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ʊʈɽʅɼʓ éééééééé...ééééééééééééééééééééééé 

ʂʦʥʬʝʨʝʥʮʠʷ DMEXCO 2019: How will all of us together create trusted brands? 

https://www.sostav.ru/publication/dmexco-2019-39489.html 

41 ʪʳʩʷʯʘ ʧʦʩʝʪʠʪʝʣʝʡ, ʦʢʦʣʦ ʪʳʩʷʯʠ ʢʦʤʧʘʥʠʡ ʠ ʙʨʝʥʜʦʚ ʠ ʙʦʣʝʝ 550 ʜʦʢʣʘʜʯʠʢʦʚ ʩʦ ʚʩʝʛʦ ʤʠʨʘ 

ʢʘʞʜʳʡ ʛʦʜ ʩʦʙʠʨʘʶʪʩʷ ʚ ʂeʣʴʥʝ, ʯʪʦʙʳ ʦʪʚʝʪʠʪʴ ʥʘ ʵʪʠ ʚʦʧʨʦʩʳ ʠ ʦʧʨʝʜʝʣʠʪʴ digital-ʧʦʚʝʩʪʢʫ 

ʥʘ ʙʣʠʞʘʡʰʠʡ ʛʦʜ. ɼʠʨʝʢʪʦʨ ʧʦ digital-ʧʨʦʜʫʢʪʫ ʠ ʠʥʥʦʚʘʮʠʷʤ ʄʘʨʠʷ ʇʦʣʢʘʥʦʚʘ ʠ ɸʥʥʘ ʃʘʚʨʦʚʘ, 

Group Head ʦʪʜʝʣʘ digital-ʧʨʦʜʫʢʪʘ ʠ ʠʥʥʦʚʘʮʠʡ ʠʟ Media Direction Digital, ʧʦʜʝʣʠʣʠʩʴ ʩʚʦʠʤʠ 

ʥʘʙʣʶʜʝʥʠʷʤʠ ʦ ʢʦʥʪʝʥʪʝ ʠ ʪʨʝʥʜʘʭ, ʫʩʣʳʰʘʥʥʳʭ ʥʘ ʢʦʥʬʝʨʝʥʮʠʠ. 

ɼʝʚʠʟ Dmexco 2019 ð Trust in you 

ʆ ʪʦʤ, ʢʘʢ ʠʥʜʫʩʪʨʠʷ ʩʪʨʝʤʠʪʩʷ ʚʝʨʥʫʪʴ ʜʦʚʝʨʠʝ ʢʣʠʝʥʪʦʚ ʠ ʦʙʱʝʩʪʚʝʥʥʦʩʪʠ ʚʦ ʚʨʝʤʝʥʘ ʛʨʦʤʢʠʭ 

ʩʢʘʥʜʘʣʦʚ ʠʟ-ʟʘ ʥʝʩʦʙʣʶʜʝʥʠʷ ʢʦʥʬʠʜʝʥʮʠʘʣʴʥʦʩʪʠ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʠʭ ʜʘʥʥʳʭ ʫ Facebook 

ʠ Sizmek. 

ɹʨʝʥʜʳ ʜʦʣʞʥʳ ʘʜʘʧʪʠʨʦʚʘʪʴʩʷ ʢ ʧʦʚʝʜʝʥʠʶ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʢʦʪʦʨʳʝ ʙʳʩʪʨʦ ʫʯʘʪʩʷ ʠʩʧʦʣʴʟʦʚʘʪʴ 

ʠʥʪʝʨʥʝʪ ʠ ʪʝʭʥʦʣʦʛʠʠ, ʠ ʫʜʝʣʷʪʴ ʚʩʝ ʙʦʣʴʰʝ ʚʥʠʤʘʥʠʷ ʢʨʠʪʠʯʝʩʢʠ ʥʘʩʪʨʦʝʥʥʦʡ ʠ ʫʚʝʨʝʥʥʦʡ 

ʚ ʩʝʙʝ ʘʫʜʠʪʦʨʠʠ. ʎʝʥʥʦʩʪʠ ʙʨʝʥʜʘ ʠ ʧʨʠʚʝʨʞʝʥʥʦʩʪʴ ʠʤ, ʷʚʣʷʶʪʩʷ ʢʣʶʯʝʤ ʢ ʣʦʷʣʴʥʦʩʪʠ 

ʠ ʧʦʚʪʦʨʥʦʡ ʧʦʢʫʧʢʝ, ʥʦ ʪʝʧʝʨʴ ʧʦʣʴʟʦʚʘʪʝʣʠ ʪʨʝʙʫʶʪ ʧʦʩʣʝʜʦʚʘʪʝʣʴʥʦʡ ʠ ʯʝʩʪʥʦʡ 

ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ ʥʠʤʠ ʦ ʙʨʝʥʜʝ ʠ ʧʨʦʜʫʢʪʝ. 

 

https://www.sostav.ru/publication/dmexco-2019-39489.html
https://www.sostav.ru/images/news/2019/09/27/ff2k98v5.png
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ʀʩʩʣʝʜʦʚʘʥʠʝ Adobe ʧʦʢʘʟʳʚʘʝʪ, ʯʪʦ ʮʠʬʨʦʚʦʡ ʵʢʦʥʦʤʠʢʝ ʝʱʝ ʧʨʝʜʩʪʦʠʪ ʥʘʚʝʨʩʪʘʪʴ ʫʧʫʱʝʥʥʦʝ: 

90% ʚʩʝʭ ʥʝʤʮʝʚ ʦʙʝʩʧʦʢʦʝʥʳ ʭʘʣʘʪʥʦʩʪʴʶ ʚ ʦʙʣʘʩʪʠ ʠʩʧʦʣʴʟʦʚʘʥʠʷ ʠʭ ʣʠʯʥʳʭ ʜʘʥʥʳʭ, ʯʪʦ ʪʘʢʞʝ 

ʨʝʣʝʚʘʥʪʥʦ ʜʣʷ ʦʩʪʘʣʴʥʦʡ ɽʚʨʦʧʳ, ʉʐɸ ʠ (ʯʫʪʴ ʚ ʤʝʥʴʰʝʡ ʩʪʝʧʝʥʠ, ʥʦ ʚʩʝ ʞʝ) ʜʣʷ ʈʦʩʩʠʠ ʠ ɸʟʠʠ. 

