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ɸʅɸʃʀʊʀʂɸ ʀ ʀʅʊɽʈɺʔʖ .ééééééééééééééééééééééé 

New Study Shows That the Number of Native Ad Buyers Increased by 74% in Just 

One Year 

Programmatic and print ads are seeing declines, according to MediaRadar 

http://www.adweek.com/digital/new-study-shows-that-the-number-of-native-ad-buyers-increased-by-74-

in-just-one-year/ 

While ad spending is down in two key areas, print and programmatic, itôs seen a dramatic increase in 

native formats. 

MediaRadar recently analyzed ad spending patterns from print, digital and email advertisers across native, 

video and mobile campaigns. In its Consumer Advertising Report, the intelligence platform tracked the ad 

ecosystem through all of 2016 through the first quarter of 2017. 

Print ad pages decreased by 8 percent, year over year. Additionally, estimated print spending has declined 

by 6 percent from the first quarter of 2016 to the first quarter of this year. 

ñThere has been a noticeable drop in ad pages and spend from the start of 2016 to now,ò said Todd 

Krizelman, CEO and co-founder of MediaRadar. ñThat being said, there are still a considerable amount of 

pages being bought. Niche and enthusiast titles are on the rise, with some regional titles flourishing.ò 

 

http://www.adweek.com/digital/new-study-shows-that-the-number-of-native-ad-buyers-increased-by-74-in-just-one-year/
http://www.adweek.com/digital/new-study-shows-that-the-number-of-native-ad-buyers-increased-by-74-in-just-one-year/
https://resources.mediaradar.com/trendreports/consumer-advertising-maximizing-impact
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In the first quarter of 2017, MediaRadar found that 5,000 fewer advertisers purchased ads 

programmatically than the first quarter of 2016. That number fell 12 percent, year over year. Some of the 

trepidation could be that brands are concerned about brand safety. If ads are placed programmatically, 

thereôs less control over where they end up online. 

ñAfter years of growth, the decline in programmatic buyers is likely attributed to concerns around brand 

safety, especially given recent problems for companies like YouTube,ò said Krizelman. ñThis form of 

advertising is continuing to evolve as brands seek more control over where their ads are running. We 

expect to see programmatic rise as more brands move to programmatic direct models.ò 

 

Whereas programmatic ad placements have started to fall, advertisers buying native formats rose sharply 

into 2017. Native ad buyers have increased by 74 percent in the past year to over 5,000, according to 

MediaRadar, and the demand for native ads has more than tripled since 2015. 

The report also showed which product categories worked most frequently with native ads. Media and 

entertainment native ads were most popular, with professional services, financial and real estate, 

technology, and wholesale products rounding out the top five. 



 

 

 

5 

 

 

ñConsumer advertising is shifting as audience consumption patterns evolve,ò Krizelman said. ñAdvertisers 

will keep spending more on native because it outperforms traditional ad units. Audiences look at native 

ads more frequently than non-native, and buyers are investing accordingly.ò 

MediaRadar saw high CPM ad placements on mobile and native platforms despite overall dips in digital 

ads and programmatic advertisers over the past year. Native, email and mobile ads all saw a rise in 

spending, and regional print titles and niche publications are still seeing success. 

Sami Main  

@samimain 

Sami Main is a staff writer for Adweek, where she specializes in covering the digital publishing industry, 

emerging influencers, video networks and brand partnerships. 

 

http://www.adweek.com/contributor/sami-main/
http://twitter.com/samimain
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BRAND SAFETY .éééé.é..éééééééééééééééééééééé. 

ʂʨʫʧʥʝʡʰʠʝ ʠʟʜʘʥʠʷ ʦʙʲʝʜʠʥʷʶʪʩʷ ʧʨʦʪʠʚ Google ʠ Facebook 

ʀʥʪʝʨʥʝʪ-ʛʠʛʘʥʪʳ ʟʘ ʧʨʝʜʝʣʘʤʠ ʂʠʪʘʷ ʧʦʣʫʯʘʶʪ 72% ʚʩʝʡ ʚʳʨʫʯʢʠ ʦʪ ʦʥʣʘʡʥ-ʨʝʢʣʘʤʳ 

http://www.sostav.ru/publication/krupnejshie-izdaniya-obedinyayutsya-protiv-google-i-facebook-

27389.html 

Washington Post, Wall Street Journal, New York Times ʠ ʜʨʫʛʠʝ ʠʟʜʘʥʠʷ ʦʙʲʝʜʠʥʷʶʪ ʩʚʦʠ ʫʩʠʣʠʷ 

ʧʨʦʪʠʚ ʠʥʪʝʨʥʝʪ-ʛʠʛʘʥʪʦʚ Google ʠ Facebook, ʢʦʪʦʨʳʝ ʟʘʥʠʤʘʶʪ ʣʴʚʠʥʫʶ ʜʦʣʶ ʨʳʥʢʘ ʠʥʪʝʨʥʝʪ-

ʨʝʢʣʘʤʳ, ʧʠʰʝʪ The New York Times. 

ɻʨʫʧʧʘ ʠʟʜʘʪʝʣʴʩʪʚ ʥʘ ʵʪʦʡ ʥʝʜʝʣʝ ʦʙʨʘʪʠʪʩʷ ʢ ʂʦʥʛʨʝʩʩʫ ʉʐɸ ʜʣʷ ʪʦʛʦ, ʯʪʦʙʳ ʦʥʠ ʤʦʛʣʠ 

ʧʨʦʚʦʜʠʪʴ ʢʦʣʣʝʢʪʠʚʥʳʝ ʧʝʨʝʛʦʚʦʨʳ ʩ ʢʨʫʧʥʳʤʠ ʦʥʣʘʡʥ-ʧʣʘʪʬʦʨʤʘʤʠ. 

ʀʟʜʘʪʝʣʷʤ ʥʝʦʙʭʦʜʠʤʳ ʨʳʯʘʛʠ ʚʣʠʷʥʠʷ ʥʘ ʢʨʫʧʥʳʝ ʠʥʪʝʨʥʝʪ-ʧʣʦʱʘʜʢʠ ʚʨʦʜʝ Google ʠ Facebook, 

ʧʦʩʢʦʣʴʢʫ ʥʘ ʵʪʦʤ ʧʦʣʝ ʢʘʯʝʩʪʚʝʥʥʦʡ ʞʫʨʥʘʣʠʩʪʠʢʝ ʚʩʝ ʩʣʦʞʥʝʝ ʢʦʥʢʫʨʠʨʦʚʘʪʴ ʟʘ ʚʥʠʤʘʥʠʝ 

ʧʦʣʟɹʦʚʘʪʝʣʝʡ ʩ ʬʝʡʢʦʚʳʤʠ ʥʦʚʦʩʪʷʤʠ, ñʢʦʰʘʯʴʠʤʠò ʚʠʜʝʦ ʠ ʩʘʡʪʘʤʠ, ʢʦʪʦʨʳʝ ʘʢʪʠʚʥʦ 

ʠʩʧʦʣʴʟʫʶʪ ʧʣʘʪʥʦʝ ʧʨʦʜʚʠʞʝʥʠʝ ʢʦʥʪʝʥʪʘ. 

ʈʫʢʦʚʦʜʠʪʝʣʠ Google ʠ Facebook, ʚ ʩʚʦʶ ʦʯʝʨʝʜʴ, ʛʦʚʦʨʷʪ ʦ ʪʦʤ, ʯʪʦ ʩʘʤʠ ʟʘʠʥʪʝʨʝʩʦʚʘʥʳ ʚ 

ʙʦʛʘʪʦʤ ʥʦʚʦʩʪʥʦʤ ʥʘʧʦʣʥʝʥʠʠ ʠ ʛʦʪʦʚʳ ʢ ʩʦʪʨʫʜʥʠʯʝʩʪʚʫ. ɺ ʯʘʩʪʥʦʩʪʠ, 

Facebook ʪʝʩʪʠʨʫʝʪʧʣʘʪʥʳʝ ʧʦʜʧʠʩʢʠ ʥʘ ʠʟʜʘʥʠʷ, ʯʪʦʙʳ ʉʄʀ ʤʦʛʣʠ ʧʨʦʜʘʚʘʪʴ ʩʚʦʠ ʤʘʪʝʨʠʘʣʳ 

ʯʝʨʝʟ ʩʦʮʩʝʪʴ, ʘ Google ʤʝʥʷʝʪ ʘʣʛʦʨʠʪʤʳ News Lab. 

ʇʦ ʦʮʝʥʢʝ ʘʥʘʣʠʪʠʢʦʚ, ʟʘ ʧʨʝʜʝʣʘʤʠ ʂʠʪʘʷ 72% ʚʩʝʡ ʚʳʨʫʯʢʠ ʦʪ ʦʥʣʘʡʥ-ʨʝʢʣʘʤʳ ʜʝʣʷʪ Google ʠ 

Facebook. 

ʅʘʧʦʤʥʠʤ, ʩʝʛʦʜʥʷ ʢʨʫʧʥʝʡʰʠʝ ʨʦʩʩʠʡʩʢʠʝ ʠʟʜʘʪʝʣʴʩʢʠʝ ʜʦʤʘ ʩ ʠʥʪʝʨʥʝʪ-ʘʫʜʠʪʦʨʠʝʡ 20 ʤʣʥ. 

ʯʝʣʦʚʝʢ çɸʨʛʫʤʝʥʪʳ ʠ ʬʘʢʪʳè, çɹʫʨʜʘè, çɺʝʯʝʨʥʷʷ ʄʦʩʢʚʘè, çʈʦʩʩʠʡʩʢʘʷ ʛʘʟʝʪʘè ʠ çʉʦʙʝʩʝʜʥʠʢè 

ʫʯʨʝʜʠʣʠ çʈʝʢʣʘʤʥʳʡ ʘʣʴʷʥʩ ʠʟʜʘʪʝʣʝʡè ʠ ʚʧʝʨʚʳʝ ʥʘʯʘʣʠ ʢʦʥʩʦʣʠʜʠʨʦʚʘʥʥʳʝ ʧʨʦʜʘʞʠ ʨʝʢʣʘʤʳ 

ʥʘ ʠʥʪʝʨʥʝʪ-ʩʘʡʪʘʭ ʩʚʦʠʭ ʠʟʜʘʥʠʡ. 

 

http://www.sostav.ru/publication/krupnejshie-izdaniya-obedinyayutsya-protiv-google-i-facebook-27389.html
http://www.sostav.ru/publication/krupnejshie-izdaniya-obedinyayutsya-protiv-google-i-facebook-27389.html
https://www.nytimes.com/2017/07/09/business/media/google-facebook-news-media-alliance.html?_r=0
http://www.sostav.ru/publication/facebook-pozvolit-zarabotat-gazetam-i-zhurnalam-27386.html
http://www.sostav.ru/publication/aif-burda-vechernyaya-moskva-rg-i-sobesednik-obedinilis-dlya-prodazhi-internet-reklamy-27378.html
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ʋ Mail.Ru Group ʚʳʷʚʠʣʠ ʤʝʥʝʝ 0,1% ʧʦʜʦʟʨʠʪʝʣʴʥʦʛʦ ʪʨʘʬʠʢʘ 

ʈʝʢʣʘʤʦʜʘʪʝʣʷʤ ʪʝʧʝʨʴ ʜʦʩʪʫʧʝʥ ʠʥʩʪʨʫʤʝʥʪ ʦʮʝʥʢʠ ʢʘʯʝʩʪʚʘ ʨʝʢʣʘʤʥʦʛʦ ʪʨʘʬʠʢʘ 

http://www.sostav.ru/publication/u-mail-ru-group-vyyavili-menee-0-1-podozritelnogo-trafika-27398.html 

ʂʦʤʧʘʥʠʷ Mail.Ru Group ʩʝʨʪʠʬʠʮʠʨʦʚʘʣʘ ʘʫʜʠʪ ʨʝʢʣʘʤʥʦʛʦ ʪʨʘʬʠʢʘ ʩ ʧʦʤʦʱʴʶ ʪʝʭʥʦʣʦʛʠʠ 

Adloox, ʧʨʝʜʦʩʪʘʚʣʷʝʤʦʡ ʚ ʈʦʩʩʠʠ ʢʦʤʧʘʥʠʝʡ Weborama. ɺʦʩʧʦʣʴʟʦʚʘʚʰʠʩʴ ʥʦʚʦʡ ʩʣʫʛʦʡ, 

ʨʝʢʣʘʤʦʜʘʪʝʣʠ Mail.Ru Group ʩʤʦʛʫʪ ʧʦʣʫʯʠʪʴ ʥʝʟʘʚʠʩʠʤʦʝ ʟʘʢʣʶʯʝʥʠʝ ʦ ʚʘʣʠʜʥʦʩʪʠ ʪʨʘʬʠʢʘ ʠ 

ʢʘʯʝʩʪʚʝ ʘʫʜʠʪʦʨʠʠ ʥʘ ʧʨʦʝʢʪʘʭ ʢʦʤʧʘʥʠʠ. 

