ksddSC
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;L DYNAMIT | SHepreTuqeckuil HanuTok

ScKkTB 16:32

Bee, y koro geHb porigaeHua oceHbto cTaseTe Aaik! #oHnaliHmucoua

Mue HpasuTca 46 2 KommeHTHpoBaTh

{JLEzdz sQOIst fedzd s Oydd o mMssBh j Miso j DYNAMI : T BjL
cl tcOadlsfmw &

,;Ea DYNAMIT | 3HepreTnyecknil HanuTok

He cnuwe? CTaek naiik - NpoBepMM, CKONBKO HAC 3HEpridHbIX) FoHAaiHmMKueoHa

ENERGY DRINK

¥ Mue Hpasutca 4148 7

tiLkd sOIT fkBddSOydd o Meseh jflsoj DVBAMISKE] SEENd]

1 O0dzd udjls ifStef kB dzd S Oyd?2 bdRjde hOjl tBI jo&B oW ds2 tjs
CsdBzdzd S O dody j §tshmdzOddw Isjfjt: dsyds kOkcjlsdess
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tcj dzj o Odzls dzts fyls - Mstse h j ded 2 . ) ZOGEBHOLY EkLSCBBE Mjedic
ftodody W'difus(ti s §5 Bisdjj ddLCts2 Msddsmisd, yjd MisO
1 O0fteddzj s, © MmMtssBh jMlsej velcom |Iikes MCter sOw L Of d !
0 Yelcom likes
MognucbiBanTech, ecnu 8ol aboHeHT velcom: velcom likes!
@ Mue Hpaeutca 2133 24
1o’ § Bibteded (Muibudscd +WWjClsdedzsimisd)
adflsj BO Mett® MisOdMIsdSd ISOCY | {§ tHogsEEZEZOM! dL &) dzj d
] @Ol JstdsOSlkj tOLHjdJdk ROl LOfdMmj2 &O tBh d?2
fsHf dMmOde zO0 MmMtteh j Mise 5, dzets EZodHjdzd L Of d My dz0 |
fsHfdmMudSse.
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CrarucTuka 3anucu X

Oxear 3anucu | O6paTHan cBA3b

1205/1082/43789 KONMYECTBO OTMETOK «MHE HPABUTCA», PenocToB
NOANUCYMKOB / BUPANBHDBIX / PEKNAMHDBIX 1 KOMMEHTapHes.

39 nepexonos B rpynny 0 CKpbITUM

6 BCTynneHun 8 rpynny 0 xanob

49 nepexofos no ceuinke 0 CKpPbITHI BCEX 3anucen

sfzfmlsY §OwLk Hdzj2 Facebook HEGBOozfdoGORHS]®© i datzl ' MBI
CdCtejlsdy j HOMdr j G Csddujfsel stcoOdduyjnMSds
fesfhdslstss & HOIsO..

& Video Views ~ 3,863
Dec1-Dec§ @
Video Views
1.9K
1.2K
625
o
Dec 1 Dec 3 Dec 4 Dec 6
o Organic = 8%(316)
Paid 92%(3.5K)
Sound On e 12%(474)
Sound Off 88%(3.3K)
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JdHjtesd3 dL di3j dgj dzgd?2 o MlsOIsdMmMlsd¢j MIsOdz | nstagr am. |
ftesmMi3slstese HdzW o dHejiB.Mis@o didgQs SR O K d dzidd ,dzj B &zOc sH Ojts
Codidf Odedd §sdzzyddzd Hsmsizy ¢ mMsOdmisd¢y Measdms OCCOEd

lopopa

54%

Yacut o A Ana ’ Bee A
!

YIss L Iss L d&zOydls Hdzw Btej dzH 59

189" j ddzmstezdgj dzs' MlsOlsdMmisdSd foLosdvsls +WWjSlsdodz
CodeC toj Isdets?2 My PdzsaB® dyjdstsfo dzj yj dedetsils! OkZHdIststed d .

tlstcd d3d dzc
usydOd d j Mild MlsOdd OSkdodsts odzjHisWils! WhkdSyd® ¢ tew

] WjoettOdzj MmMjttodm Facebook Live MsOdkz HMmiskzy jd o | I
stcOdzmdzy ydd ko j dzdyddzsm! HB 4 yOmtse.

s Ctdzykz etsHO 6 fhtsVieots)diydy yd@w diisseh ddz d | nstagr amn.
ddzhmistcz d3jldals@ agram Stories. ltewdd § bteOdemdzy ydd Hdzvlls
LOo j teh j dzd W .