ʊʝʤ ʥʝ ʤʝʥʝʝ, ʧʦʟʠʮʠʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʦʙ ʦʙʨʘʙʦʪʢʝ ʠʭ ʮʠʬʨʦʚʦʛʦ ʩʣʝʜʘ ʟʘʚʠʩʠʪ 

ʦʪ ʠʭ ʚʦʟʨʘʩʪʘ. ʅʘʧʨʠʤʝʨ, ʧʦʢʦʣʝʥʠʝ Z (ʜʦ 22 ʣʝʪ) ʛʦʨʘʟʜʦ ʦʭʦʪʥʝʝ ʚʟʘʠʤʦʜʝʡʩʪʚʫʝʪ ʩ ʙʨʝʥʜʘʤʠ 

ʠ ʠʭ ʨʝʢʣʘʤʦʡ ʦʥʣʘʡʥ, ʯʝʤ ʙʵʙʠ-ʙʫʤʝʨʳ, ʢʦʪʦʨʳʤ ʩʝʡʯʘʩ ʙʦʣʝʝ 55 ʣʝʪ, ʯʪʦ ʪʘʢʞʝ ʚʘʞʥʦ ʫʯʠʪʳʚʘʪʴ 

ʚ ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ ʘʫʜʠʪʦʨʠʝʡ. 

ʆʧʫʙʣʠʢʦʚʘʥʥʳʡ ʥʘ DMEXCO ʦʧʨʦʩ ʦʪ Bundesverband Digitale Wirtschaft (BVDW) eV ʧʦʜʪʚʝʨʞʜʘʝʪ, 

ʯʪʦ ʜʦʚʝʨʠʝ ʧʨʠʦʙʨʝʪʘʝʪ ʘʢʪʫʘʣʴʥʦʩʪʴ ʢʘʢ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʪʘʢ ʠ ʜʣʷ ʮʠʬʨʦʚʦʡ ʵʢʦʥʦʤʠʢʠ 

ʚ ʮʝʣʦʤ. 72% ʦʧʨʦʰʝʥʥʳʭ ʛʦʚʦʨʷʪ, ʯʪʦ ʦʥʠ ʧʨʝʜʧʦʯʠʪʘʶʪ ʧʨʦʜʫʢʪʳ ʠ ʫʩʣʫʛʠ, ʩʧʣʘʥʠʨʦʚʘʥʥʳʝ 

ʠ ʨʘʟʨʘʙʦʪʘʥʥʳʝ ʩ ʧʦʟʠʮʠʠ ʧʨʦʟʨʘʯʥʳʭ ʵʪʠʯʝʩʢʠʭ ʩʪʘʥʜʘʨʪʦʚ. 

ʄʝʜʠʘ ʠ ʧʨʦʠʟʚʦʜʠʪʝʣʠ ʛʦʣʦʩʦʚʳʭ ʧʦʤʦʱʥʠʢʦʚ ʠ ʜʨʫʛʠʭ ʫʩʪʨʦʡʩʪʚ, ʢʦʪʦʨʳʤʠ ʤʦʞʥʦ ʫʧʨʘʚʣʷʪʴ 

ʩ ʧʦʤʦʱʴʶ ʛʦʣʦʩʘ, ʪʚʝʨʜʷʪ ʦ ʪʦʤ, ʯʪʦ ʙʫʜʫʱʝʝ ð ʟʘ ʫʧʨʘʚʣʷʝʤʳʤ ʠʩʢʫʩʩʪʚʝʥʥʳʤ ʠʥʪʝʣʣʝʢʪʦʤ, 

ʠ ʦʥʦ ʫʞʝ ʥʘʩʪʘʣʦ. ʅʦ ʧʦʣʴʟʦʚʘʪʝʣʠ ʪʘʢʠʭ ʫʩʪʨʦʡʩʪʚ, ʢʘʢ ʠ ʜʦʢʪʦʨ ɼʦʤʠʥʠʢ ʄʘʪʳʢʘ, ʛʣʘʚʥʳʡ 

ʩʦʚʝʪʥʠʢ DMEXCO, ʩʢʣʦʥʥʳ ʥʝ ʜʦʚʝʨʷʪʴ ʧʨʦʠʟʚʦʜʠʪʝʣʷʤ ʚ ʦʪʥʦʰʝʥʠʠ ʟʘʱʠʪʳ ʜʘʥʥʳʭ 

ʠ ʢʦʥʬʠʜʝʥʮʠʘʣʴʥʦʩʪʠ, ʯʪʦ ʤʦʞʝʪ ʩʫʱʝʩʪʚʝʥʥʦ ʟʘʪʦʨʤʦʟʠʪʴ ʪʝʭʥʦʣʦʛʠʯʝʩʢʫʶ ʵʚʦʣʶʮʠʶ, 

ʢʘʩʘʶʱʫʶʩʷ ʛʦʣʦʩʘ. 

 

https://dmexco.com/press/voice-alexa-siri-co-listen-up-dont-listen-in/?utm_source=mediapartnership&utm_medium=adv_thedrum&utm_campaign=20190725
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Iôm not sure about thaté 

ɼʨʫʛʘʷ, ʥʝ ʤʝʥʝʝ ʤʠʥʦʨʥʘʷ, ʥʦ ʦʪ ʪʦʛʦ ʝʱʝ ʙʦʣʝʝ ʠʥʪʝʨʝʩʥʘʷ ʪʝʤʘ, ð ʵʪʦ ʨʘʩʭʦʞʜʝʥʠʠ ʪʝʦʨʠʠ 

ʩ ʧʨʘʢʪʠʢʦʡ ʚ ʦʙʣʘʩʪʠ ʧʨʠʤʝʥʝʥʠʷ ʠʥʥʦʚʘʮʠʡ ʠ ʨʝʟʫʣʴʪʘʪʦʚ, ʢʦʪʦʨʳʝ ʚ ʠʪʦʛʝ ʚʠʜʠʪ ʤʘʨʢʝʪʠʥʛ 

ʠ ʙʨʝʥʜ ʚ ʧʨʝʣʦʤʣʝʥʠʠ ʥʘ ʩʚʦʡ ʙʠʟʥʝʩ. 

ʀʩʩʣʝʜʦʚʘʥʠʝ DMEXCO Trend Survey ʧʦʢʘʟʳʚʘʝʪ, ʯʪʦ ʩʫʱʝʩʪʚʫʶʪ ʥʝʩʦʦʪʚʝʪʩʪʚʠʷ ʤʝʞʜʫ 

ʬʫʥʜʘʤʝʥʪʘʣʴʥʦʡ ʚʘʞʥʦʩʪʴʶ ʪʨʝʥʜʘ ʠ ʠʭ ʬʘʢʪʠʯʝʩʢʦʡ ʵʢʩʧʣʫʘʪʘʮʠʦʥʥʦʡ ʟʥʘʯʠʤʦʩʪʴʶ: 

 

ʂʦʥʝʯʥʦ, ʵʪʦ ʢʘʩʘʝʪʩʷ ʥʝ ʚʩʝʭ ʪʨʝʥʜʦʚ, ʠ ʝʩʪʴ ʫʚʝʨʝʥʥʦʩʪʴ, ʯʪʦ ʯʝʨʝʟ ʥʝʩʢʦʣʴʢʦ ʣʝʪ ʵʪʦ ʫʞʝ ʙʫʜʝʪ 

ʩʦʚʝʨʰʝʥʥʦ ʜʨʫʛʦʡ ʫʨʦʚʝʥʴ ʠʩʧʦʣʴʟʦʚʘʥʠʷ ʪʝʭʥʦʣʦʛʠʡ, ʚ ʪʦʤ ʯʠʩʣʝ ʠ ʪʘʢʠʭ ʧʦʢʘ ʩʣʦʞʥʳʭ ʜʣʷ 

ʦʩʚʦʝʥʠʷ, ʢʘʢ AI ʠ VR, ʢʦʥʢʨʝʪʥʦ ʚ ʤʘʨʢʝʪʠʥʛʝ. 