çʄʳ ʚʩʝʛʜʘ ʦʙʝʩʧʝʯʠʚʘʣʠ ʠ ʦʙʝʩʧʝʯʠʚʘʝʤ ʚʳʩʦʢʦʝ ʢʘʯʝʩʪʚʦ ʫʩʣʫʛ: ʜʦʣʷ ʧʦʜʦʟʨʠʪʝʣʴʥʦʛʦ 

ʪʨʘʬʠʢʘ, ʚʳʷʚʣʝʥʥʦʛʦ ʚ ʨʘʤʢʘʭ ʪʝʩʪʦʚʦʛʦ ʘʫʜʠʪʘ ʫ ʥʘʩ ʩʦʩʪʘʚʣʷʝʪ ʤʝʥʝʝ 0,1%, ʯʪʦ 

ʥʘʭʦʜʠʪʩʷ ʚ ʧʨʝʜʝʣʘʭ ʧʦʛʨʝʰʥʦʩʪʠ. ʊʝʧʝʨʴ, ʙʣʘʛʦʜʘʨʷ ʧʘʨʪʥʝʨʩʪʚʫ ʩ Weborama ʠ Adloox, ʥʘʰʠ 

ʢʣʠʝʥʪʳ ʧʦʣʫʯʘʪ ʵʪʦʤʫ ʦʯʝʨʝʜʥʦʝ ʧʦʜʪʚʝʨʞʜʝʥʠʝ ʩ ʧʦʤʦʱʴʶ ʥʝʟʘʚʠʩʠʤʦʡ ʩʪʦʨʦʥʥʝʡ 

ʪʝʭʥʦʣʦʛʠʠè, ï ʛʦʚʦʨʠʪ ʢʦʤʤʝʨʯʝʩʢʠʡ ʜʠʨʝʢʪʦʨ Mail.Ru Group ʕʣʠʥʘ ʀʩʘʛʫʣʦʚʘ. 

ɼʣʷ ʦʮʝʥʢʠ ʢʘʯʝʩʪʚʘ ʪʨʘʬʠʢʘ Adloox ʠʩʧʦʣʴʟʫʝʪ ʤʝʪʦʜʦʣʦʛʠʶ, ʘʢʢʨʝʜʠʪʦʚʘʥʥʫʶ ʘʤʝʨʠʢʘʥʩʢʠʤ 

ʦʙʲʝʜʠʥʝʥʠʝʤ ʫʯʘʩʪʥʠʢʦʚ ʤʝʜʠʘʠʥʜʫʩʪʨʠʠ Media Rating Council (MRC), ʘ ʪʘʢʞʝ ʟʥʘʥʠʷ ʦ 

ʪʝʭʥʦʣʦʛʠʷʭ, ʧʨʠʤʝʥʷʝʤʳʭ ʟʣʦʫʤʳʰʣʝʥʥʠʢʘʤʠ ʜʣʷ ʤʘʥʠʧʫʣʷʮʠʡ ʩ ʜʘʥʥʳʤʠ ʠʣʠ ʢʦʥʪʝʥʪʦʤ. 

ʂʦʣʣʘʙʦʨʘʮʠʷ Weborama ʩ Adloox ʧʦʟʚʦʣʷʝʪ ʜʦʧʦʣʥʠʪʴ ʩʪʘʥʜʘʨʪʥʳʝ ʦʪʯʸʪʳ ʜʘʥʥʳʤʠ ʦ ʢʦʣʠʯʝʩʪʚʝ 

ʥʝʚʘʣʠʜʥʦʛʦ ʪʨʘʬʠʢʘ ʩ ʨʘʟʙʠʚʢʦʡ ʥʘ general ʠ sophisticated ʢʘʪʝʛʦʨʠʠ, ʜʦʙʘʚʣʷʝʪ ʨʫʢʦʚʦʜʠʪʝʣʴ 

ʢʦʤʤʝʨʯʝʩʢʦʡ ʩʣʫʞʙʳ Weborama Russia ʕʣʴʚʠʨʘ ʉʘʬʘʝʚʘ. 

ʂʦʤʧʘʥʠʠ Mail.Ru Group ʧʨʠʥʘʜʣʝʞʘʪ ʦʜʥʦʠʤʝʥʥʳʡ ʧʦʯʪʦʚʳʡ ʩʝʨʚʠʩ ʠ ʦʜʠʥ ʠʟ ʢʨʫʧʥʝʡʰʠʭ 

ʧʦʨʪʘʣʦʚ ʚ ʈʫʥʝʪʝ (TNS, ʚʩʷ ʈʦʩʩʠʷ, 12-64, ʘʧʨʝʣʴ 2016 ʛ.), ʢʨʫʧʥʝʡʰʠʝ ʨʫʩʩʢʦʷʟʳʯʥʳʝ 

ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ ï VK.com, ʆʜʥʦʢʣʘʩʩʥʠʢʠ ʠ ʄʦʡ ʄʠʨ, ʧʦʨʪʬʦʣʠʦ ʢʨʫʧʥʝʡʰʠʭ ʦʥʣʘʡʥ-ʠʛʨ, ʢʫʜʘ 

ʚʭʦʜʷʪ ʪʘʢʠʝ ʧʨʦʝʢʪʳ ʢʘʢ Warface, Armored Warfare, Skyforge ʠ Perfect World, ʩʝʨʚʠʩ MAPS.ME, 

ʧʨʝʜʦʩʪʘʚʣʷʶʱʠʡ ʦʬʣʘʡʥ-ʢʘʨʪʳ ʠ ʥʘʚʠʛʘʮʠʶ ʜʣʷ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚ ʥʘ ʦʩʥʦʚʝ ʜʘʥʥʳʭ 

OpenStreetMap, ʘ ʪʘʢʞʝ ʜʚʘ ʧʦʧʫʣʷʨʥʳʭ ʚ ʈʦʩʩʠʠ ʠ ʉʅɻ ʤʝʩʩʝʥʜʞʝʨʘ ï ɸʛʝʥʪ Mail.Ru ʠ ICQ. 

 

YouTube offers $3 refunds over ads linked to extremism 

http://www.thedrum.com/news/2017/07/03/youtube-offers-3-refunds-over-ads-linked-extremism 

http://www.sostav.ru/publication/u-mail-ru-group-vyyavili-menee-0-1-podozritelnogo-trafika-27398.html
http://www.sostav.ru/advmap/agency/2369
http://www.thedrum.com/news/2017/07/03/youtube-offers-3-refunds-over-ads-linked-extremism
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YouTube has rubbed salt into the wounds of advertisers by offering refunds of a mere $3 for having their 

ads displayed alongside extremist content. 

The goodwill gesture from the video streaming giant had been intended to lure ad agencies back to the 

fold, many of which have continued to shun the platform since the scandal first broke amid concern that 

their image could be compromised. 

An investigation by the Financial Times found that at least three unnamed advertising firms had been 

approached with the offer of óa couple of dollarsô, which was turned down out of hand by at least one. 

Commenting on the compensation scheme, a spokesperson for YouTube owner Google did not address 

the amount offered. Instead they simply said: ñWhen someone violates our ads policy repeatedly, we 

terminate the account, credit our advertisers and do not pay the content creator or publisher.ò 

YouTube policy allows advertisers to request a refund for money spent on advertising via websites that 

did not form part of the brand's campaign, but with relatively low traffic levels for extremist material these 

credits were extremely low. 

In recent weeks YouTube has been ramping up measures to expunge extremist material from its platform 

in a bid to win back advertisers. 

Rob Norman, chief digital officer for WPP-owned Group M, remarked: ñThe optics of giving these refunds 

are not great, but my guess is that Google had a technical responsibility to offer them.ò 

GroupM has been working with social video analytics firm OpenSlate in order to enhance brand safety. 

This article is about: World, Youtube, Google, Digital 

Source: Financial Times 

 

ɺʀɼɽʆʈɽʂʃɸʄɸ ..éééé.ééééééééééééééééééééééé 

çʗʥʜʝʢʩè ʪʝʩʪʠʨʫʝʪ ʘʚʪʦʤʘʪʠʯʝʩʢʦʝ ʩʦʟʜʘʥʠʝ ʚʠʜʝʦʨʦʣʠʢʦʚ 

ʅʦʚʳʡ ʬʦʨʤʘʪ ʧʦʟʚʦʣʠʪ ʢʦʤʧʘʥʠʷʤ ʚʳʡʪʠ ʥʘ ʪʘʢʦʡ ʙʳʩʪʨʦʨʘʩʪʫʱʠʡ ʩʝʛʤʝʥʪ ʨʳʥʢʘ, ʢʘʢ 

ʚʠʜʝʦʨʝʢʣʘʤʘ 

http://www.thedrum.com/topics/youtube
http://www.thedrum.com/topics/video-streaming
http://www.thedrum.com/topics/financial-times-0
http://www.thedrum.com/topics/google
http://www.thedrum.com/news/2017/06/19/google-announces-four-measures-combat-spread-extremist-content-youtube
http://www.thedrum.com/news/2017/06/19/google-announces-four-measures-combat-spread-extremist-content-youtube
http://www.thedrum.com/topics/wpp
http://www.thedrum.com/topics/groupm
http://www.thedrum.com/news/2017/03/29/groupm-tackles-youtube-brand-safety-it-partners-with-analytics-firm-openslate
http://www.thedrum.com/location/world
http://www.thedrum.com/topics/youtube
http://www.thedrum.com/topics/google
http://www.thedrum.com/digital
https://www.ft.com/content/c7b67954-5c28-11e7-b553-e2df1b0c3220?mhq5j=e3
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http://www.sostav.ru/publication/yandeks-testiruet-avtomaticheskoe-sozdanie-videorolikov-27313.html 

çʗʥʜʝʢʩè ʧʨʦʚʦʜʠʪ ʵʢʩʧʝʨʠʤʝʥʪ ʩ ʩʦʟʜʘʥʠʝʤ ʨʝʢʣʘʤʥʳʭ ʚʠʜʝʦʨʦʣʠʢʦʚ ʥʘ ʦʩʥʦʚʝ ʪʝʢʩʪʦʚ 

ʢʦʥʪʝʢʩʪʥʳʭ ʦʙʲʷʚʣʝʥʠʡ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʠ ʨʘʟʤʝʱʝʥʠʝʤ ʪʘʢʠʭ ʨʦʣʠʢʦʚ ʚ ʩʚʦʝʡ 

ʚʠʜʝʦʩʝʪʠ, ʩʦʦʙʱʘʶʪ çɺʝʜʦʤʦʩʪʠè. 

ʈʦʣʠʢʠ, ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʴʶ ʤʝʥʝʝ 15 ʩʝʢʫʥʜ, ʙʫʜʫʪ ʘʚʪʦʤʘʪʠʯʝʩʢʠ ʩʦʟʜʘʚʘʪʴʩʷ ʚ ʩʠʩʪʝʤʝ 

çʗʥʜʝʢʩ.ɼʠʨʝʢʪè ʠ ʨʘʟʤʝʱʘʪʴʩʷ ʥʘ ʩʦʙʩʪʚʝʥʥʳʭ ʧʣʦʱʘʜʢʘʭ ʠ ʥʘ ʩʘʡʪʘʭ ʧʘʨʪʥʸʨʦʚ. ʈʝʢʣʘʤʦʜʘʪʝʣʴ 

ʤʦʞʝʪ ʩʘʤ ʤʝʥʷʪʴ ʪʝʢʩʪ, ʜʦʙʘʚʣʷʪʴ ʟʘʛʦʣʦʚʢʠ, ʩʩʳʣʢʫ ʥʘ ʩʚʦʡ ʩʘʡʪ ʠ ʢʥʦʧʢʫ ʧʝʨʝʭʦʜʘ, ʘ ʪʘʢʞʝ 

ʚʢʣʶʯʘʪʴ ʠʣʠ ʚʳʢʣʶʯʘʪʴ ʟʚʫʢ ʚ ʨʦʣʠʢʝ. 