I 1StdsOCls) WkdSydw bwOdhdYyyd?2 §s$0 HeMlskzidd o k]

Yyists 1 Ists L dzOydls Hdzw Btej dzH 59
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O BA>XHbIX M3MEHEHWNAX
B COUMAJIBHBIX CETAX

HHBAPD

e PEKNaMHble 3an1cK Ha ios

oBLWan cTaTUCTHKaE
(R No BCem pasmelleHUam:
3anNUcKk B BUDXEe peKnamel

Audience
optimization

DEBPANDE

l -y

M3IMEHEHWA B anropUTMe
NeHTel: OpeHTUpoBaHIeE

Ha OBpAaTHYIO CBA3b
OT NoNb3oBEaTenel BbICTpOE
nepexknoYeHe akkayHToB
CUSTYMK

NPOCMOTROB B BUOEO

Live-TpaHcnauwmm
AOCTYNHBI B BENapycKH

5 HOBBIX peakumi

MAPT

M3MEHEHMA
B anropyTMe NeHTol:
Live-eMaeo B NnpuopureTe
pazfensHWe oxXearta
anucer Ha BUpansHbIA,
pekNaMHbBIR 1M oxXBaT
NOONMMCUYHMKOE

CTaTUCTWKa No BUOSO
Ha KOHKDEeTHBIM 0eHb
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AMNPESE

HOBBIA AW3anH o

OTKa3 oT npaswuna
20% TeKcTa
B pPeKMaMHbIX
OObABNEHMAX M3IMEHEHWNA
B anropuTMe NeHTb:
OXBAaT 3aBUCKHT
OT BPEMEHW Ha YTeHWe
NpoaBYKEHWe 3anmcei nocTa CO CChiNIKOK
AOCTYNHO BCEM
coobwecTeam

MAM

HOBBIA gW3aiH
O]

BW3aHeC-npodnM
C UHCTpYMEeHTaMM
ANA9 M3MepeHA
BOBEYEHWA

HMICHB

HeXpoHoNoryeckad
neHTa goTorpaun

@OTOor padoui B 360 0

U3MEHEeHUA

B anropuTMe NeHThi:
NepeBIMIM NOKA3BIBAKTCA
nocTel gpy3er n 6NnMskKnx
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ABTOMOOEPDAUMA

KOMMEHTAPKWEB

HOBEIA
OM3anH CTRaHuL

ABrYCT

MY NeTHUMAIBIYMHBIE NOCTHI

YEeni4eH1e
ONNTeneHOCTH
TRaHCNALMIA
Facebook Live

CEHTHEFD

o CKpbBITele 3anci

INnstagram stories

M3IMEHEHIMA

B anroputMe NeHTo:
hopMmpoBaH1e NeHTol
C Y4eToM MHTEeReCoB
nonb3oBaTenemn

OOHOBNEHWE
call-to-action
B pek/amMHbix NoCTax

iab

osmqeq
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OKTHBEPDL

coobueHuA
OT UMeHu coobulecTsa
6e3 orpaHuyeHus
no BpemMeHu
nnaHnpoBaHue
Live-TpaHcnaumm
NPUNOXXEeHUSA

e coobulecTasa

O0BNOXKKWM coobuwecTsa e

HOHBPD

KHOMNKW
K encTeuio
B peKaMHbIX NocTax
TapreTuHr
Ha noceTuTenen
CTpaHuubl

Instagram Live

OEKABPD

aran v

ﬂaﬁKMKKOMMeHTaDMQM<¢i»

yBenudeHue
ymcna 3Hakos
B PeKNaMHbIX
obbaABNEHUAX

L A

VaBHWhd2 Ee6H COLOdEMY BtSEOls dO BBt djddw. (JiLEzd
CHiEZ. (ko jtejdz ) fMtsothhpay o Sjtdhts] dptsdf' h j deser 7 W lkdzS yd?2

4 dZOMlskf O h gdsd §OL Hded S Oq !
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]l sHBBtCEZ ftsHetlstsoaddz ¢dzHtej 2 1860y, Social Media a&j

SEARCHE 6 6 6 6 6 66 666666666666 66666666660E6
REsGd EBHO 2016: SCtsdzsj CMlsdzOY toj ¢ ZOKO