ʅʝʜʦʚʝʨʠʝ ʢ ʢʨʫʧʥʳʤ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʤ ʛʠʛʘʥʪʘʤ ʠ ʧʦʥʠʤʘʥʠʝ, ʯʪʦ ʬʦʢʫʩ ʥʘ ʙʦʣʴʰʠʥʩʪʚʝ 

ʪʨʝʥʜʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ ʠʟʣʠʰʥʠʡ, ʧʝʨʝʤʝʩʪʠʣʠ ʚʝʢʪʦʨ ʢʦʥʪʝʥʪʘ ʢʦʥʬʝʨʝʥʮʠʠ ʚ ʩʪʦʨʦʥʫ ʨʝʰʝʥʠʷ 

ʥʘʩʫʱʥʳʭ ʚʦʧʨʦʩʦʚ ʧʨʠʤʝʥʝʥʠʷ ʪʝʭʥʦʣʦʛʠʡ, ʦʮʝʥʢʠ ʠʭ ʵʬʬʝʢʪʠʚʥʦʩʪʠ, ʘ ʪʘʢʞʝ ʧʝʨʝʦʩʤʳʩʣʝʥʠʷ 

ʨʦʣʠ ʪʨʘʜʠʮʠʦʥʥʳʭ digital-ʢʘʥʘʣʦʚ. 

Audio is next big thing 

https://www.sostav.ru/images/news/2019/09/27/1eyartib.png
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Spotify ʩʪʘʣ ʬʣʘʛʤʘʥʦʤ ʘʫʜʠʦʧʦʪʦʢʘ, ʧʨʝʟʝʥʪʦʚʘʚ ʯʝʪʳʨʝ ʜʦʢʣʘʜʘ, ʦʜʠʥ ʠʟ ʢʦʪʦʨʳʭ ʙʳʣ 

ʠʥʪʝʨʘʢʪʠʚʥʳʤ: ʘʫʜʠʪʦʨʠʠ ʚ 300 ʯʝʣʦʚʝʢ ʨʘʟʜʘʣʠ ʥʘʫʰʥʠʢʠ ʠ ʙʨʝʥʜʠʨʦʚʘʥʥʳʝ ʤʘʩʢʠ ʜʣʷ ʩʥʘ, 

ʥʘʜʝʚ ʢʦʪʦʨʳʝ, ʩʣʫʰʘʪʝʣʴ ʧʦʛʨʫʞʘʣʩʷ ʚ ʢʨʝʘʪʠʚʥʳʡ ʤʠʨ 3D-ʘʫʜʠʦ.  

ɿʘ ʩʯʝʪ ʨʘʩʪʫʱʝʛʦ ʢʦʣʠʯʝʩʪʚʘ ʘʫʜʠʦʩʪʨʠʤʠʥʛʦʚʳʭ ʩʝʨʚʠʩʦʚ, ʫʚʝʣʠʯʝʥʠʷ ʘʫʜʠʪʦʨʠʠ ʧʦʜʢʘʩʪʦʚ 

ʠ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʷ ʫʤʥʳʭ ʫʩʪʨʦʡʩʪʚ, ʚ ɻʝʨʤʘʥʠʠ digital-ʘʫʜʠʦ (ʚʤʝʩʪʝ ʩ ʦʥʣʘʡʥ-ʨʘʜʠʦ) ʚʧʝʨʚʳʝ 

ʧʝʨʝʛʥʘʣʦ ʧʦʪʨʝʙʣʝʥʠʝ ʘʥʘʣʦʛʦʚʦʛʦ ʨʘʜʠʦ ʠ ʩʦʩʪʘʚʠʣʦ 2,5 ʯʘʩʘ ʚ ʜʝʥʴ. ʅʘʧʦʤʥʠʤ, ʯʪʦ ʨʘʜʠʦ 

ʧʨʦʩʣʫʰʠʚʘʝʪʩʷ ʚ ʦʩʥʦʚʥʦʤ ʬʦʥʦʤ, ʠ ʩʨʝʜʥʝʝ ʚʨʝʤʷ ʧʨʦʩʣʫʰʠʚʘʥʠʷ ʨʘʜʠʦ ʚ ʩʫʪʢʠ ʦʮʝʥʠʚʘʝʪʩʷ 

ʚ 264 ʤʠʥʫʪʳ ʥʘ ʯʝʣʦʚʝʢʘ, ʧʨʠ ʵʪʦʤ ʨʘʜʠʦ ʟʘʥʠʤʘʝʪ ʚʪʦʨʦʝ ʤʝʩʪʦ ʧʦ ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʠ ʚʥʠʤʘʥʠʷ 

ʩʨʝʜʠ ʜʨʫʛʠʭ ʤʝʜʠʘ. 

ʋʯʠʪʳʚʘʷ ʩʣʦʞʥʦʩʪʠ ʩ ʟʘʤʝʨʘʤʠ Digital ʚ ʈʦʩʩʠʠ, ʤʳ ʥʝ ʛʘʨʘʥʪʠʨʫʝʤ, ʯʪʦ ʵʪʦʪ ʪʨʝʥʜ ʧʦʜʪʚʝʨʜʠʪʩʷ 

ʚ ʙʣʠʞʘʡʰʝʝ ʚʨʝʤʷ ʥʘ ʜʘʥʥʳʭ, ʥʦ ʩʢʣʦʥʥʳ ʚʝʨʠʪʴ, ʯʪʦ ʧʝʨʝʢʦʩ ʚ ʧʦʣʴʟʫ digital audio ʫʞʝ ʩʣʫʯʠʣʩʷ 

ʩʨʝʜʠ ʙʦʣʝʝ ʤʦʣʦʜʳʭ ʘʫʜʠʪʦʨʥʳʭ ʛʨʫʧʧ. 