ʈʫʢʦʚʦʜʠʪʝʣʴ ʚʠʜʝʦʧʨʦʝʢʪʦʚ ʢʦʤʧʘʥʠʠ ʅʘʪʘʣʴʷ ɻʨʠʰʢʠʥʘ ʩʦʦʙʱʠʣʘ, ʯʪʦ ʥʦʚʳʡ ʬʦʨʤʘʪ ʧʦʟʚʦʣʠʪ 

ʢʦʤʧʘʥʠʷʤ ʚʳʡʪʠ ʥʘ ʪʘʢʦʡ ʙʳʩʪʨʦʨʘʩʪʫʱʠʡ ʩʝʛʤʝʥʪ ʨʳʥʢʘ, ʢʘʢ ʚʠʜʝʦʨʝʢʣʘʤʘ. ɺʠʜʝʦʧʣʦʱʘʜʢʠ, ʚ 

ʩʚʦʶ ʦʯʝʨʝʜʴ, ʧʦʣʫʯʘʪ ʥʦʚʳʡ ʧʣʘʩʪ ʢʣʠʝʥʪʦʚ, ʢʦʪʦʨʳʤ ʨʘʥʴʰʝ ʙʳʣʘ ʥʝʜʦʩʪʫʧʥʘ ʚʠʜʝʦʨʝʢʣʘʤʘ ʠʟ-

ʟʘ ʥʝʦʙʭʦʜʠʤʦʩʪʠ ʩʲʸʤʢʠ ʧʦʣʥʦʮʝʥʥʦʛʦ ʨʝʢʣʘʤʥʦʛʦ ʨʦʣʠʢʘ. 

çʇʦʪʨʝʙʣʝʥʠʝ ʚʠʜʝʦʢʦʥʪʝʥʪʘ ʚ ʠʥʪʝʨʥʝʪʝ ʩʠʣʴʥʦ ʠʟʤʝʥʠʣʦʩʴ ʟʘ ʧʦʩʣʝʜʥʝʝ ʚʨʝʤʷ. ʃʶʜʠ ʩʸʨʬʷʪ 

ʧʦ ʚʠʜʝʦ ʪʘʢ ʞʝ, ʢʘʢ ʨʘʥʴʰʝ ʩʸʨʬʠʣʠ ʧʦ ʩʘʡʪʘʤ. ʇʨʦʩʤʦʪʨ ʚʠʜʝʦ ʩʪʘʣ ʚʨʝʤʷʧʨʝʧʨʦʚʦʞʜʝʥʠʝʤ, ʚʦ 

ʤʥʦʛʠʭ ʩʣʫʯʘʷʭ ʥʝ ʧʦʜʨʘʟʫʤʝʚʘʶʱʠʤ ʛʣʫʙʦʢʦʛʦ ʚʦʚʣʝʯʝʥʠʷ. ʇʦʵʪʦʤʫ ʨʝʢʣʘʤʘ, ʭʦʨʦʰʦ 

ʧʦʧʘʜʘʶʱʘʷ ʚ ʠʥʪʝʨʝʩʳ ʧʦʣʴʟʦʚʘʪʝʣʷ, ʠʤʝʝʪ ʰʘʥʩʳ ʧʝʨʝʢʣʶʯʠʪʴ ʝʛʦ ʚʥʠʤʘʥʠʝ ʩ ʦʩʥʦʚʥʦʛʦ 

ʢʦʥʪʝʥʪʘ ʥʘ ʧʨʝʜʣʦʞʝʥʠʝ ʨʝʢʣʘʤʦʜʘʪʝʣʷè, - ʦʙʲʷʩʥʷʝʪ ɻʨʠʰʢʠʥʘ. 

ʉʝʡʯʘʩ ʚ ʵʢʩʧʝʨʠʤʝʥʪʝ ʫʯʘʩʪʚʫʶʪ ʦʥʣʘʡʥ-ʢʠʥʦʪʝʘʪʨ ivi, çʉʊʉ ʄʝʜʠʘè ʠ ʜʨʫʛʠʝ ʧʘʨʪʥʸʨʩʢʠʝ 

ʧʣʦʱʘʜʢʠ. ʉʨʦʢʠ ʝʛʦ ʟʘʚʝʨʰʝʥʠʷ ʠ ʟʘʧʫʩʢʘ ʩʝʨʚʠʩʘ ʜʣʷ ʚʩʝʭ ʢʣʠʝʥʪʦʚ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʘè ʧʦʢʘ ʥʝ 

ʥʘʟʳʚʘʶʪʩʷ. 

 

Why Some Online Video Stars Opt for Facebook Over YouTube 

https://www.nytimes.com/2017/07/09/technology/facebook-video-stars.html?WT.mc_id=SmartBriefs-

Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl 

SAN FRANCISCO ð Laura Clery has the trappings of a YouTube star ð seven-figure annual earnings, 

brand sponsorships and millions of fans who watch her comedy videos ð except for one notable 

difference: Sheôs finding fame and fortune on Facebook. 

http://www.sostav.ru/publication/yandeks-testiruet-avtomaticheskoe-sozdanie-videorolikov-27313.html
https://www.vedomosti.ru/technology/articles/2017/07/04/709479-yandeks-videoreklamu
https://www.nytimes.com/2017/07/09/technology/facebook-video-stars.html?WT.mc_id=SmartBriefs-Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl
https://www.nytimes.com/2017/07/09/technology/facebook-video-stars.html?WT.mc_id=SmartBriefs-Newsletter&WT.mc_ev=click&ad-keywords=smartbriefsnl
http://topics.nytimes.com/top/news/business/companies/youtube/index.html?inline=nyt-org
http://www.nytimes.com/topic/company/facebook-inc?inline=nyt-org
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With three million followers on the social network, Ms. Clery hosts a weekly cooking show on Facebook 

Live as Pamela Pupkin, a pseudo-spiritual guruwho enjoys berating her husband and interacts with fans 

in character. Her other sketches as Helen Horbath, a foul-mouthed female stalker who pursues a male 

crush with sexually loaded pickup lines, routinely receive several million views on Facebook. The character 

has such a loyal following that Helen has a line of T-shirts, and one fan tattooed her face onto his arm. 

As an early participant in Facebookôs video revenue-sharing program, Ms. Clery is one of its first stars to 

receive YouTube-like payments. Developing native stars is part of Facebookôs ambition to challenge 

YouTube as the internetôs primary destination for video by getting users to see it as more than a repository 

of one-off hits. 

While 1.5 billion people go to YouTube every month specifically to watch videos, Facebook users stumble 

upon videos among a friendôs vacation photos or in a news story. Because itôs easier to share content, 

videos like ñChewbacca Momò tend to spread like wildfire on Facebook. 

But the social network has struggled to match YouTubeôs success in coaxing viewers to watch for longer 

stretches, which is essential to siphon off TV advertising money. YouTube said mobile viewers, on 

average, watch for more than an hour a day ð a testament to its huge video inventory and uncanny ability 

to predict what you want to watch next. 

To capture and retain the attention of its two billion monthly users with more than short, viral clips, 

Facebook is now delivering live sports as well as creating its own serialized programs and exclusive shows. 

It is also courting performers who can build a passionate audience and keep them coming back. 

Such stars have been critical to YouTubeôs success because they have fiercely loyal fans and appeal to 

audiences underserved by traditional media companies. Popular personalities like Jake Paul on YouTube 

have millions of subscribers who return daily to watch video diaries and music videos. 

That is where Ms. Clery comes in. Feeling powerless over her acting career, Ms. Clery decided to try her 

hand at videos online two years ago. She started out on YouTube but struggled to stand out among the 

abundance of content. 

One of her first Facebook videos ð a skit about close talkers ð was viewed 30,000 times in a day without 

any promotion or fans. In two years, she has become one of Facebookôs biggest stars and she is making 

more money than she ever did as a traditional working actor. 

https://www.facebook.com/search/str/Laura%2BClery%2Bpamela/stories-keyword/stories-public?esd=
https://www.facebook.com/laura.clery/videos/vb.1441658079469946/1707106349591783/?type=2&theater
https://www.facebook.com/candaceSpayne/videos/10209653193067040/
https://www.youtube.com/user/JakePaulProductions/featured


 

 

 

11 

 

ñI go where the love is and I go where I do better,ò said Ms. Clery, who had starred in a few sitcoms before 

moving into online video. ñPeople said óFocus on YouTube because they monetize,ô but the reach was 

more important to me. I figured the money would come, and it has.ò 

Ms. Clery said a YouTube representative recently approached her to encourage her to focus more on 

YouTube. She already posts there, she said, but mostly to discourage people from stealing her videos and 

uploading them to the site. 

Most online video creators are not exclusive to any platform, but the biggest stars publish most consistently 

on YouTube because its ad revenue-sharing typically provides the biggest payouts. 

While most creators post videos to Facebook, it is sometimes treated as an afterthought or a marketing 

tool to redirect users back to their YouTube page. At last monthôs VidCon, the online video industryôs 

annual trade show, Facebook unleashed a charm offensive to creators, highlighting its fledgling video ad 

programs and introducing a new app featuring tools to help creators make videos look more professional. 

Ms. Clery, left, signing a poster for one of her fans during VidCon 2017. She said her videos struggled to 

find an audience among the abundance of content on YouTube, and her focus on Facebook has resulted 

in seven-figure annual earnings and millions of fans. CreditCarlos Gonzalez for The New York Times 

In the world of YouTube stars, few are bigger than Logan Paul, a musclebound, floppy-haired goofball. He 

has seven million subscribers to his daily video log on YouTube and shoots video with Dwayne Johnson, 

a.k.a. ñThe Rock.ò He said creating videos for Facebook versus YouTube was akin to speaking different 

dialects. 

ñYouTube is modern-day television for the younger generation. The audience is superdevoted and willing 

to give you their time,ò said Mr. Paul, whose brother Jake is also a star. He said his video logs ð a mix 

between a reality show and running diary ð on YouTube span from 10 to 25 minutes. Other than live 

streams, most of his Facebook videos are about a minute long. 

Facebookôs video ad strategy is not as developed, he said, but he uses Facebook to build his brand. Mr. 

Paul, who is exceedingly diplomatic about the different platforms, said he keeps dialogue to a minimum 

on Facebook because it serves a global audience who may not all speak English. He focuses on physical 

stunts ð such as performing splits in locations around the world. 

Last year, Facebook paid as much as $220,000 for top YouTube stars, including Mr. Paul, to produce 

exclusive content for Facebook Live. However, the deals did little to entice YouTube stars to post more 

https://www.youtube.com/channel/UCG8rbF3g2AMX70yOd8vqIZg
https://www.youtube.com/watch?v=SPYkL1t6sPs
https://www.facebook.com/LoganPaul/videos/vb.148364602028392/538113089720206/?type=2&theater
https://www.wsj.com/articles/facebook-to-pay-internet-stars-for-live-video-1468920602
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frequently on Facebook. Facebook said those deals were to support stars as they experimented with Live, 

not an attempt to recruit talent to its platform. 

ñAs long as YouTube continues to be a place where creators can amass a large audience, itôs always 

going to be a draw until another platform can match its revenue dollars,ò said Joshua Cohen, co-founder 

of Tubefilter, a site devoted to the online video industry. 

Facebook started testing the new advertising program earlier this year to allow some creators, like Ms. 

Clery, to place 15-second ads in videos. Creators in the program said advertising revenue from Facebook 

was comparable to YouTube, although many cautioned it was still early. Facebook said it was ñpleasedò 

with the program and planned to include more creators. 

Also, both companies are pushing to help creators land so-called influencer marketing deals ð connecting 

social media stars with companies that want their brands or products promoted. Last year, YouTube 

acquired FameBit ð a marketplace to help marketers find influential stars ð while Facebook made more 

people eligible to promote posts from brands. 

Facebook and YouTube are also adding features that make them more alike. Last week, YouTube 

introduced a mobile feature to directly share videos with friends and maintain group messaging threads. 

YouTube also started a pilot program to allow major stars to post nonvideo content to their pages ð 

creating a Facebook profile of sorts with photos and text. 

Last year, Facebook added a dedicated video tab ð a mini-YouTube within its mobile app ð so people 

interested only in watching videos on Facebook have a place to go. And there are reports that Facebook 

is bringing exclusive content from media companies to the video tab. 

Ross Smith, who has 3.6 million Facebook followers for his comedy videos, acknowledged that he missed 

some opportunities to make money by focusing so much on Facebook. 

A two-minute compilation of Mr. Smithôs comedy videos with his 90-year-old grandmother ð him swatting 

away one of her jump shots, him pushing her into a pile of leaves, and them playing beer pong together 

ð has generated 117 million views and was shared 1.2 million times. 

ñThatôs pretty damn big and I didnôt make a dime on it,ò said Mr. Smith, who is now part of Facebookôs 

advertising experiment. 

http://www.reuters.com/article/us-facebook-tv-idUSKBN18K2U0?mod=djemCMOToday
http://www.reuters.com/article/us-facebook-tv-idUSKBN18K2U0?mod=djemCMOToday
https://www.facebook.com/RossSmithvideos/videos/vb.1622651498010103/1791549544453630/?type=2&theater
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But he said he reserved his best content for Facebook because it had a diverse and global audience. He 

is active on Snapchat and Instagram, but his videos spread faster on Facebook because it serves a 

different audience. 