SBdzsdzC © R 9 OdOS D CldligsjoVIststcO® Arr owMedi a (ontsHdIls ©® Ko
http://lwww.sostav.ru/publication/trendy-2016-i-prognozy-na-2017-god-v-kontekstnoj-reklame-24979.html

l 2016 ceBHEZ Ctdlsj CMisdzOW tcj C ZOBO MIsOZO dJdzlsj tej Mdzj 2
MfJydodzdmlsoOodz 5 Ctsdasj ¢ Mmlsdats? teJ € dzOd3J Isj f Jte! ZHBE
SlsHjd dz" » ftetsyd Mmtse § tsweoddzOMm! 9 5L dfisd) ditts@ndsQ Onxffiasy d&¥s t
ArrowMedi a KokdbsH &S ocaup) tOMMEOLT 90jIs B thdse dzr -
Csdzlsj €MIsO d H]d&ZzOjIs ftesedesL dzO etsH ftoj HMisswh 2.

1 jtwoar 2 MmMtejHd t0Oo dz n

Google yohj eofmMjets tsfjtejy0jls tMmdesoe dzts ¢ o dig iy ddadiy S e
mMotsd toj CdzOBder §| MdMmlsjdzgr . [dz tslsisOo Odz dzdh ! 9 tsH dats
Bjdet "d2 B jd&3. v0OC vyt tBdsodzjdedj ¢t OLojtodzzls™ j 5
CGSHO, B' &t YJHOj B &3 d § L o tsdzd dztsf Is¢ 5 BYcQERA| K fifipz M | Mis

RdzMlstczdzj dzlsr Isjffjtc! foLotsdzwWsls HsBOadls! obtstes? L OG
O 10 MmMddotsdztse. J1tejdzH' Bkl ttOMMEOLT 9 Ol! B EMmdz
2O jeéts CtdSbktcjdalsde 7 ftoj JdBszh j Miseo OF dzz | 1 OB g stalzjj Ldgg
HsBOoadls! eé. [HAEZOSE bk ddm ofnj Jhj Jdfmls! otcjdw HYtedo
dMftsd L soOls! MlsOter 2 d detse’ 2 W istedsOls' tsBi wodzj dzgd2, ¢

49

|3



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

ey

@
e
19D
o

Crapbiii popmar

Taiinang ot Typonepartopa -
WWW. com/ v
Typbi 1 otAbIX B TainaxHge ot KauecTBo, npoBepeHHoe BpemeHem!

HoBbiit dpopmar
Tainana. NpecTuxHble oTenu 5* - CpoyHoe oopmneHne Typa -

WWW. .ru/Taunanp/Otenu_5* v
WHavenayaneHbie Typbl B Taunakg. VIP-cepsuc 25 net Ge3ynpeyHoi paboTbl

I ststets] cdtse Odz datsj dztsioftsmWonjdajj RelizOCD © @) @& 7 ¢ OH Of Isd o d

o CtdsgRlgdEzs? Mjlsd. (Odehj HoO kdiO tj s &O® :

Is d

BOdzdzj tctso (o dBsydes dMmMfsdz' L s Ols! Isj SMmls, des g dgv Is+ j

180" 2 WstedOl (jHisckOcO]jly Hy Peddlasds dasdsj S nisfzj da Of

] COBdtsd B Wodzj dzdd: HEBBOoadW jls IsjSMmls, ©OLd j
CoBfsdizjl NMshMsOsdvshdj, dMEisHY L §OLOd] stso
sBi Weo dzj dad j .

¢ Ot
q

s feddjtelz, CHBCHOZWOY PLOEGEEORO™ ZO odzj Hisj dzO0 dzO dzso &
CslsCd?2 ddiistdkOkdody 2 LOCtdss S, &Odjd Ck¢ €Ol
fstclsOdzj, Adwords fMlsOoaddz Hdzddedz" 2, ¢ BORIJd2¢e L OC 5t

AnanTiem oe Banreps Texer

NVKBUAALMA WKADGOR IVKBUAALMR LIKAGOB JInkBumanms mxados-
el e n i o

Compen o 60% E o = Kvrie
l = E—om
I ¢ & Illkadsi-Kyrie cepinit MapBii.
—= Bozbimie, BHICOKILE,
Mlyuwan uena Ha Wxadei-ryne ananons

BMECTHTEIbHBIE 110 TyHimeii nene!
a B Jnksnpauma wkados-kyne
........ o

V3oBpaxenie MT i1 Nororwn
v

1 Osdody 2 RtstoEOts § SCOLOdz MjBY o MsydOd dr & fjlswa.
fsd LsoOlsjdj2, Sl &3 t6j S ZOBO dcOo dlsMmw . 1 j H Y t5dzC

udias §jjoisHss d&O MO2ls.
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1AD:
] Adwords LO ¢etH f§sweddsh' dj s sd €6 lstebsy sk tists
st dMOdzd Jj& § tSH dzO Mlstetsy<s O ) sBJ wWodzj dzd d , fsCOLTD®
Hs sdzdzed s j dzt dgzs  ddz¥ stedsOydes o My Oltsds oadHj. wOdksd (¢
fijtjudmdzj dzdj StdStejlsdyr 7 Ehkkze, dOfted ijte, d jf 51k tzy 54
[ilsMCd?2 &OdedCs tge .