Digital audio ʧʨʝʪʝʥʜʫʝʪ ʥʘ ʟʚʘʥʠʝ çnext big thingè, ʫʯʠʪʳʚʘʷ ʝʛʦ ʠʤʤʫʥʠʪʝʪ ʢ ʙʦʣʝʟʥʷʤ ʜʨʫʛʠʭ 

digital-ʢʘʥʘʣʦʚ, ʪʘʢʠʭ ʢʘʢ ʬʨʦʜ, ʚʳʩʦʢʠʡ ʢʣʘʪʪʝʨ ʠ AdBlock, ʘ ʪʘʢʞʝ ʚʦʟʤʦʞʥʦʩʪʴ ʚʳʩʪʨʦʠʪʴ 100% 

ʤʦʙʠʣʴʥʫʶ ʦʭʚʘʪʥʫʶ ʢʦʤʤʫʥʠʢʘʮʠʶ ʠ ʩʜʝʣʘʪʴ ʵʪʦ ʥʘʪʠʚʥʦ. 

ʉʪʨʠʤʠʥʛ-ʩʝʨʚʠʩ Spotify ʦʙʣʘʜʘʝʪ ʙʦʣʴʰʠʤ ʩʧʝʢʪʨʦʤ ʜʘʥʥʳʭ ʦ ʩʚʦʠʭ ʧʦʣʴʟʦʚʘʪʝʣʷʭ, ʯʪʦ 

ʩ ʤʝʜʠʡʥʦʡ ʪʦʯʢʠ ʟʨʝʥʠʷ ʦʪʢʨʳʚʘʝʪ ʚʦʟʤʦʞʥʦʩʪʴ ʦʙʨʘʪʠʪʴʩʷ ʢ ʧʦʣʴʟʦʚʘʪʝʣʶ ʚ ʥʦʚʳʝ, ʨʘʥʝʝ 

ʥʝʜʦʩʪʫʧʥʳʝ ʜʣʷ ʨʝʢʣʘʤʥʦʛʦ ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ, ʤʦʤʝʥʪʳ. ɿʘʯʘʩʪʫʶ ʵʪʠ ʤʦʤʝʥʪʳ ʙʦʣʝʝ ʣʠʯʥʳʝ ʜʣʷ 

ʧʦʣʴʟʦʚʘʪʝʣʷ, ʘ ʟʥʘʯʠʪ, ʧʨʠ ʫʤʝʣʦʤ (ʥʘʪʠʚʥʦʤ) ʦʙʨʘʱʝʥʠʠ ð ʙʦʣʝʝ ʵʬʬʝʢʪʠʚʥʳʝ ʚ ʧʣʘʥʝ 

ʦʙʨʘʪʥʦʡ ʩʚʷʟʠ. 

ʂʣʶʯʝʚʳʤ ʜʨʘʡʚʝʨʦʤ ʨʦʩʪʘ Audio ʷʚʣʷʶʪʩʷ ʧʦʜʢʘʩʪʳ ð ʩʨʝʜʩʪʚʦ ʧʦʙʝʛʘ ʦʪ ʩʣʠʰʢʦʤ ʘʛʨʝʩʩʠʚʥʦʡ 

ʚʠʟʫʘʣʴʥʦʡ ʨʝʘʣʴʥʦʩʪʠ. ɺ ɻʝʨʤʘʥʠʠ, ʢʘʢ ʠ ʚʦ ʚʩʝʤ ʤʠʨʝ, ʘʫʜʠʪʦʨʠʷ ʧʦʜʢʘʩʪʦʚ ʠ ʠʭ ʢʦʣʠʯʝʩʪʚʦ 

ʫʚʝʣʠʯʠʚʘʝʪʩʷ ʥʘ 100% ʢ ʛʦʜʫ. ʅʘ ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʪʦʣʴʢʦ ʥʘ ʧʣʘʪʬʦʨʤʝ Spotify ʩʫʱʝʩʪʚʫʝʪ 12.000+ 

ʧʦʜʢʘʩʪʦʚ ʥʘ ʥʝʤʝʮʢʦʤ ʷʟʳʢʝ. 

ɼʣʷ ʥʘʩ ʵʪʦ ʦʟʥʘʯʘʝʪ ʧʦʷʚʣʝʥʠʝ ʥʦʚʦʡ ʠ ʧʦʪʝʥʮʠʘʣʴʥʦ ʢʨʘʡʥʝ ʦʙʰʠʨʥʦʡ ʵʢʦʩʠʩʪʝʤʳ 

ʘʫʜʠʦʠʥʬʣʶʝʥʩʝʨʦʚ. 

Voice is the new click 

ʋʯʠʪrʚʘʷ ʚʦʟʨʘʩʪʘʶʱʫʶ ʧʦʧʫʣʷʨʥʦʩʪʴ ʘʫʜʠʦ, ʚʦʟʥʠʢʘʝʪ ʚʦʧʨʦʩ, ʢʘʢ ʦʮʝʥʠʚʘʪʴ ʵʬʬʝʢʪʠʚʥʦʩʪʴ 

ʢʦʤʤʫʥʠʢʘʮʠʠ ʚ ʵʪʦʤ ʢʘʥʘʣʝ, ʥʝ ʟʘʤʝʨʷʷ ʜʝʡʩʪʚʠʷ. 
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ʇʦ ʜʘʥʥʳʤ RMS, ʙʦʣʴʰʝ 15% ʘʫʜʠʪʦʨʠʠ ʨʘʟʛʦʚʘʨʠʚʘʶʪ ʩ ʨʝʢʣʘʤʦʡ. ʕʪʠ ʜʘʥʥʳʝ ʙʳʣʠ ʚʟʷʪʳ ʜʣʷ 

ʩʦʟʜʘʥʠʷ ʠʭ ʜʠʘʣʦʛʦʚʦʡ ʤʘʨʢʝʪʠʥʛʦʚʦʡ ʧʣʘʪʬʦʨʤʳ, ʢʦʪʦʨʘʷ ʠʩʧʦʣʴʟʫʝʪ ʪʝʭʥʦʣʦʛʠʶ 

ʨʘʩʧʦʟʥʘʚʘʥʠʷ ʨʝʯʠ ʠ ʧʦʟʚʦʣʷʝʪ ʥʘ 30% ʫʚʝʣʠʯʠʪʴ engagement ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʦʪʢʣʠʢʦʤ 

ʥʘ ʨʝʢʣʘʤʫ ʚ ʜʨʫʛʠʭ ʤʦʙʠʣʴʥʳʭ ʤʝʜʠʘ ʢʘʥʘʣʘʭ. 

ʇʨʦʛʥʦʟ ʨʘʟʚʠʪʠʷ ʨʳʥʢʘ ʛʦʣʦʩʦʚʦʡ ʨʝʢʣʘʤʳ ʚ US ʢ 2022 ʛʦʜʫ ʩʦʩʪʘʚʣʷʝʪ $19 ʤʣʨʜ, ʯʪʦ 

ʩʦʧʦʩʪʘʚʠʤʦ ʩ ʦʙʲʝʤʦʤ ʨʝʢʣʘʤʳ ʪʨʘʜʠʮʠʦʥʥʦʛʦ ʨʘʜʠʦ ʚ US ʚ 2019 ʛʦʜʫ, ʢʦʪʦʨʦʝ ʥʝ ʩʦʙʠʨʘʝʪʩʷ 

ʧʘʜʘʪʴ. 