At VidCon, Mr. Smith said his YouTube star friends were mobbed on the convention floor by teenage fans 

while he walked around largely unnoticed. But when he returned to his hotel, the security guards and hotel 

staff recognized him and excitedly introduced themselves. 

ñI have this whole market with a different fan base,ò he said. ñItôs definitely the underdog.ò 

 

óDonôt take away our 15sô: Advertisers scramble to meet the platformsô new formats 

https://digiday.com/media/dont-take-away-15s-advertisers-scramble-meet-platforms-new-formats/ 

Earlier this year, Facebook began inserting short ads in the middle of publishersô videos. That followed 

news from Google that it would get rid of its 30-second, unskippable pre-roll ads on YouTube and push its 

six-second unskippable ads. 

The introduction of new formats is theoretically good news for publishers desperate to make money off the 

content they distribute on the platforms. But even in 2017, many advertisers are still focused on the 30-

second spot and arenôt set up to adapt to all the new formats, agencies and publishers say. 

ñChange in the ad ecosystem takes time,ò said Troy Young, president of Hearst Magazines Digital Media. 

ñSix seconds requires an entirely new storytelling mode. Thirties are still common on TV, so they make 

their way into the digital ecosystem frequently.ò 

And itôs hard to shoot a storyline that is adaptable to a variety of formats and lengths, and expensive to 

produce ads that are just for one format or platform, said Lisa Cucinotta, vp of accounts at Adaptly, which 

helps advertisers scale their campaigns across social media. 

Greg Manago, co-president of Mindshare Content + Entertainment in North America, said his agencyôs 

preference is to shoot a campaign for each platform and format from the start, which can cost anywhere 

from 10 to 20 percent more than taking a 30-second spot and recutting it. 

For clients wanting someone else to create different versions of their ads, agencies including MEC and 

Adaptly have started to oblige. MEC Wavemaker, MECôs specialist content division, has signed up three 

https://digiday.com/media/dont-take-away-15s-advertisers-scramble-meet-platforms-new-formats/
https://digiday.com/media/dont-take-away-15s-advertisers-scramble-meet-platforms-new-formats/
https://www.clickz.com/youtube-is-getting-rid-of-30-second-unskippable-pre-roll-ads/109582/
https://digiday.com/media/facebook-mid-roll-video-ads/
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clients since it began offering the service last month and is talking to three more prospective ones, said 

Noah Mallin, managing partner of MEC Wavemaker and head of social for MEC North America. 

ñWe were hearing this from clients all the time,ò Mallin said. ñWe would make recommendations on media, 

and either they donôt have the assets or they werenôt optimized for the channel.ò 

Itôs not just the skills and expense thatôs the issue. The creative ecosystem has been built around the 30-

second TV spot and, more recently, the 15-second spot. The investment is both financial and emotional. 

And publishers need the money so they take them and repurpose them as pre-roll, users be damned. 

ñI think thereôs still a mentality of, óDonôt take away our 15s,ôò Mallin said. ñThey donôt really love the idea 

of taking that content and versioning it. So it becomes this push and pull.ò A six-second ad may be more 

audience-friendly, Mallin said, but it ñisnôt often the first thing that comes to mind when the clientôs thinking 

about a big idea.ò 

Itôs a mentality agencies are trying to change. ñIôm sure there are some frustrated creatives who want to 

create the feature film, but thereôs a great way you can communicate in GIFs,ò Manago said. 

Change is happening, though. In June, Fox Networks Group announced it would start supporting the six-

second unskippable ad format, following YouTubeôs example. David Levy, Fox Networks Groupôs evp of 

nonlinear revenue, said the company has gotten a positive response from advertisers, with some starting 

to create ads of that length. 

Levy said while the six-second format is good for reaching people at the top and bottom of the purchase 

funnel but that longer formats are still needed to explain a productôs benefits. For that reason, he doesnôt 

think that the 30-second spot will go extinct anytime soon. ñYou need different types of attention to 

communicate a message to a consumer,ò he said. 

 

ʉOʎʀɸʃʔʅʓɽ ʉɽʊʀéééééééééééééééééééééééééé 

ʉʘʥʢʮʠʠ ʧʨʦʪʠʚ ʈʦʩʩʠʠ ʧʦʤʦʛʣʠ Facebook ʚʳʙʠʪʴʩʷ ʚ ʣʠʜʝʨʳ ʥʘ ʋʢʨʘʠʥʝ 

ʉʦʮʩʝʪʴ ʚʧʝʨʚʳʝ ʦʙʦʰʣʘ "ɺʂʦʥʪʘʢʪʝ" ʠ "ʆʜʥʦʢʣʘʩʩʥʠʢʠ" 

http://www.sostav.ru/publication/sanktsii-protiv-rossii-pomogli-facebook-vybitsya-v-lidery-na-ukraine-

27388.html 

http://www.sostav.ru/publication/sanktsii-protiv-rossii-pomogli-facebook-vybitsya-v-lidery-na-ukraine-27388.html
http://www.sostav.ru/publication/sanktsii-protiv-rossii-pomogli-facebook-vybitsya-v-lidery-na-ukraine-27388.html
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ʉʦʛʣʘʩʥʦ ʠʩʩʣʝʜʦʚʘʥʠʶ Factum Group Ukraine, Facebook ʚʧʝʨʚʳʝ ʦʙʦʰʝʣ ʜʨʫʛʠʝ ʩʦʮʩʝʪʠ ʧʦ 

ʧʦʩʝʱʘʝʤʦʩʪʠ ʥʘ ʪʝʨʨʠʪʦʨʠʠ ʋʢʨʘʠʥʳ.  

ʅʝ ʪʘʢ ʜʘʚʥʦ "ɺʂʦʥʪʘʢʪʝ" ʣʠʜʠʨʦʚʘʣ ʩʨʝʜʠ ʫʢʨʘʠʥʩʢʠʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʜʘʞʝ ʥʝʩʤʦʪʨʷ 

ʥʘ ʩʘʥʢʮʠʠ ʧʨʦʪʠʚ ʨʦʩʩʠʡʩʢʠʭ ʢʦʤʧʘʥʠʡ, ʟʘʧʨʝʱʘʶʱʠʝ ʠʭ ʨʘʙʦʪʫ ʥʘ ʪʝʨʨʠʪʦʨʠʠ ʋʢʨʘʠʥʳ. ʊʦʛʜʘ 

ʙʣʘʛʦʜʘʨʷ ʘʥʦʥʠʤʘʡʟʝʨʘʤ ʠ ʩʧʝʮʠʘʣʴʥʳʤ ʧʨʠʣʦʞʝʥʠʷʤ, ʨʦʩʩʠʡʩʢʠʝ ʩʦʮʩʝʪʠ 

ʝʱ yʫʜʝʨʞʠʚʘʣʠ ʩʚʦʠ ʨʝʡʪʠʥʛʠ, ʭʦʪʷ ʜʠʥʘʤʠʢʘ ʚ ʠʶʥʝ ʧʦʢʘʟʘʣʘ ʨʝʟʢʦʝ ʧʘʜʝʥʠʝ ʦʭʚʘʪʦʚ: ʥʘ 26 

ʧʫʥʢʪʦʚ ʫ "ɺʂʦʥʪʘʢʪʝ" ʠ ʥʘ 21 ʫ "ʆʜʥʦʢʣʘʩʩʥʠʢʦʚ".  

ʊʝʧʝʨʴ "ɺʂʦʥʪʘʢʪʝ" ʟʘʥʠʤʘʝʪ ʯʝʪʚʝʨʪʫʶ ʩʪʨʦʯʢʫ ʨʝʡʪʠʥʛʘ ʧʦ ʩʨʝʜʥʝʜʥʝʚʥʦʡ ʘʫʜʠʪʦʨʠʠ, ʠ ʚʦʩʴʤʫʶ 

ï ʧʦ ʦʭʚʘʪʫ. ɸʫʜʠʪʦʨʠʷ Facebook ʩ ʘʧʨʝʣʷ ʤʝʩʷʮʘ ʧʦʜʨʦʩʣʘ ʚʩʝʛʦ ʥʘ 5 ʧʨʦʮʝʥʪʥʳʭ ʧʫʥʢʪʦʚ, ʥʦ 

ʩʠʣʴʥʦʝ ʧʘʜʝʥʠʝ ʦʭʚʘʪʘ ʜʨʫʛʠʭ ʩʝʪʝʡ ʧʦʟʚʦʣʠʣʦ ʝʡ ʚʳʡʪʠ ʥʘ ʧʝʨʚʦʝ ʤʝʩʪʦ. 

ʈʝʟʢʦʝ ʩʦʢʨʘʱʝʥʠʝ ʘʫʜʠʪʦʨʠʠ ʥʘʙʣʶʜʘʝʪʩʷ ʠ ʫ ʨʦʩʩʠʡʩʢʠʭ ʧʦʠʩʢʦʚʳʭ ʩʝʨʚʠʩʦʚ "ʗʥʜʝʢʩ" ʠ Mail.Ru. 

ʅʘʧʦʤʥʠʤ, ʯʪʦ ʢʦʤʧʘʥʠʷ Mail.ru Group ʟʘʢʨʳʣʘ ʩʚʦʝ ʫʢʨʘʠʥʩʢʦʝ ʧʦʜʨʘʟʜʝʣʝʥʠʝ, ʧʦʜʯʝʨʢʥʫʚ, ʯʪʦ 

ʥʘ ʬʦʥʝ ʩʘʥʢʮʠʡ ʨʘʙʦʪʘ ʧʨʝʜʩʪʘʚʠʪʝʣʴʩʪʚʘ ʢʦʤʧʘʥʠʠ ʥʘ ʫʢʨʘʠʥʩʢʦʤ ʨʳʥʢʝ ʪʝʨʷʝʪ ʩʤʳʩʣ.  

ʉʢʘʯʘʪʴ ʦʪʯʝʪ 

 

2017: The year in social marketing so far 

From Snapôs IPO to Facebookôs ad breaks to Instagramôs Stories, here are 2017ôs biggest stories in social 

so far. 

http://marketingland.com/year-social-marketing-far-218878 

The social marketing landscape shifts so quickly that a half-year review isnôt so much ridiculous as almost 

requisite, if only to keep track of what has changed already in 2017. 

When 2016 ended, Snapchat was a social darling, Facebook videos could be watched uninterrupted, and 

Instagramôs Stories product was smaller than Snapchatôs original. Then 2017 happened. More specifically, 

these things happened: 

Snap went public 

Secrecy had always been part of Snapchatôs allure, but when the appôs parent company Snap filed to go 

public in February, it lost some of that mystique, in part because it appeared to be losing its war with 

http://inau.ua/sites/default/files/file/1707/top-25_saytiv_cherven_2017.pdf
http://www.sostav.ru/publication/yandeks-i-mail-ru-group-popali-pod-ukrainskie-sanktsii-26631.html
http://www.sostav.ru/publication/zapret-ne-pomeshal-vkontakte-ostavatsya-samym-poseshchaemym-sajtom-na-ukraine-26989.html
http://www.sostav.ru/publication/sotrudnikam-ukrainskoj-mail-ru-predlozhili-rabotu-v-rossii-26890.html
http://inau.ua/sites/default/files/file/1707/top-25_saytiv_cherven_2017.pdf
http://marketingland.com/snap-inc-ipo-filing-205508
http://marketingland.com/snap-inc-ipo-filing-205508


 

 

 

16 

 

Instagram. Soon after Instagram cloned Snapchatôs Stories feature, Snapchatôs audience growth slowed. 

By April 2017, more people were checking out Instagram Stories daily than opening Snapchat. Those stats 

alone would have made for a rough start to 2017. But in May, Snap said that its Q1 2017 revenue slid from 

the Q4 2016 mark because of seasonality, a trend thatôs normal for a seasoned ad business but unusual 

for an upstart. 

Instagramôs Stories audience overtook Snapchatôs 

After closing 2016 by making run at Snapchatôs user base, Instagram opened 2017 by making a run at its 

rivalôs advertiser base when it rolled out Snapchat-style vertical video ads between peopleôs Stories. Then 

in April ð two months after Snapchat disclosed its daily user count for the first time ð Instagram revealed 

that more people were using Instagram Stories daily than Snapchat. Then in June, a month after Snapchat 

said that its daily audience growth had rebounded by 5 percent from Q4 2016 to Q1 2017, Instagram 

announced that Storiesô daily audience had grown by 25 percent from April to June. 

Facebook rolled out mid-roll ads 

Views are nice, but revenue is nicer. After building itself up as a legitimate alternative to YouTube for 

creators and publishers to attract audiences for their videos, Facebook finally started testing a way for 

companies to make money from the videos they post on the social network. Now itôs a question of whether 

advertisers shaken by YouTubeôs ñadpocalypseò are comfortable with Facebookôs limited controls over 

which videos feature their mid-roll ads. 