Ju- — Typbl ¥ NYTEBKM - [@paHTHA NnyyLuen LeHbl

WWW. .ru/ v 8 (495)

Mouck Typos no 120 Typonepatopam. MapaHTupyem nyywue ueHbl. 3soHuTe!
OwnaitH Mopbop Typos 1 - lopawwme Typb! - Typol 8 Kpegut n Paccpoyky
Yenyru: 100% rapaHTus otabixa, MNposepeHHbie Typonepatopbl, Pabotaem 24/7

[opsawwme Typbl
Yno6Hbiii Mouck n BpoHuposaHve
Hosble MNopsawme Typbl Kaxabii

PaHHee BpoHupoBaHue

3koHombTe A0 35% OT CTOMMOCTU Typa
npu paHHeM BpoHUpoBaHNUK OTabIXa

t Ofmh dtej dzd J

OT1abix B PO
BbiroaHo otabixaiTte 8 Poccum
Typbl ot 120 Typonepartopos

Typbl B paccpouky

Typ ceityac, onnara noTom
Typ B KpeauT Ha cpok Ao 12 mecaues

cuttsBh jdedw e

fsLodzw jIs

ftslsj dzyd Odz! dz" o3

¢

dzOf tow dzlz © dL or HOYd
Btsdzt M j e, fsdz' L ts9 Olsj dz
Csi3f Oded d .

Googl e. 1 O 09

odHdls

© Bl Wodzj dzgdd  dzC

s ¢ dptsh Odgd fipfy j dim 3 f o O H fufls

Google

OduynanbHbl cant
ckmngka 10%. Unoteka -
www.

- HosorogHsas

KeapTupbl OT 3acTpomwuka
Bce HoBoCTpOWMKM WnoTeka

Odbuchl npoaax HapexHblin 3acTponmk

\. MossoHuTe 8 (800) 500-00-20

€ Hanuwurte Ham, 4ToBbi y3HaTs Gonblue

9 Mocksa -
clIBCOL yJdzré o B Wodzjdedd { CBdetsdBdIls otcj 3w ftsdz' L 59 C
sO¢y] MMt jdz McOLkE o tjLEzd ISOKOR or HOYd f§todo dzj !
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Viamenenie yewb! x
Russian S MNpamep uews 8 OSLRANSHUN
Twn KaTeropum Tomapos
P78 e P 7.9 meic
B RrRUB ’
T J Or

n onoe A a Llow L L
" T He 3333

rapeRITY po Bt CXO0 & 36 TH Oor # Heaapa. ¢

T NpoHIBOaMTENA or# ¥ Heaaga. ¢

or e 100 Hesaga.. <

Hesaga. $

Google bkdzzyhddz tj ¢ dzOd§ds 2H diyj tdforsfdiy Ldigo Aslasjdzizj 2 d dzls j tedzj |Is
fts Ctdasj CSMiskz. ] L Issds esHEzZ ©® Adwords HisB O d dizO !
COBRY Odzdd s Istejd3 twWOLd d3 Isdf Od3 BEZMmlstts? Mise : ¢ sz ¢
f sdzzydilsmw o dztsmd s dzjtsabeovj, dz! Cdz' fite dddgjdgiz, Issdzt S8 o9 COIsjGefs
Htezedd Isdfr Efmltets2Mmlse o C OB Odzd d .

=x

[SEdzO! d §jtej ¢ dzOls!

ccdHjSMme o 1lstsds ¢sHE o BECoOd dzsds Masr Mz " jdz 5 |f
HsBOoaddzd culstsqQip dag y ézd j , € osdsts ¢ ) fztsidp! LHED Odz € tsdz€ k2 te j| d
fsd3j P Ols! BBdz hj dqdW sted3OYydd f sH hdseody &3 Isj CMissdz B
stsdz! €5 f Jtco thy jtiyweod ysfid j dzd v .