There is nothing left, but native ads 

ʆʜʥʦʡ ʠʟ ʧʨʠʯʠʥ ʪʘʢʦʛʦ ʩʪʨʝʤʠʪʝʣʴʥʦʛʦ ʨʦʩʪʘ ʘʫʜʠʦ ʷʚʣʷʝʪʩʷ ʚʠʟʫʘʣʴʥʘʷ ʤʝʜʠʘʧʝʨʝʛʨʫʟʢʘ, 

ʢʦʪʦʨʘʷ ʚ ʩʚʦʶ ʦʯʝʨʝʜʴ ʪʘʢʞʝ ʧʨʦʚʦʮʠʨʫʝʪ ʥʝʞʝʣʘʥʠʝ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʧʦʛʨʫʞʘʪʴʩʷ ʚ ʨʝʢʣʘʤʥʫʶ 

ʢʦʤʤʫʥʠʢʘʮʠʶ ʩ ʙʨʝʥʜʘʤʠ, ʧʨʦʧʫʩʢʘʷ ʚʠʜʝʦ ʠ ʫʩʪʘʥʘʚʣʠʚʘʷ AdBlock. 

ʇʦʵʪʦʤʫ ʨʝʢʣʘʤʥʳʡ ʨʳʥʦʢ ʚʩʝ ʙʦʣʴʰʝ ʫʭʦʜʠʪ ʦʪ ʢʣʘʩʩʠʯʝʩʢʠʭ ʩʪʘʥʜʘʨʪʥʳʭ ʬʦʨʤʘʪʦʚ ʢ ʥʘʪʠʚʥʳʤ 

ʚʠʜʝʦʦʙʲʷʚʣʝʥʠʷʤ. ʅʘʪʠʚʥʘʷ ʨʝʢʣʘʤʘ ʝʜʚʘ ʣʠ ʦʪʣʠʯʘʝʪʩʷ ʦʪ ʦʙʳʯʥʦʛʦ ʢʦʥʪʝʥʪʘ ʩʘʡʪʘ ʩ ʪʦʯʢʠ 

ʟʨʝʥʠʷ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʦʛʦ ʦʧʳʪʘ. 

 

ʇʦ ʜʘʥʥʳʤ ʠʩʩʣʝʜʦʚʘʥʠʷ Verizon, ʧʨʦʚʝʜʝʥʥʦʛʦ ʚ 2018 ʛʦʜʫ ʥʘ ʨʳʥʢʘʭ ɻʝʨʤʘʥʠʠ, ʌʨʘʥʮʠʠ 

ʠ ɸʥʛʣʠʠ, ʧʨʦʩʤʦʪʨ ʥʘʪʠʚʥʳʭ ʦʙʲʷʚʣʝʥʠʡ, ʦʨʛʘʥʠʯʥʦ ʠʥʪʝʛʨʠʨʦʚʘʥʥʳʭ ʚ ʢʦʥʪʝʥʪ ʠʥʪʝʨʝʩʫʶʱʝʛʦ 

ʧʦʣɹʟʦʚʘʪʝʣʷ ʩʘʡʪʘ, ʩʧʦʩʦʙʩʪʚʫʝʪ ʨʦʩʪʫ ʘʜʚʦʢʘʪʫʨʳ: ʧʦʩʣʝ ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ ʩ ʪʘʢʠʤ ʦʙʲʷʚʣʝʥʠʝʤ 

ʥʘ 45% ʚʦʟʨʘʩʪʘʝʪ ʚʝʨʦʷʪʥʦʩʪʴ ʧʦʨʝʢʦʤʝʥʜʦʚʘʪʴ ʢʦʤʫ-ʣʠʙʦ ʫʚʠʜʝʥʥʳʡ ʧʨʦʜʫʢʪ ʠ ʥʘ 27% 

ʚʦʟʨʘʩʪʘʝʪ ʚʝʨʦʷʪʥʦʩʪʴ ʧʦʢʫʧʢʠ. 

https://www.sostav.ru/images/news/2019/09/27/ietwk5mf.png
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ɺ ʠʩʩʣʝʜʦʚʘʥʠʠ ʪʘʢʞʝ ʫʜʝʣʷʣʦʩʴ ʚʥʠʤʘʥʠʝ ʚʦʟʨʘʩʪʘʶʱʝʤʫ ʧʨʦʮʝʥʪʫ ʥʝʛʘʪʠʚʘ ʦʪʥʦʩʠʪʝʣʴʥʦ 

ʨʝʢʣʘʤʳ, ʢʦʪʦʨʘʷ ʧʨʝʨʳʚʘʝʪ ʧʦʪʨʝʙʣʝʥʠʝ ʢʦʥʪʝʥʪʘ (83% ʩʯʠʪʘʶʪ digital-ʨʝʢʣʘʤʫ ʚʩʝ ʙʦʣʝʝ 

ʥʘʟʦʡʣʠʚʦʡ), ʧʦʚʩʝʤʝʩʪʥʦʤʫ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʶ ʙʣʦʢʠʨʦʚʱʠʢʦʚ ʨʝʢʣʘʤʳ (1 ʠʟ 2 ʧʦʣʴʟʦʚʘʪʝʣʝʡ 

ʚ ʚʦʟʨʘʩʪʝ 18ī24 ʠʩʧʦʣʴʟʫʶʪ ad blockers) ʠ, ʥʘʢʦʥʝʮ, ʙʘʥʥʝʨʥʦʡ ʩʣʝʧʦʪʝ, ʢʦʪʦʨʘʷ ʩʠʣʴʥʦ ʩʥʠʞʘʝʪ 

ʨʝʘʣʴʥʫʶ ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʨʝʢʣʘʤʳ (70% ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʘʩʩʦʮʠʠʨʫʶʪ ʙʘʥʥʝʨ ʩ fake news ʠ 60% 

ʧʦʧʨʦʩʪʫ ʥʝ ʦʙʨʘʱʘʶʪ ʥʠʢʘʢʦʛʦ ʚʥʠʤʘʥʠʷ ʥʘ ʙʘʥʥʝʨʳ ʥʘ ʚʝʙ-ʩʪʨʘʥʠʮʝ). 