Twitter gained users, lost money 

In the movie ñNational Lampoonôs Vegas Vacation,ò Chevy Chase tries to plug a leak in the Hoover Dam, 

only to have another one open. Twitter is Chevy Chase. The company has finally re-accelerated its 

audience growth, but now its total revenue and advertising revenue are in decline. And while Twitter has 

added more money-making ad products, like ads in Periscope, it has also lost one of its most marquee 

sales opportunities after the NFL opted not to renew its regular season live-streaming deal with the 

company. 

LinkedIn turned on retargeting 

Business-wise, LinkedIn had stayed pretty quiet since being bought by Microsoft in 2016. Then the the 

business-centric social network finally opened itself up to retargeted advertising through a new program 

called Matched Audiences. While LinkedIn isnôt doing anything that hasnôt already been done by 

Facebook, Google, Twitter ð really, by everyone ð it can better cater to B2B marketers. 

http://marketingland.com/instagram-stories-tops-200-million-daily-users-211922
http://marketingland.com/marketers-know-snaps-q1-2017-earnings-report-214433
http://marketingland.com/marketers-know-snaps-q1-2017-earnings-report-214433
http://marketingland.com/instagram-will-show-ads-150-million-people-viewing-stories-daily-203089
http://marketingland.com/instagram-stories-tops-200-million-daily-users-211922
http://marketingland.com/instagram-stories-daily-audience-hits-250-million-people-adds-live-story-replays-217972
http://marketingland.com/instagram-stories-daily-audience-hits-250-million-people-adds-live-story-replays-217972
http://marketingland.com/facebook-opens-mid-roll-ads-live-broadcasters-starts-non-live-test-207499
http://marketingland.com/facebook-opens-mid-roll-ads-live-broadcasters-starts-non-live-test-207499
https://www.recode.net/2017/3/30/15128654/youtube-creators-revenue-drop-brand-safety-controversy
http://marketingland.com/facebook-addresses-audience-network-mid-roll-ad-transparency-problem-publisher-lists-217425
http://marketingland.com/facebook-addresses-audience-network-mid-roll-ad-transparency-problem-publisher-lists-217425
http://marketingland.com/marketers-know-twitters-q1-2017-earnings-213111
https://www.recode.net/2017/4/4/15183786/twitter-lost-nfl-football-streaming-video-tv-deal-amazon
http://marketingland.com/linkedin-officially-rolling-matched-audiences-ad-targeting-program-advertisers-week-212726
http://marketingland.com/linkedin-officially-rolling-matched-audiences-ad-targeting-program-advertisers-week-212726
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Pinterest put a new Lens on visual search 

Pinterest wants to do for visual search what Google has done for text-based search. But for a search 

engine to be truly visual, not only should the results be visual, but so should the queries. And so in 

February, Pinterest rolled out Lens, a feature in its app that convert a phoneôs camera into a search bar. 

A few months later, Pinterest said that it would use the same computer vision technology powering Lens 

to target ads on its platform. 

Facebookôs Messenger raised chatbotsô profiles 

2016 was supposed to be a big year for chatbots. Luckily for them, it was not. But 2017 may be after 

Facebookôs Messenger added a Discover tab to make people more aware of the chatbots and businesses 

on its platform. 

 

L2: Instagram rules video engagement 

http://www.marketingdive.com/news/l2-instagram-rules-video-engagement/446671/ 

Dive Brief: 

Instagram's video engagement far outpaced other social media platforms at 16%, compared to parent 

company Facebook's 1.5% and YouTube's 0.3%, according to a report released last week by 

benchmarking firm L2 Inc. Based on total views, however, Facebook led the way with 18.8 million, 

followed by YouTube at 14.8 million with Instagram trailing at 5.2 million.  

For brands looking to boost reach, Facebook is the best platform, according to the report, while 

YouTube brings slightly better organic view rates. "Intelligence Report: Video 2017" also saw a ripple 

effect of TV advertising leading to higher organic interest on digital channels.  

The report analyzed 60,000 videos and 293 video campaigns for 201 brands across social media, 

mobile, website and television viewing habits. 

Dive Insight: 

L2's latest report emphasizes the importance of strategic ad spend for maximized online engagement. 

Clearly, social media platforms have emerged as critical components of effective digital  video 

https://martechtoday.com/pinterest-teaching-computers-see-199438
http://marketingland.com/pinterests-lens-app-turns-phones-camera-search-bar-206115
http://marketingland.com/pinterest-will-use-image-recognition-target-ads-including-lens-results-214895
http://marketingland.com/inside-chatbots-year-growing-pains-210182
http://marketingland.com/facebooks-messenger-officially-debuts-discover-tab-highlight-chatbots-businesses-218496
http://www.marketingdive.com/news/l2-instagram-rules-video-engagement/446671/
http://www.prnewswire.com/news-releases/l2-report-examines-201-consumer-brands-to-identify-effective-video-content-and-video-spend-strategies-for-driving-online-engagement-300483481.html
http://www.prnewswire.com/news-releases/l2-report-examines-201-consumer-brands-to-identify-effective-video-content-and-video-spend-strategies-for-driving-online-engagement-300483481.html
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strategy, but marketers should consider the distinct user behaviors and challenges of each platform, 

such as varying audiences, formats and other platform-specific tendencies. 

Last month, the Interactive Advertising Bureau released a survey that found two-thirds of smartphone 

owners use their device every 30 minutes or less, while 22% tap into their phones every five minutes. 

The survey also reported that 90% of smartphone users recall seeing mobile ads within the first few 

days after the ad was originally shown, while 86% recall ads from mobile apps, the survey found. 

About half of respondents said they took action after seeing mobile ads, demonstrating that they're 

an effective marketing medium, as consumers are becoming increasingly reliant on their wireless 

devices for gathering news, information and entertainment than other electronic media. This steady 

shift to mobile signals that marketers would be remiss to overlook the impact of social media videos 

on conversions and brand awareness. 

Similar research supports much of L2's data. Last month, WPP's Kantar Worldpanel and Facebook 

released a joint study that found a 29% lift in conversions when consumers were exposed to brand 

messages on both TV and Facebook. That report also found that TV spots brought a 4.7x greater 

household reach than Facebook alone, although Facebook ads were 1.9x less expensive. This, 

coupled with the cord-cutting trend of users shifting away from TV and toward digital, creates a 

significant challenge for marketers looking to optimize reach with limited ad dollars.  

 

MOBLE & ʄɽʉʉɽʅɼɾɽʈʓ .ééééééééééééééééééééééé 

ɻʣʦʙʘʣʴʥʳʝ ʟʘʪʨʘʪʳ ʥʘ ʤʦʙʠʣʴʥʫʶ ʨʝʢʣʘʤʫ ʚʳʨʦʩʣʠ ʥʘ 60,5% 

ɽʚʨʦʧʝʡʩʢʠʝ ʠʩʩʣʝʜʦʚʘʪʝʣʠ ʦʪʯʠʪʘʣʠʩʴ ʦ ʜʠʥʘʤʠʢʝ ʛʣʦʙʘʣʴʥʦʛʦ ʨʝʢʣʘʤʥʦʛʦ ʨʳʥʢʘ ʚ ʤʦʙʠʣʴʥʦʤ 

ʩʝʛʤʝʥʪʝ 

http://www.sostav.ru/publication/globalnye-zatraty-na-mobilnuyu-reklamu-vyrosli-na-60-5-27383.html 

ʉʦʛʣʘʩʥʦ ʧʦʩʣʝʜʥʠʤ ʜʘʥʥʳʤ ʝʚʨʦʧʝʡʩʢʦʛʦ ɹʶʨʦ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ, ʛʣʦʙʘʣʴʥʳʝ ʟʘʪʨʘʪʳ ʥʘ 

ʤʦʙʠʣʴʥʫʶ ʨʝʢʣʘʤʫ ʚʳʨʦʩʣʠ ʥʘ 60,5% ʜʦ 63 ʤʣʨʜ ʝʚʨʦ ʚ 2016 ʛʦʜʫ, ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ 39 ʤʣʨʜ ʝʚʨʦ 

ʚ 2015 ʛʦʜʫ, ʩʦʦʙʱʘʝʪ Warc.  

ʀʩʩʣʝʜʦʚʘʪʝʣʠ ʠʟ ʙʨʶʩʩʝʣʴʩʢʦʛʦ ʦʪʜʝʣʝʥʠʷ ɹʶʨʦ ʦʪʤʝʪʠʣʠ ʩʪʨʝʤʠʪʝʣʴʥʳʡ ʨʦʩʪ ʟʘʪʨʘʪ ʥʘ 

ʨʝʢʣʘʤʫ ʟʘ ʩʯʸʪ ʧʦʚʳʰʝʥʠʷ ʩʧʨʦʩʘ ʤʠʨʦʚʦʛʦ ʤʦʙʠʣʴʥʦʛʦ ʧʦʪʨʝʙʠʪʝʣʷ ʠ ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʷ 

ʨʳʥʦʯʥʳʭ ʪʝʭʥʦʣʦʛʠʡ. 

http://www.iab.com/insights/2017globalmobileperspective/
http://www.mobilemarketer.com/news/iab-90-of-smartphone-users-recall-mobile-ads/444940/
http://www.marketingdive.com/news/study-facebook-tv-ads-pair-up-better-than-expected/444185/
http://www.sostav.ru/publication/globalnye-zatraty-na-mobilnuyu-reklamu-vyrosli-na-60-5-27383.html
https://www.warc.com/NewsAndOpinion/News/Global_mobile_adspend_hit_83bn_in_2016/38947
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ʉ ʪʦʯʢʠ ʟʨʝʥʠʷ ʨʝʛʠʦʥʘʣʴʥʦʡ ʜʦʣʠ ʟʘʪʨʘʪ ʥʘ ʤʦʙʠʣʴʥʫʶ ʨʝʢʣʘʤʫ ʚ ʧʨʦʰʣʦʤ ʛʦʜʫ, ʉʝʚʝʨʥʘʷ 

ɸʤʝʨʠʢʘ ʩʪʘʣʘ ʢʨʫʧʥʝʡʰʠʤ ʧʦʪʨʝʙʠʪʝʣʝʤ - ʟʘʥʷʣʘ ʧʦʯʪʠ ʧʦʣʦʚʠʥʫ (46%) ʚʩʝʭ ʤʠʨʦʚʳʭ ʟʘʪʨʘʪ, ʯʪʦ 

ʩʦʩʪʘʚʣʷʝʪ 29 ʤʣʨʜ ʝʚʨʦ. ɸʟʠʘʪʩʢʦ-ʊʠʭʦʦʢʝʘʥʩʢʠʡ ʨʝʛʠʦʥ ʩʪʘʣ ʚʪʦʨʳʤ ʧʦ ʚʝʣʠʯʠʥʝ ʨʳʥʢʦʤ, ʩ 

ʪʨʝʪʴʶ ʤʠʨʦʚʳʭ ʟʘʪʨʘʪ, ɽʚʨʦʧʘ ʫʜʚʦʠʣʘ ʨʘʩʭʦʜʳ ʜʦ 21 ʤʣʨʜ ʝʚʨʦ, ʘ ʩʪʨʘʥʳ ɹʣʠʞʥʝʛʦ ɺʦʩʪʦʢʘ ʠ 

ɸʬʨʠʢʠ, ʜʘʞʝ ʩ ʜʚʫʭʢʨʘʪʥʳʤ ʨʦʩʪʦʤ, ʟʘʥʷʣʠ 0,8% ʦʪ ʤʠʨʦʚʳʭ ʪʨʘʪ ʥʘ ʤʦʙʠʣʴʥʫʶ ʨʝʢʣʘʤʫ, ʜʦʣʷ 

ʃʘʪʠʥʩʢʦʡ ɸʤʝʨʠʢʠ ʩʦʩʪʘʚʠʣʘ  0,7%. 

ʊʝʤ ʥʝ ʤʝʥʝʝ, ʦʙʱʠʝ ʨʘʩʭʦʜʳ ʥʘ ʨʝʢʣʘʤʥʳʝ ʩʦʦʙʱʝʥʠʷ ʩʥʠʟʠʣʠʩʴ ʜʦ 3,1% ʠ ʩʦʩʪʘʚʠʣʠ 1,9 ʤʣʨʜ 

ʝʚʨʦ, ʵʪʦ ʩʚʷʟʘʥʦ ʩ ʪʝʤ, ʯʪʦ ʧʦʣʴʟʦʚʘʪʝʣʠ ʘʢʪʠʚʥʦ ʧʝʨʝʭʦʜʷʪ ʩ ʤʦʙʠʣʴʥʳʭ ʉʄʉ ʥʘ ʧʣʘʪʬʦʨʤʳ 

ʤʝʩʩʝʥʜʞʝʨʦʚ.  ʈʝʢʣʘʤʥʳʝ ʪʨʘʥʩʣʷʮʠʠ ʫʚʝʣʠʯʠʣʠ ʩʚʦʶ ʜʦʣʶ ʜʦ 54% ʦʪ ʚʩʝʭ ʤʦʙʠʣʴʥʳʭ ʟʘʪʨʘʪ ʠ 

ʩʦʩʪʘʚʠʣʠ 34 ʤʣʨʜ ʝʚʨʦ. 