/Il — MapaHTuA nyywen yexb!
ru/fewesan-Mebenb  Peknama
KauecTseHHan mebensb B MHTEpPHET-MarasnHe .py.
KoHTakTHas nHdopmaums

Meb6enb oT npon3soguTens [ocTaBka 3a 1 geHb

[usanbl ot 7900p. MocTuHble ot 3860p. [HocTaska meBenu go ksaptupsl + Cbopka
Likadel oT 2340p. Be3 cKkpbITbIX Nnarexei.
Pacnpogaxa Ckuakv oo 65%

MonynspHbie MoAenu Ha pacnpoaaxe. [eiicTeuTensHo GonbLuoi BeIGop ToBapoB
YenenTe kynuTb. CO CKuaKomn

] 2016 E6HEZ ccdHjSMe fsLotddd SddjdsOd kSO o Gk
ftod d3j telz, tsBi Wo dzj dzd J BOGOL ddzO0 3§ B 4 dzd tcOdz N j fn ts|H
McftesosyHjdedj IsdfO: ¢1dL¢dy yddz dO BYEcSCks dojBJ d
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MtcOLE dzO BOdzdzi tej ©® odH] MkscORO, O daj toW Hidsdis Ji 7§ O
MsftcsotsyHjdzdwW: Ibtsdz! ¢ts dqLtsBteOY jdadj d dzsetslsdf Btej dzH C

elecTBMA B KOCMOC

[IyTemecTBusa B
KOCMOC

Jyywwia oTnyck Ha ceete!

]l 1 lssd3 etsHEz o GBI WoadzjdzgdwWwrn, MBLHOdMzdzr 7 ) §@sh 8 ¢
URL. [dz HfBdzddlsjdz' des ¢cfsHMCOL 9 0jlse f tsdz' L 5DHQjlSlS)jdzs o
LOftetsh jdedgr 2 tOLHjdz MO2sOe. s ftoddjtelkz, JMmdd yj dsej
9" HOYd f§tH LOGEtsdizsco Ctsdz tsBI Wo dzj dad W -y GXds Oz ar uH Rlas € Hinls ¢
Il sdz LtsoaOlsjdzr o 1Istsdz MdzeyOJ BEHjIs ko jdsi deits, ¢ [udsis §ts yd

OduumanbHbI cant .py! — MapaHTMA nyywein ueHbi!
1 ru/fewesas-Mebent  Peknama

KauecTteeHHas mebens 8 WHTEepHeT-marasnHe

KoHTakTHas uHdopmaums - +7

{0€ MPOoN3BOS

Mebenb oT npoussoauTens ﬂOCTaBKa 3a 1 geHb

[OusaHbl ot 7900p. MocTuHbIe oT 3860p. [ocTaska mebenu Jo ksapTupbl + Copka.
Lkadbel oT 2340p. Be3 cKpbITbIX NNaTexen.

Pacnpogaxa Ckunaku 0o 65%

MonynspHble Moaenu Ha pacnpoaaxe. [eiicTBuTtensHo Gonbluoii BeIGOP ToBapoB
Yeneiite KynuTb. €O CKMAKON.

]l sweddzOMm! HisdzG 53 H OdzdzOWY o tsL d3tsy dzetsfls ! Hts B[O osdiis ' so o § tc
Slsd3j dz¥v j IsL A d d30dzj dz' $dr dLSBWOY J dad 2, ftesmists Isj
Bsdzr hdj COtlsddzd IO, cHJ 1t fHfsLotsdzvels otsL digsy datsfyls
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4 Btd hddg tjddLsd c¢ccdzHj €. dbzHdlsstcdde M jydoOdzdfmls
tcOdz' "Mfjs Google Customer Match. & dishi s 1Isdr Mmjtco
BOLE CtdzlsOCIstse Btoj dzH O d dzdets § ¢ OL ' joddisdz, tedpdkBilr® dzlzO 2
fosnotsydr dz2O0 dzedr 65 fsdzz, otLteOMlz, ddzlsj tocj M O.

l sLtcOMls fcdz LsoOIsjdzj?2 Istsyj HOdZz wOLwOBBIsYdS Od3 ¢ ¢ dzH
HsBOoaddzd ftsdedy O hdj €1 W W gzt OWdsy j it tpdiz@ dz’ fdms] L dz
COlstgdts ¢cHBs 18 dzjlse Bsydts MsCtOlsdls! MsGeCd d wudm
BsdzsHT § ds Hd dOfttOmdts MSdzdS do Ot Is 6 ¢ dZOd3kz.
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