ɺʩʣʝʜʩʪʚʠʝ ʵʪʦʛʦ ʥʘʪʠʚʥʳʝ ʨʝʢʣʘʤʥʳʝ ʬʦʨʤʘʪʳ ʧʝʨʝʞʠʚʘʶʪ ʚʪʦʨʦʝ ʨʦʞʜʝʥʠʝ. ʇʦʤʠʤʦ 

ʦʨʛʘʥʠʯʥʦʡ ʠʥʪʝʛʨʘʮʠʠ ʚ ʢʦʥʪʝʥʪ ʩʘʡʪʘ ʧʦʷʚʣʷʶʪʩʷ ʫʥʠʢʘʣʴʥʳʝ ʚʦʟʤʦʞʥʦʩʪʠ ʪʘʨʛʝʪʠʨʦʚʘʥʠʷ, 

ʘ ʪʘʢʞʝ ʪʘʢʠʝ ʚʝʱʠ, ʢʘʢ ʘʚʪʦʤʘʪʠʯʝʩʢʘʷ ʦʧʪʠʤʠʟʘʮʠʷ ʢʨʝʘʪʠʚʦʚ, programmatic buying ʠ pre-bid 

brand safety, ʢʦʪʦʨʳʝ ʜʝʣʘʶʪ ʥʘʪʠʚʥʫʶ ʨʝʢʣʘʤʫ ʝʱʝ ʙʦʣʝʝ ʠʥʪʝʨʝʩʥʦʡ ʩ ʪʦʯʢʠ ʟʨʝʥʠʷ ʟʘʢʫʧʢʠ. 

Safety first 

ʅʝʩʢʦʣʴʢʦ ʜʦʢʣʘʜʦʚ ʢʘʩʘʣʦʩʴ brand safety: ʢʘʢ ʠʟʙʝʞʘʪʴ ʦʰʠʙʦʢ ʚ ʢʘʯʝʩʪʚʝʥʥʦʡ ʦʮʝʥʢʝ ʢʦʥʪʝʥʪʘ, 

ʚ ʢʦʪʦʨʦʤ ʨʘʟʤʝʱʘʝʪʩʷ ʨʝʢʣʘʤʦʜʘʪʝʣʴ. 

ʇʦʩʣʝʜʥʠʝ ʩʢʘʥʜʘʣʳ ʩ ʨʘʟʤʝʱʝʥʠʝʤ ʢʨʫʧʥʳʭ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʚ ʥʝʞʝʣʘʪʝʣʴʥʦʤ ʢʦʥʪʝʥʪʝ, ʘ ʪʘʢʞʝ 

overblocking çʧʦʟʠʪʠʚʥʦʛʦè ʢʦʥʪʝʥʪʘ ʟʘʩʪʘʚʣʷʶʪ ʧʨʠʙʝʛʘʪʴ ʢ ʧʦʤʦʱʠ AI ʠ ʢʦʤʧʴʶʪʝʨʥʦʛʦ ʟʨʝʥʠʷ, 

ʢʦʪʦʨʦʝ ʥʝ ʪʦʣʴʢʦ ʩʯʠʪʳʚʘʝʪ ʣʝʢʩʠʢʫ ʩʪʨʘʥʠʮʳ, ʥʦ ʘʥʘʣʠʟʠʨʫʝʪ ʬʦʪʦ ʠ ʩʯʠʪʳʚʘʝʪ ʦʙʱʠʡ ʢʦʥʪʝʥʪ 

ʩʪʨʘʥʠʮʳ. 

ʆʩʦʙʝʥʥʦ ʩʪʦʠʪ ʦʪʤʝʪʠʪʴ ʜʦʢʣʘʜ ʦʪ Integral Ad Science ʦ ʙʝʟʦʧʘʩʥʦʩʪʠ ʨʘʟʤʝʱʝʥʠʷ ʥʘ ʪʝʨʨʠʪʦʨʠʠ 

ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ, ʛʜʝ ʨʠʩʢ ʥʝʣʝʛʘʣʴʥʦʛʦ ʢʦʥʪʝʥʪʘ ʜʦʩʪʘʪʦʯʥʦ ʚʳʩʦʢʠʡ. Brand safety ʥʫʞʥʦ 

ʧʦʥʠʤʘʪʴ ʢʘʢ brand suitability, ʢʦʪʦʨʦʝ ʙʘʟʠʨʫʝʪʩʷ ʥʘ ʛʣʫʙʦʢʦʤ ʧʦʥʠʤʘʥʠʠ ʧʦʪʨʝʙʥʦʩʪʝʡ ʙʨʝʥʜʘ, 

ʚʥʠʤʘʥʠʝ ʢʦʪʦʨʳʭ ʥʝʦʙʭʦʜʠʤʦ ʧʨʠʚʣʝʯʴ. 

ʈʘʟʤʝʱʝʥʠʝ ʚ ʨʝʣʝʚʘʥʪʥʦʤ ʜʣʷ ʘʫʜʠʪʦʨʠʠ ʢʦʥʪʝʥʪʝ, ʢ ʢʦʪʦʨʦʤʫ ʤʦʛʫʪ ʦʪʥʦʩʠʪʴʩʷ ʪʝʤʳ ʩʝʢʩʘ 

ʠ ʩʝʢʩʫʘʣʴʥʦʩʪʠ, ʧʦʣʠʪʠʢʠ ʠ ʧʨʦʯʠʝ, ʧʨʠʚʦʜʷʪ ʢ ʙʦʣʝʝ ʚʳʩʦʢʦʤʫ ʫʨʦʚʥʶ ʚʦʚʣʝʯʝʥʠʷ, 

ʟʘʧʦʤʠʥʘʝʤʦʩʪʠ ʠ ʧʨʠʚʣʝʢʘʪʝʣʴʥʦʩʪʠ ʨʝʢʣʘʤʥʦʛʦ ʩʦʦʙʱʝʥʠʷ. 
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ɺ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè ʧʦʷʚʠʣʘʩʴ Indoor-ʨʝʢʣʘʤʘ 

ʊʝʧʝʨʴ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʤʦʛʫʪ ʨʘʟʤʝʱʘʪʴ ʨʝʢʣʘʤʫ ʥʘ ʮʠʬʨʦʚʳʭ ʵʢʨʘʥʘʭ ʚʥʫʪʨʠ ʧʦʤʝʱʝʥʠʡ 

https://www.sostav.ru/publication/v-yandeks-direkte-poyavilas-indoor-reklama-39353.html 

ɺ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè ʧʦʷʚʠʣʠʩʴ ʠʥʩʪʨʫʤʝʥʪʳ ʜʣʷ ʨʘʟʤʝʱʝʥʠʷ ʨʝʢʣʘʤʳ ʥʘ ʮʠʬʨʦʚʳʭ ʵʢʨʘʥʘʭ 

ʚʥʫʪʨʠ ʧʦʤʝʱʝʥʠʡ. ʊʝʧʝʨʴ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʤʦʛʫʪ ʠʩʧʦʣʴʟʦʚʘʪʴ ʥʝ ʪʦʣʴʢʦ ʢʣʘʩʩʠʯʝʩʢʠʝ 

ʠʥʩʪʨʫʤʝʥʪʳ digital-ʤʘʨʢʝʪʠʥʛʘ, ʪʘʢʠʝ ʢʘʢ ʚʠʜʝʦ-, ʘʫʜʠʦ- ʠ ʙʘʥʥʝʨʥʘʷ ʨʝʢʣʘʤʘ, ʥʦ ʠ ʟʘʧʫʩʢʘʪʴ 

ʦʭʚʘʪʥʫʶ ʠ ʥʘʚʠʛʘʮʠʦʥʥʫʶ ʨʝʢʣʘʤʫ ʥʘ ʥʦʚʳʭ ʥʦʩʠʪʝʣʷʭ. 