"ʕʪʠ ʜʘʥʥʳʝ ʧʦʜʪʚʝʨʞʜʘʶʪ, ʯʪʦ ʤʳ ʥʘʭʦʜʠʤʩʷ ʩʝʡʯʘʩ ʥʘ ʵʪʘʧʝ ʘʢʪʠʚʥʦʛʦ ʠʩʧʦʣʴʟʦʚʘʥʠʷ ʤʝʜʠʘ ʠ 

ʧʦʪʨʝʙʣʝʥʠʷ ʨʝʢʣʘʤʳ", - ʩʦʦʙʱʠʣʘ ʊʘʫʥʩʝʥʜ ʌʠʭʵʥ, ʛʝʥʝʨʘʣʴʥʳʡ ʜʠʨʝʢʪʦʨ ɹʶʨʦ. "ʅʘ ʨʳʥʢʝ 

ɽʚʨʦʧʳ ʧʨʦʜʦʣʞʘʝʪ ʫʚʝʣʠʯʠʚʘʪʴʩʷ ʦʙʲʸʤ ʮʠʬʨʦʚʦʡ ʨʝʢʣʘʤʳ, ʠʤʝʥʥʦ ʵʪʦʪ ʘʩʧʝʢʪ ʩʪʘʥʦʚʠʪʩʷ 

ʧʨʠʦʨʠʪʝʪʥʳʤ ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ, ʘʛʝʥʪʩʪʚ ʠ ʠʟʜʘʪʝʣʝʡ", - ʜʦʙʘʚʠʣʘ ʦʥʘ. 

 

New evidence highlights the conversion lift of mobile optimization 

Contributor Ben Jacobson takes a look at new numbers on mobile conversion rates and shares three 

tactics you can put into action now to boost your bottom line. 

http://marketingland.com/new-evidence-highlights-conversion-lift-mobile-optimization-218910 

No one doubts that the future of marketing is mobile. We reached a significant tipping point late last year, 

when mobile internet usage exceeded desktop for the first time, and usage worldwide continues to soar. 

Today weôre spending about 70 percent of our media time and 79 percent of our social media time on 

mobile. 

At the same time, though, mobile conversion rates lag far behind desktops. Over the course of the most 

recent complete calendar year, smartphones drove just 20 percent of conversions. 

http://marketingland.com/new-evidence-highlights-conversion-lift-mobile-optimization-218910
http://marketingland.com/global-basis-mobile-internet-usage-surpassed-desktop-october-196937
http://marketingland.com/mobile-now-accounts-nearly-70-digital-media-time-comscore-210094
https://www.webpagefx.com/blog/general/desktop-vs-mobile-converts-better-infographic/
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Source: WebpageFX 

Clearly, optimizing for the mobile customer experience is vital ð but so far, thereôs been a dearth of 

empirical, actionable data based on real-world conversion rate optimization success. 

The mobile user experience presents a particular challenge. Itôs not just a smaller screen. Mobile 

audiences use their devices in an entirely different way from the way they use their computers. Google 

recommends that marketers think of the mobile experience as a series of ñmicro-momentsò that must all 

be optimized and work together for holistic impact over time. 

Each of these touch points must be taken into account when optimizing the entire experience: single-

column emails, responsive web design for site content and the smaller ñsnackableò multimedia content 

that the mobile audience loves to consume. 

Mobile conversion rate optimization (CRO) is also about driving those actions that make sense on 

smartphones ð share, subscribe, call, get directions, pay with mobile wallet and the like ð and creating 

a user experience that goes beyond simple responsive design to incorporate elements like minimized 

scripts, mobile-optimized image sizes, large buttons, swiping functionality and frictionless form completion. 

The challenge becomes not just how to optimize, but knowing what to optimize. And as we marketers get 

over our learning curves, new evidence on mobile conversion rates is starting to show exactly how 

optimizing specific key areas can have an immediate impact on conversions. 

Letôs break down these new numbers and look at three specific tactics you can implement to help 

immediately boost your mobile conversions. 

https://www.webpagefx.com/blog/general/desktop-vs-mobile-converts-better-infographic/
https://www.thinkwithgoogle.com/marketing-resources/micro-moments/future-of-marketing-machine-learning-micro-moments/
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1. Lowering your render start time is vital to page performance 

By now, weôve all seen the data on why mobile page speed is so important. Bounces and cart 

abandonment soar and conversions sink for every second it takes for your mobile site to load. Clearly, 

improving your load time means better results. 

 

Agency-oriented responsive website building platform Duda recently crunched data relating to over 4,000 

websites, comparing performance before and after mobile speed optimization, in an attempt to identify 

which page speed metrics correlated most with CRO lift. They found that the average render start time 

(RST, determined by measuring how long it takes for content to start appearing on a userôs screen) fell 

from 1.8 seconds before optimizing to 1.4 seconds after optimization, an improvement of 23 percent. And 

that decrease is significant, as their mobile conversion rate data shows. 

Source: Duda 

https://blog.kissmetrics.com/speed-is-a-killer/
https://www.dudamobile.com/
https://www.dudamobile.com/
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Source: Duda 

ñWhat we find is that sites with the fastest render starts (under one second) get nearly 50 percent more 

mobile engagement than the sites in the slowest group (three to four seconds),ò said Duda CEO Itai Sadan. 

The performance lift is significant for many types of conversions, with Dudaôs data encompassing form 

submits, taps on maps and taps on call-to-action buttons for texting, calling and emailing companies. This 

makes a lot of sense, given that slow load times are most frustrating when visitorsô screens are completely 

blank. Even if heavier media loads lazily, giving people the option to start interacting with a page as early 

as possible will obviously encourage superior engagement. 

What to do now: There are several things developers can do to optimize the critical render path, 

per Googleôs best practices: 

Compress and optimize your JavaScript. 

Minify your CSS code and placement. 

Minimize image sizes and consider using CSS image sprites. 

Prefetch resources that require large files. 

Fortunately, you donôt need to do all of this on your own. Many website building platforms and plenty of 

WordPress themes are specifically optimized from the start for mobile speed. Building your site with one 

of these solutions will likely result in immediate RST improvements and better conversions. 

2. Adding one-touch payment means instant credibility and more sales 

Once youôve improved your render time, you can address another sticking point with mobile conversions: 

sales friction. 

With 90 percent of his companyôs traffic and 85 percent of sales coming from mobile 

devices, NatoMounts CEO Brandon Chatham knows that anything that could increase mobile conversions 

would make a huge difference to his bottom line. 

https://www.dudamobile.com/
https://developers.google.com/speed/articles/compressing-javascript
http://www.wpbeginner.com/wordpress-performance-speed/#themespeed
http://www.wpbeginner.com/wordpress-performance-speed/#themespeed
https://www.natomounts.com/
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Since sharpening his focus on mobile, instituting a bullish approach to A/B testing and integrating one-

touch payment processing through BigCommerce, NatoMounts has boosted their mobile sales conversion 

rate to around 5 percent. Compare this to average smartphone conversion rates, which hovered at around 

1.5 percent at the end of last year, and you begin to realize the impact. 

ñOur goal is to have them order as much as possible, as quickly as possible,ò Chatham explained in a case 

study from BigCommerce. ñWe were able to achieve that by integrating digital wallet systems é that accept 

quick-pay elements. In the first week, we had someone land on the site (a new customer) and hit the finish 

order page in less than 43 seconds.ò 

Source: Baynard 

Recent data from Baynardôs ñMobile E-Commerce Usabilityò study confirms that across the industry, 

checkout experiences have yet to be streamlined, which means that businesses which do implement 

expedited payments via mobile wallet solutions have some major market differentiation opportunities. 

Examining the checkout UX on the mobile websites of 50 major e-commerce shops, Baynard identified 

the following problem areas, with red dots indicating poor usability and horizontal black notches indicating 

benchmark averages. 

NatoMountsôs Chatham estimates that PayPal makes up half of his mobile sales, Stripe swipes come in 

at 25 percent, Amazon Pay brings in 20 percent, and Apple Pay makes up the remaining 5 percent. 

http://info.monetate.com/rs/092-TQN-434/images/Monetate_ecommerce_report_EQ42016.pdf
https://www.bigcommerce.com/case-study/natomounts/
https://www.bigcommerce.com/case-study/natomounts/
https://baymard.com/research/mcommerce-usability
https://baymard.com/research/mcommerce-usability
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Customers love the idea of reduced friction at checkout, and companies that are making it easier to do 

business are reaping the rewards. 

What to do now: Integrate your existing e-commerce setup with one-touch digital wallet payment 

processing for Amazon Pay, PayPal One Touch, Apple Pay, Android Pay and any other processors your 

audience is likely to use. 

3. Using breadcrumbs and radio buttons improves conversions 

Looking for better lead gen and form conversion? KlientBoost founder and CEO Johnathan Dane has 

struck gold by revamping old-style lead forms into multi-step landing pages. 

The idea takes the generally accepted idea that reducing the amount of information in your form fields 

improves your conversion rates, flipping the concept on its head. Itôs not really about the number of 

fields, Daneôs experiments suggest, but rather how theyôre presented. A better approach in many cases 

is to ask a series of smaller, easy-to-answer questions that donôt involve leaving contact information, 

using what he calls the breadcrumb technique. 

 

ñPeople on mobile devices have no patience and want answers quickly,ò Dane explained. ñFor lead gen 

or SaaS, this means that you can get much higher mobile conversion rates if you can get people to micro 

commit on easy-to-answer radio buttons.ò 

ñAfter that,ò Dane continued, ñtheyôre more likely to fill out their name, email, and phone to convert on your 

core offer.ò 

https://klientboost.com/
https://klientboost.com/cro/breadcrumb-technique/
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Source: KlientBoost 

How much more likely? KlientBoost worked with a financial institution to redo their mortgage information 

lead gen form, turning a long single landing page with many fields into a series of short pages and quick 

asks. The results are impressive. Cost per acquisition (CPA) for the leads plummeted from over $800 to 

about $35, monthly conversion volume spiked from six to 135, and conversion rates leapt from under 1 

percent to over 19 percent. 

Case studies from other clients show similar results, with significantly higher conversion rates and 

dramatically lower CPAs. 

What to do now: Rework your lead gen forms to use this multi-page approach, and add radio buttons to 

move your prospects through the process quickly. 

Optimizing the things that matter 

As mobile usage continues to grow, the need to optimize for smartphone conversions will continue to 

command marketersô attention. Thankfully, we are beginning to see some solid, useful data that helps us 

truly understand how to improve the mobile experience. 

Once we can tie that data into the customer journey, we see that strategic changes ð like improving RST, 

easing the payment process and using a breadcrumb-style lead capture with radio buttons ð can have 

big impact on the bottom line. 

Some opinions expressed in this article may be those of a guest author and not necessarily Marketing 

Land. Staff authors are listed here. 

 

https://klientboost.com/cro/breadcrumb-technique/
http://marketingland.com/staff
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Facebook ʟʘʧʫʩʢʘʝʪ ʨʝʢʣʘʤʫ ʚ Messenger ʥʘ ʛʣʦʙʘʣʴʥʦʤ ʫʨʦʚʥʝ 

ʂʦʣʠʯʝʩʪʚʦ ʦʙʲʷʚʣʝʥʠʡ ʙʫʜʝʪ ʟʘʚʠʩʝʪʴ ʦʪ ʨʘʟʤʝʨʘ ʵʢʨʘʥʘ ʠ ʢʦʣʠʯʝʩʪʚʘ ʦʪʦʙʨʘʞʘʝʤʳʭ ʨʘʟʛʦʚʦʨʦʚ 

http://www.sostav.ru/publication/facebook-zapuskaet-reklamu-v-messenger-na-globalnom-urovne-

27413.html 

Facebook ʨʘʩʰʠʨʷʝʪ ʙʝʪʘ-ʚʝʨʩʠʶ ʨʝʢʣʘʤʳ ʚ Messenger ʠ ʟʘʧʫʩʢʘʝʪ ʝʝ ʥʘ ʛʣʦʙʘʣʴʥʦʤ 

ʫʨʦʚʥʝ, ʩʦʦʙʱʘʝʪʩʷ ʚ ʙʣʦʛʝ ʩʦʮʩʝʪʠ. 