ʇʨʦʜʘʞʠ ʨʝʢʣʘʤʳ ʦʩʫʱʝʩʪʚʣʷʶʪʩʷ ʯʝʨʝʟ RTB-ʘʫʢʮʠʦʥ c ʦʧʣʘʪʦʡ ʟʘ 1000 OTS (Opportunity 

To See) ð ʢʦʥʪʘʢʪʦʚ ʣʶʜʝʡ ʩ ʨʝʢʣʘʤʥʳʤ ʩʦʦʙʱʝʥʠʝʤ. ʋʞʝ ʜʦʩʪʫʧʥʳ ʦʢʦʣʦ 3,5 ʪʳʩʷʯ 

ʧʦʚʝʨʭʥʦʩʪʝʡ, ʨʘʩʧʦʣʦʞʝʥʥʳʭ ʚ ʛʠʧʝʨʤʘʨʢʝʪʘʭ, ʘʧʪʝʢʘʭ ʠ ʩʘʣʦʥʘʭ ʢʨʘʩʦʪʳ ʚ ʄʦʩʢʚʝ ʠ ʜʨʫʛʠʭ 

ʛʦʨʦʜʘʭ ʈʦʩʩʠʠ. ʈʝʢʣʘʤʦʜʘʪʝʣʴ ʤʦʞʝʪ ʫʧʨʘʚʣʷʪʴ ʨʝʢʣʘʤʥʦʡ ʢʘʤʧʘʥʠʝʡ ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʦ 

ʚ ʠʥʪʝʨʬʝʡʩʝ çɼʠʨʝʢʪʘè: ʚʳʙʠʨʘʪʴ ʩʧʠʩʦʢ ʧʦʚʝʨʭʥʦʩʪʝʡ, ʚ ʪʦʤ ʯʠʩʣʝ ʨʘʟʥʳʭ ʦʧʝʨʘʪʦʨʦʚ, 

ʟʘʧʫʩʢʘʪʴ ʠ ʦʩʪʘʥʘʚʣʠʚʘʪʴ ʧʦʢʘʟʳ ʚ ʣʶʙʦʝ ʚʨʝʤʷ. 

ʂʘʞʜʳʡ ʮʠʬʨʦʚʦʡ ʵʢʨʘʥ ʦʩʥʘʱʸʥ ʚʠʜʝʦʢʘʤʝʨʦʡ ð ʪʝʭʥʦʣʦʛʠʷ ʨʘʩʧʦʟʥʘʚʘʥʠʷ ʣʠʮ ʧʦʟʚʦʣʷʝʪ 

ʩ ʚʳʩʦʢʦʡ ʪʦʯʥʦʩʪʴʶ ʦʧʨʝʜʝʣʠʪʴ ʧʦʣ ʠ ʚʦʟʨʘʩʪ ʯʝʣʦʚʝʢʘ, ʢʦʪʦʨʳʡ ʢ ʥʝʤʫ ʧʦʜʦʰʸʣ. ɿʘʪʝʤ ʩʠʩʪʝʤʘ 

ʧʦʜʙʠʨʘʝʪ ʧʦʜʭʦʜʷʱʝʝ ʜʣʷ ʢʦʥʢʨʝʪʥʦʛʦ ʧʦʩʝʪʠʪʝʣʷ ʨʝʢʣʘʤʥʦʝ ʦʙʲʷʚʣʝʥʠʝ, ʟʘʢʫʧʘʝʪ ʧʦʢʘʟ 

ʚ ʦʥʣʘʡʥ-ʘʫʢʮʠʦʥʝ ʠ ʪʫʪ ʞʝ ʪʨʘʥʩʣʠʨʫʝʪ ʢʦʥʪʝʥʪ ʥʘ ʮʠʬʨʦʚʦʡ ʧʘʥʝʣʠ. ɽʩʣʠ ʧʝʨʝʜ ʢʘʤʝʨʦʡ ʥʠʢʦʛʦ 

ʥʝʪ ʠʣʠ ʯʝʣʦʚʝʢ ʩʪʦʠʪ ʩʧʠʥʦʡ ʢ ʵʢʨʘʥʫ, ʪʦ ʨʝʢʣʘʤʘ ʥʝ ʧʦʜʙʠʨʘʝʪʩʷ ʠ ʧʦʢʘʟʘ ʥʝ ʧʨʦʠʩʭʦʜʠʪ. ʇʨʠ 

ʵʪʦʤ ʘʣʛʦʨʠʪʤ ʥʝ ʠʜʝʥʪʠʬʠʮʠʨʫʝʪ ʠ ʥʝ ʠʩʧʦʣʴʟʫʝʪ ʧʝʨʩʦʥʘʣʴʥʳʝ ʜʘʥʥʳʝ ʣʶʜʝʡ ʧʝʨʝʜ ʵʢʨʘʥʦʤ. 

https://www.sostav.ru/publication/v-yandeks-direkte-poyavilas-indoor-reklama-39353.html
https://www.sostav.ru/images/news/2019/09/27/igco4k6v.png
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ʈʝʢʣʘʤʦʜʘʪʝʣʴ ʩʘʤ ʥʘʟʥʘʯʘʝʪ ʢʦʨʨʝʢʪʠʨʦʚʢʠ ʩʪʘʚʦʢ ʧʦ ʧʦʣʫ, ʚʦʟʨʘʩʪʫ. ʊʘʢʞʝ ʤʦʞʥʦ 

ʢʦʤʙʠʥʠʨʦʚʘʪʴ ʵʪʠ ʥʘʩʪʨʦʡʢʠ ʩ ʢʦʨʨʝʢʪʠʨʦʚʢʘʤʠ ʥʘ ʧʦʛʦʜʫ. ʊʘʢ, ʚ ʞʘʨʢʠʡ ʜʝʥʴ ʤʦʞʥʦ 

ʪʨʘʥʩʣʠʨʦʚʘʪʴ ʥʘ ʵʢʨʘʥʘʭ ʚ ʧʨʠʢʘʩʩʦʚʳʭ ʟʦʥʘʭ ʨʝʢʣʘʤʥʳʝ ʨʦʣʠʢʠ ʤʦʨʦʞʝʥʦʛʦ ʠʣʠ 

ʧʨʦʭʣʘʜʠʪʝʣʴʥʳʭ ʥʘʧʠʪʢʦʚ, ʘ ʚ ʭʤʫʨʫʶ ʧʦʛʦʜʫ ʙʫʜʝʪ ʙʦʣʝʝ ʵʬʬʝʢʪʠʚʥʘ ʨʝʢʣʘʤʘ ʛʦʨʷʯʝʡ ʚʳʧʝʯʢʠ 

ʠʣʠ ʘʨʦʤʘʪʥʦʛʦ ʢʦʬʝ ʥʘ ʚʳʥʦʩ. 