ʈʝʢʣʘʤʫ ʚ Messenger ʧʝʨʚʳʤʠ ʧʨʦʪʝʩʪʠʨʦʚʘʣʠ ʧʦʣʴʟʦʚʘʪʝʣʠ ʠ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ɸʚʩʪʨʘʣʠʠ ʠ 

ʊʘʠʣʘʥʜʘ. ʊʝʧʝʨʴ ʩ ʧʦʤʦʱʴʶ ʤʝʩʩʝʥʜʞʝʨʘ ʨʝʢʣʘʤʥʳʡ ʦʭʚʘʪ ʩʤʦʛʫʪ ʨʘʩʰʠʨʠʪʴ ʢʦʤʧʘʥʠʠ ʠʟ ʣʶʙʦʡ 

ʪʦʯʢʠ ʤʠʨʘ. 

ʇʝʨʚʫʶ ʨʝʢʣʘʤʫ ʚ ʦʩʥʦʚʥʦʡ ʚʢʣʘʜʢʝ ʚʣʦʞʝʥʠʡ ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʝʩʩʝʜʞʝʨʘ Facebook, ʢʦʪʦʨʳʭ (ʧʦ 

ʜʘʥʥʳʤ ʩʦʮʩʝʪʠ) ʙʦʣʝʝ 1,2 ʤʣʨʜ ʯʝʣʦʚʝʢ, ʫʚʠʜʷʪ ʫʞʝ ʯʝʨʝʟ ʤʝʩʷʮ. 

ʈʝʢʣʘʤʘ ʙʫʜʝʪ ʦʪʦʙʨʘʞʘʪʴʩʷ ʥʝ ʚ ʯʘʪʘʭ, ʘ ʥʘ ʛʣʘʚʥʦʡ ʩʪʨʘʥʠʮʝ, ʛʜʝ ʨʘʩʧʦʣʘʛʘʶʪʩʷ ʫʚʝʜʦʤʣʝʥʠʷ ʦ 

ʥʦʚʳʭ ʩʦʦʙʱʝʥʠʷʭ. ʂʦʣʠʯʝʩʪʚʦ ʦʙʲʷʚʣʝʥʠʡ, ʢʦʪʦʨʳʝ ʧʦʣʴʟʦʚʘʪʝʣʴ ʚʠʜʠʪ, ʙʫʜʝʪ ʟʘʚʠʩʝʪʴ ʦʪ 

ʨʘʟʤʝʨʘ ʵʢʨʘʥʘ ʠ ʢʦʣʠʯʝʩʪʚʘ ʦʪʦʙʨʘʞʘʝʤʳʭ ʨʘʟʛʦʚʦʨʦʚ. 

"ʈʝʢʣʘʤʘ ʚ Messenger ʤʦʱʥʦ ʜʦʧʦʣʥʝʥʷʝʪ ʥʘʰʠ ʮʠʬʨʦʚʳʝ ʨʝʢʣʘʤʥʳʝ ʢʘʤʧʘʥʠʠ, ʧʦʤʦʛʘʷ ʥʘʤ 

ʜʦʥʝʩʪʠ ʠʥʬʦʨʤʘʮʠʶ ʜʦ ʥʘʰʠʭ ʢʣʠʝʥʪʦʚ. ɸ ʙʣʘʛʦʜʘʨʷ ʦʧʪʠʤʠʟʘʮʠʠ ʨʘʟʤʝʱʝʥʠʷ ʚ Facebook, 

Instagram, ʪʝʧʝʨʴ ʝʱʝ ʠ ʯʝʨʝʟ Messenger, ʤʳ ʤʦʞʝʤ ʧʨʦʜʦʣʞʘʪʴ ʦʧʪʠʤʠʟʠʨʦʚʘʪʴ ʥʘʰʠ ʨʝʢʣʘʤʥʳʝ 

ʨʘʩʭʦʜʳ ʠ ʫʧʨʘʚʣʷʪʴ ʙʠʟʥʝʩʦʤ", - ʦʪʤʝʪʠʣʠ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʠʟ ɸʚʩʪʨʘʣʠʠ. 

ʅʘʜ ʚʦʧʨʦʩʦʤ, ʥʝ ʙʫʜʝʪ ʣʠ ʨʝʢʣʘʤʘ ʧʝʨʝʛʨʫʞʘʪʴ ʦʢʥʘ ʤʝʩʩʝʥʜʞʝʨʘ Facebook, ʫʞʝ ʨʘʩʩʫʞʜʘʶʪ 

ʘʥʘʣʠʪʠʢʠ. ɻʣʘʚʥʳʡ ʘʥʘʣʠʪʠʢ eMarketer ɼʝʙʦʨʘ ɸʭʦ ʋʠʣʴʷʤʩʦʥ ʩʯʠʪʘʝʪ, ʯʪʦ Messenger ʧʦʜʦʡʜʝʪ ʢ 

ʵʪʦʤʫ ʚʦʧʨʦʩʫ ʩ ʦʩʪʦʨʦʞʥʦʩʪʴʶ, ʠʩʧʦʣʴʟʫʷ ʧʣʘʚʥʳʡ ʧʦʜʭʦʜ: "ʅʘ ʧʨʦʪʷʞʝʥʠʠ ʤʥʦʛʠʭ ʣʝʪ Facebook 

ʤʥʦʛʦ ʫʟʥʘʣ ʦ ʪʦʤ, ʩʢʦʣʴʢʦ ʨʝʢʣʘʤʳ ʦʥ ʤʦʞʝʪ ʧʦʢʘʟʘʪʴ ʣʶʜʷʤ, ʧʨʝʞʜʝ, ʯʝʤ ʥʘʯʘʪʴ ʨʘʟʜʨʘʞʘʪʴ ʠʭ. 

ʉʦʮʩʝʪʴ ʫʞʝ ʤʦʞʝʪ ʦʧʠʨʘʪʴʩʷ ʥʘ ʩʚʦʡ ʦʧʳʪ ʟʘʧʫʩʢʘ ʨʝʢʣʘʤʳ ʚ Instagram". 

http://www.sostav.ru/publication/facebook-zapuskaet-reklamu-v-messenger-na-globalnom-urovne-27413.html
http://www.sostav.ru/publication/facebook-zapuskaet-reklamu-v-messenger-na-globalnom-urovne-27413.html
https://www.facebook.com/business/news/messenger-ads-are-going-global
https://www.facebook.com/business/news/messenger-ads-are-going-global
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ʅʆɺʆʉʊʀ IAB BELARUS ééééééééé...éé.éééééééééééé. 

IAB Digital Picnic: ʠʥʪʝʨʝʩʥʳʝ ʠʜʝʠ, ʩʚʝʞʠʝ ʢʝʡʩʳ ʠ ʞʘʨʢʠʝ ʩʧʦʨʳ 

http://iab.by/iab-digital-picnic-interesnyie-idei-svezhie-keysyi-i-zharkie-sporyi/ 
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7 ʠ 8 ʠʶʣʷ ʥʘ ʙʝʨʝʛʫ ʀʩʣʦʯʠ IAB Belarus ʩʦʙʨʘʣʘ ʤʘʨʢʝʪʦʣʦʛʦʚ, ʧʨʝʜʩʪʘʚʠʪʝʣʝʡ ʘʛʝʥʪʩʪʚ ʠ ʚʝʜʫʱʠʭ 

ʦʥʣʘʡʥ-ʉʄʀ ɹʝʣʘʨʫʩʠ, ʯʪʦʙʳ ʚʳʷʩʥʠʪʴ, ʯʝʤ ʞʠʚʝʪ ʠ ʢʫʜʘ ʜʚʠʞʝʪʩʷ ʨʳʥʦʢ digital-ʤʘʨʢʝʪʠʥʛʘ. 

ʉʧʦʥʩʦʨʘʤʠ ʤʝʨʦʧʨʠʷʪʠʷ ʩʪʘʣʠ Samsung Galaxy S8ƅS8+ ʠ ɸʣʴʬʘ-ɹʘʥʢ. 

ʂʠʨʠʣʣ ʃʘʱʝʥʢʦ (CEO IAB Belarus) ʨʘʩʩʢʘʟʘʣ, ʯʪʦ ʚ ʩʢʦʨʦʤ ʚʨʝʤʝʥʠ ʥʘʩ ʦʞʠʜʘʝʪ ʨʷʜ ʭʦʨʦʰʠʭ 

ʥʦʚʦʩʪʝʡ, ʢʘʩʘʶʱʠʭʩʷ ʧʨʦʚʝʜʝʥʠʷ ʨʝʢʣʘʤʥʳʭ ʠʛʨ ʠ ʫʧʨʦʱʝʥʠʷ ʨʘʙʦʪʳ ʠʥʪʝʨʥʝʪ-ʤʘʛʘʟʠʥʦʚ, ʯʪʦ 

ʩʪʘʣʦ ʚʦʟʤʦʞʥʳʤ ʚ ʪʦʤ ʯʠʩʣʝ ʙʣʘʛʦʜʘʨʷ ʘʢʪʠʚʥʦʡ ʧʦʟʠʮʠʠ IAB. ɼʦʩʪʠʞʝʥʠʷ ʘʩʩʦʮʠʘʮʠʠ ʤʥʦʛʠʝ 

ʠʛʨʦʢʠ ʨʳʥʢʘ ʫʞʝ ʦʮʝʥʠʣʠ ʧʦ ʜʦʩʪʦʠʥʩʪʚʫ, ʠ ʯʠʩʣʦ ʤʝʤʙʝʨʦʚ ʧʦʩʪʦʷʥʥʦ ʫʚʝʣʠʯʠʚʘʝʪʩʷ, ʦʪʤʝʪʠʣ 

ʂʠʨʠʣʣ ʃʘʱʝʥʢʦ. 

ɺ ʥʘʩʪʦʷʱʠʡ ʤʦʤʝʥʪ ʚ ʘʩʩʦʮʠʘʮʠʶ ʚʭʦʜʷʪ 16 ʦʨʛʘʥʠʟʘʮʠʡ ʠ ʦʞʠʜʘʶʪʩʷ ʥʦʚʳʝ ʫʯʘʩʪʥʠʢʠ. 

ɺʘʞʥʳʤ ʨʝʟʫʣʴʪʘʪʦʤ ʨʘʙʦʪʳ IAB Belarus ʩʪʘʣʦ ʧʦʷʚʣʝʥʠʝ ʜʘʥʥʳʭ ʦ ʙʝʣʦʨʫʩʩʢʦʤ ʨʳʥʢʝ ʦʥʣʘʡʥ-

ʨʝʢʣʘʤʳ ʚ ʝʞʝʛʦʜʥʦʤ ʝʚʨʦʧʝʡʩʢʦʤ ʦʪʯʝʪʝ AdEx Benchmark Survey. 

 

ɸʣʝʢʩʘʥʜʨ ɺʘʩʠʣʝʚʠʯ (IAB Belarus ʠ Vondel/Hepta) ʢʨʘʪʢʦ ʨʘʩʩʢʘʟʘʣ ʦ ʪʦʤ, ʯʪʦ ʚ ʤʠʨʝ ʚʥʠʤʘʥʠʝ 

ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʧʝʨʝʢʣʶʯʠʣʦʩʴ ʥʘ ʧʦʜʜʝʨʞʘʥʠʝ ʙʝʟʦʧʘʩʥʦʩʪʠ ʙʨʝʥʜʦʚ. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʥʝ 

ʦʪʢʘʟʳʚʘʶʪʩʷ ʦʪ ʧʨʷʤʦʡ ʠ ʥʘʪʠʚʥʦʡ ʨʝʢʣʘʤʳ, ʠ ʨʘʟʤʝʱʝʥʠʝ ʨʝʢʣʘʤʳ ʧʦʣʥʦʩʪʴʶ ʥʝ ʧʝʨʝʭʦʜʠʪ ʚ 
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ʘʚʪʦʤʘʪʠʯʝʩʢʠʡ ʨʝʞʠʤ, ʚʦʧʨʝʢʠ ʤʥʦʛʦʯʠʩʣʝʥʥʳʤ ʧʨʦʛʥʦʟʘʤ: ʢʨʫʧʥʳʤ ʙʨʝʥʜʘʤ ʚʘʞʥʦ ʦʢʨʫʞʝʥʠʝ, 

ʚ ʢʦʪʦʨʦʤ ʧʦʢʘʟʳʚʘʝʪʩʷ ʠʭ ʨʝʢʣʘʤʘ, ʘ ʚ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ ʠ ʚ ʘʚʪʦʤʘʪʠʯʝʩʢʠʭ ʩʠʩʪʝʤʘʭ 

ʨʘʟʤʝʱʝʥʠʷ ʛʘʨʘʥʪʠʨʦʚʘʪʴ ʥʫʞʥʳʡ ʨʝʟʫʣʴʪʘʪ ʥʝ ʚʩʝʛʜʘ ʧʨʦʩʪʦ. ʉʚʦʶ ʥʝʛʘʪʠʚʥʫʶ ʨʦʣʴ ʠʛʨʘʝʪ ʠ 

ʚʳʩʦʢʘʷ ʜʦʣʷ ʙʦʪ-ʪʨʘʬʠʢʘ ʚ ʧʨʦʛʨʘʤʤʘʪʠʢ-ʩʠʩʪʝʤʘʭ. 

 

ʀʣʴʷ ɾʫʢʦʚʝʮ (Schibsted Classified Media, ʧʨʦʝʢʪ Kufar) ʩʜʝʣʘʣ ʘʢʮʝʥʪ ʥʘ ʪʦʤ, ʯʪʦ ʠʥʪʝʨʥʝʪ ï ʵʪʦ 

ʩʫʧʝʨʪʝʭʥʦʣʦʛʠʯʥʦʝ ʤʝʜʠʘ, ʢʦʪʦʨʦʝ ʧʨʝʜʣʘʛʘʝʪ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʦʛʨʦʤʥʦʝ ʢʦʣʠʯʝʩʪʚʦ ʨʘʟʣʠʯʥʳʭ 

ʠʥʩʪʨʫʤʝʥʪʦʚ ʜʣʷ ʠʟʤʝʨʝʥʠʷ ʵʬʬʝʢʪʠʚʥʦʩʪʠ. ʈʘʟʚʠʪʠʝ ʠ ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʥʠʝ ʵʪʠʭ ʠʥʩʪʨʫʤʝʥʪʦʚ 

ʥʘ ʙʝʣʦʨʫʩʩʢʦʤ ʨʳʥʢʝ ʚ ʠʥʪʝʨʝʩʘʭ ʥʝ ʪʦʣʴʢʦ ʧʣʦʱʘʜʦʢ, ʥʦ ʠ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ, ʠ ʪʨʝʙʫʝʪ 

ʦʧʨʝʜʝʣʝʥʥʳʭ ʬʠʥʘʥʩʦʚʳʭ ʟʘʪʨʘʪ. 

ɸ ʂʩʝʥʠʷ ʀʚʘʥʦʚʘ (TUT.by) ʨʘʩʩʢʘʟʘʣʘ ʦ ʪʦʤ, ʧʦʯʝʤʫ, ʜʘʞʝ ʟʘʥʠʤʘʷ ʩʪʘʙʠʣʴʥʫʶ ʧʦʟʠʮʠʶ ʣʠʜʝʨʘ, 

ʚʘʞʥʦ ʧʦʩʪʦʷʥʥʦ ʫʣʫʯʰʘʪʴ ʩʚʦʠ ʨʝʢʣʘʤʥʳʝ ʧʨʦʜʫʢʪʳ ʠ ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʪʴ ʨʝʢʣʘʤʥʳʝ ʪʝʭʥʦʣʦʛʠʠ. 
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ʄʠʨ: ʯʪʦ ʥʦʚʦʛʦ 

ʄʝʩʩʝʥʜʞʝʨ ʩʪʘʥʦʚʠʪʩʷ ʠʥʪʝʨʥʝʪ-ʙʘʥʢʦʤ ʠ ʧʦʣʥʦʮʝʥʥʳʤ ʤʘʛʘʟʠʥʦʤ, ʩʦʮʠʘʣʴʥʘʷ ʩʝʪʴ ʦʪʢʨʳʚʘʝʪ 

ʩʚʦʡ ʪʝʣʝʢʘʥʘʣ ï ʵʪʦ ʣʠʰʴ ʯʘʩʪʴ ʪʨʝʥʜʦʚ, ʦ ʢʦʪʦʨʳʭ ʨʘʩʩʢʘʟʘʣʠ ɹʦʨʠʩ ʆʤʝʣʴʥʠʮʢʠʡ (IAB Russia 

/ ʗʥʜʝʢʩ), ʇʝʪʨ ɻʦʨʜʝʝʚ (Vk.com), ʂʠʨʠʣʣ ɺʦʨʦʙʴʝʚ (Viber) ʠ ɸʣʝʢʩʘʥʜʨ ʐʘʪʘʝʚ (Mail.ru Group). 
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ʂʠʨʠʣʣ ɺʦʨʦʙʴʝʚ (Viber) ʨʘʩʩʢʘʟʳʚʘʝʪ ʦ ʪʦʤ, ʢʘʢ ʚ ʩʧʦʨʝ ʟʘ ʚʨʝʤʷ ʠ ʚʥʠʤʘʥʠʝ ʯʝʣʦʚʝʢʘ 

ʤʝʩʩʝʥʜʞʝʨʳ ʚʳʪʝʩʥʷʶʪ ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ, ʢʘʢ ʣʶʜʠ ʞʠʚʫʪ, ʥʝ ʚʳʭʦʜʷ ʠʟ Viber, ʠ ʢʘʢ ʙʨʝʥʜʘʤ 

ʦʨʛʘʥʠʯʥʦ ʚʩʪʨʦʠʪʴʩʷ ʚ ʵʪʫ ʢʦʤʤʫʥʠʢʘʮʠʶ. 
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ʈʦʤʘʥ ɻʦʣʜʚʘʨʛ (ɻʂ One More World / CyberLIT) ʨʘʩʩʢʘʟʘʣ ʦʙ ʦʩʦʙʝʥʥʦʩʪʷʭ ʠ ʧʝʨʩʧʝʢʪʠʚʘʭ 

ʠʩʧʦʣʴʟʦʚʘʥʠʷ ʚʠʨʪʫʘʣʴʥʦʡ ʨʝʘʣʴʥʦʩʪʠ ʚ ʨʝʢʣʘʤʝ. 
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ʆʧʨʦʙʦʚʘʪʴ VR-ʪʝʭʥʦʣʦʛʠʶ ʥʘ ʩʝʙʝ ʤʦʞʥʦ ʙʳʣʦ ʧʨʷʤʦ ʥʘ ʧʠʢʥʠʢʝ ï ʚ ʟʦʥʝ ʩʧʦʥʩʦʨʘ Samsung 

Galaxy S8 ʧʨʝʜʣʘʛʘʣʠ ʧʨʦʢʘʪʠʪʴʩʷ ʥʘ ʚʠʨʪʫʘʣʴʥʳʭ ʘʤʝʨʠʢʘʥʩʢʠʭ ʛʦʨʢʘʭ, ʘ ʪʦ ʠ ʚʦʚʩʝ ʫʣʝʪʝʪʴ 

ʚ ʢʦʩʤʦʩ. 
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çʂʣʠʝʥʪʳ ʩʨʘʚʥʠʚʘʶʪ ʚʘʰ ʙʘʥʢ ʥʝ ʩ ʜʨʫʛʠʤʠ ʙʘʥʢʘʤʠ, ʘ ʩ ʜʨʫʛʠʤʠ ʩʝʨʚʠʩʘʤʠ ï ʪʘʢʠʤʠ ʢʘʢ 

UBER, AirBNB, Amazonè, ï ʚʘʞʥʳʡ ʠʥʩʘʡʪ ʦʪ ʆʣʴʛʠ ʌʠʣʠʧʝʥʢʦ (ɸʣʴʬʘ-ɹʘʥʢ ɹʝʣʘʨʫʩʴ), ʢʦʪʦʨʘʷ 

ʨʘʩʩʢʘʟʘʣʘ ʦ digital-ʩʝʨʚʠʩʘʭ ʙʘʥʢʘ. 
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ʄʘʢʩʠʤ ʄʘʨʠʥʠʯ (Deal.by) ʠ ʀʣʴʷ ɾʫʢʦʚʝʮ (Schibsted Classified Media) ʩʠʩʪʝʤʘʪʠʟʠʨʦʚʘʣʠ 

ʠʥʬʦʨʤʘʮʠʶ ʦ ʨʳʥʢʝ ʵʣʝʢʪʨʦʥʥʦʡ ʢʦʤʤʝʨʮʠʠ ʚ ɹʝʣʘʨʫʩʠ ʠ ʧʦʦʙʝʱʘʣʠ ʥʘʥʝʩʪʠ ʦʩʥʦʚʥʳʭ 

ʠʛʨʦʢʦʚ ʥʘ ʢʘʨʪʫ. 

ɺ ʩʘʤʦʤ ʦʞʠʜʘʝʤʦʤ ʙʣʦʢʝ ʧʨʦʛʨʘʤʤʳ çʀʥʚʝʩʪʠʮʠʠ ʚ digital: ʢʘʢ ʧʦʣʫʯʠʪʴ ʜʝʥʴʛʠè ʅʠʢʦʣʘʡ 

ʐʝʩʪʘʢ ʠʟ Zubr Capital Fund I ʠ ʉʝʨʛʝʡ ʆʩʠʧʦʚ ʠʟ Wargaming (ʢʦʤʧʘʥʠʷ-ʠʥʚʝʩʪʦʨ ʵʪʦʛʦ ʞʝ ʬʦʥʜʘ) 

ʨʘʩʩʢʘʟʘʣʠ, ʯʪʦ ʥʫʞʥʦ ʩʜʝʣʘʪʴ ʙʝʣʦʨʫʩʩʢʦʤʫ ʧʨʦʝʢʪʫ, ʯʪʦʙʳ ʧʦʣʫʯʠʪʴ ʜʝʥʴʛʠ ʬʦʥʜʘ. ʅʘ ʧʨʷʤʦʡ 

ʚʦʧʨʦʩ, ʠʥʪʝʨʝʩʥʳ ʣʠ ʠʤ ʙʝʣʦʨʫʩʩʢʠʝ ʤʝʜʠʘ ʚ ʠʥʪʝʨʥʝʪʝ, ʦʪʚʝʪ ʙʳʣ ʧʨʦʩʪʦʡ: çʇʨʠʭʦʜʠʪʝ, 

ʧʦʛʦʚʦʨʠʤè. 

ɹʣʦʛʝʨʳ ʠ ʨʝʢʣʘʤʘ: ʙʳʪʴ ʠʣʠ ʥʝ ʙʳʪʴ? 

ʀʥʩʪʘʛʨʘʤ-ʤʦʜʝʣʠ ʃʠʟʘ ʄʘʨʪʳʥʯʠʢ @lizamartynchik ʠ ɺʣʘʜ ɻʘʨʫʥʦʚʠʯ @nagornymodels ʠʟ 

NAGORNY Model Management ʨʘʩʩʢʘʟʘʣʠ, ʢʘʢ Instagram ʠʟʤʝʥʠʣ ʤʦʜʝʣʴʥʳʡ ʙʠʟʥʝʩ. ʂʘʩʪʠʥʛ-

ʜʠʨʝʢʪʦʨʘ ʚʳʙʠʨʘʶʪ ʤʦʜʝʣʝʡ ʜʣʷ ʧʦʜʠʫʤʘ, ʠʩʭʦʜʷ ʠʟ ʢʦʣʠʯʝʩʪʚʘ ʧʦʜʧʠʩʯʠʢʦʚ. 
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ʉʢʦʣʴʢʦ ʧʨʦʮʝʥʪʦʚ ʙʝʣʦʨʫʩʩʢʦʡ ʘʫʜʠʪʦʨʠʠ ʫ ʪʦʧʦʚʳʭ YouTube-ʙʣʦʛʝʨʦʚ? çʆʢʦʣʦ 6ï8% ï ʵʪʦ 

ʥʦʨʤʘʣʴʥʳʡ ʧʦʢʘʟʘʪʝʣʴè, ï ʫʪʚʝʨʞʜʘʝʪ ʇʨʠʷʪʥʳʡ ʀʣʴʜʘʨ. ɺ ʨʘʤʢʘʭ ʩʝʢʮʠʠ çʃʠʜʝʨʳ ʤʥʝʥʠʡè ʥʘ 

ʩʮʝʥʝ ʧʠʢʥʠʢʘ ʧʦʷʚʠʣʠʩʴ ʪʘʢʞʝ ʃʝʨʘ ʗʩʢʝʚʠʯ, ʉʝʤʝʥ ʠʟ RapNews ʠ ɼʠʤʘ DudichTV. ɺ ʧʨʦʮʝʩʩʝ 

ʫʜʘʣʦʩʴ ʚʳʷʩʥʠʪʴ, ʯʪʦ ʥʘ ʙʝʣʦʨʫʩʩʢʦʤ ʨʳʥʢʝ ʙʣʦʛʝʨʘʤ ʟʘʨʘʙʦʪʘʪʴ ʩʣʦʞʥʦ, ʧʦʵʪʦʤʫ ʦʥʠ 

ʢʦʥʮʝʥʪʨʠʨʫʶʪʩʷ ʥʘ ʨʦʩʩʠʡʩʢʦʡ ʘʫʜʠʪʦʨʠʠ ʠ ʨʘʙʦʪʝ ʩ ʙʨʝʥʜʘʤʠ ʥʘ ʨʦʩʩʠʡʩʢʦʤ ʨʳʥʢʝ. 