ɺʣʘʜʠʤʠʨ ʄʦʩʠʥ, ʨʫʢʦʚʦʜʠʪʝʣʴ ʛʨʫʧʧʳ ʨʘʟʚʠʪʠʷ ʨʝʢʣʘʤʥʳʭ ʧʨʦʜʫʢʪʦʚ çʗʥʜʝʢʩʘè: 

ʇʦʷʚʣʝʥʠʝ ʜʦʩʪʫʧʘ ʢ Indoor-ʠʥʚʝʥʪʘʨʶ ð ʚʘʞʥʳʡ ʵʪʘʧ ʨʘʟʚʠʪʠʷ çɼʠʨʝʢʪʘè ʢʘʢ ʝʜʠʥʦʡ ʧʣʘʪʬʦʨʤʳ 

ʮʠʬʨʦʚʦʡ ʢʦʤʤʫʥʠʢʘʮʠʠ ʙʠʟʥʝʩʘ ʩ ʧʦʣʴʟʦʚʘʪʝʣʷʤʠ. ʋ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʧʦʷʚʠʣʘʩʴ 

ʜʦʧʦʣʥʠʪʝʣʴʥʘʷ ʚʦʟʤʦʞʥʦʩʪʴ ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ ʘʫʜʠʪʦʨʠʝʡ ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʦ ʚ ʪʦʯʢʘʭ ʧʨʦʜʘʞ. 

çɼʠʨʝʢʪè ʧʦʟʚʦʣʷʝʪ ʟʘʢʫʧʘʪʴ ʧʨʦʩʤʦʪʨʳ ʨʝʢʣʘʤʳ ʪʦʣʴʢʦ ʚ ʤʦʤʝʥʪ ʧʨʠʩʫʪʩʪʚʠʷ ʮʝʣʝʚʦʡ ʘʫʜʠʪʦʨʠʠ 

ʚ ʪʦʨʛʦʚʦʤ ʟʘʣʝ ʪʦʯʥʦ ʪʘʢ ʞʝ, ʢʘʢ ʵʪʦ ʧʨʦʠʩʭʦʜʠʪ ʚ ʦʥʣʘʡʥʝ. ʊʝʧʝʨʴ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʚ çɼʠʨʝʢʪʝè 

ʤʦʛʫʪ ʠʩʧʦʣʴʟʦʚʘʪʴ ʥʝ ʪʦʣʴʢʦ ʢʣʘʩʩʠʯʝʩʢʠʝ ʠʥʩʪʨʫʤʝʥʪʳ digital-ʤʘʨʢʝʪʠʥʛʘ, ʪʘʢʠʝ ʢʘʢ ʚʠʜʝʦ-, 

ʘʫʜʠʦ- ʠ ʙʘʥʥʝʨʥʘʷ ʨʝʢʣʘʤʘ, ʥʦ ʠ ʟʘʧʫʩʢʘʪʴ ʦʭʚʘʪʥʫʶ ʠ ʥʘʚʠʛʘʮʠʦʥʥʫʶ ʨʝʢʣʘʤʫ ʥʘ ʥʦʚʳʭ 

ʥʦʩʠʪʝʣʷʭ. 

ʈʘʥʝʝ çʗʥʜʝʢʩè ʩʜʝʣʘʣ ʨʘʟʤʝʱʝʥʠʝ ʮʠʬʨʦʚʦʡ ʥʘʨʫʞʥʦʡ ʨʝʢʣʘʤʳ 

ʚ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè ʜʦʩʪʫʧʥʦʡ ʜʣʷ ʚʩʝʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʤʦʛʫʪ ʚʳʙʠʨʘʪʴ ʤʝʩʪʘ 

ʨʘʟʤʝʱʝʥʠʷ ʠʟ 303 ʨʝʢʣʘʤʥʳʭ ʧʦʚʝʨʭʥʦʩʪʠ ʚ ʄʦʩʢʚʝ (54 ʩʫʧʝʨʩʘʡʪʘ ʠ 249 ʙʠʣʙʦʨʜʦʚ) ʠ 20 

ʧʦʚʝʨʭʥʦʩʪʝʡ ʚ ʅʠʞʥʝʤ ʅʦʚʛʦʨʦʜʝ. 

 

Is Your Chatbot A Good Listener? 

https://www.mediapost.com/publications/article/340866/is-your-chatbot-a-good-

listener.html?edition=115361 

A new report from Publicis Media finds that consumer chatbot usage has reached 54% of consumers 

globally.  As brands increasingly embrace "chatbots" as conversational interfaces with customers and 

prospects, the report examines potential opportunities and challenges with the AI-driven platforms.   

The report finds that consumer expectations have not been met. When first time users think of chatbots, 

they hope for a highly personalized experience with natural back and forth conversation, yet the majority 

of chatbots in the marketplace are scripted bots and do not yet use the full power of AI. 

https://www.sostav.ru/publication/naruzhnaya-reklama-v-yandeks-direkte-stala-dostupna-dlya-vsekh-polzovatelej-39292.html
https://www.mediapost.com/publications/article/340866/is-your-chatbot-a-good-listener.html?edition=115361
https://www.mediapost.com/publications/article/340866/is-your-chatbot-a-good-listener.html?edition=115361
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PM cautions many chabots fall into "relationship pitfalls" by coming off as too ñpushyò or one-sided in their 

initial interactions.  In fact, the company states, CRM-type conversational rules havenôt changed much 

over the decades.  Motivational speaker Dale Carnegie's recommendations in 1936 to "be a good listenerò 

and ñask questions the other person will enjoy answeringò are still the principles to follow when designing 

a conversational interface with customers. 

When a chatbot experience is truly friction-free ð meaning it is perceived as easy to use, helpful and fun 

ð it has been shown to drive significant increases in brand preference metrics. For example, with friction-

free experiences, there is an increase of 8% of those likely to recommend using chatbots, per PMôs 

research. 

It is also critical to manage functionality expectations upfront to minimize user frustration. When a chatbox 

works well, consumers feel closer to brands. Positive chatbot experiences lifted emotional connections to 

brands by 19% which was on par with mobile websites (+16%) although behind apps (+30%). 

The research also provides advice on specific categories, including entertainment and health-focused 

brands. Shopper-geared consumers, for instance, are drawn to chatbots. It can be damaging to a brand 

to disappoint shoppers with ñshopbotsò that are nothing more than a path to a mobile website. This question 

of relevance and utility is especially important given how entrenched current mobile technologies are in a 

customerôs journey. 

A common pitfall of many commerce chatbots is that they treat the experience as another point-of-

purchase touchpoint, focusing more on buying rather than shopping. These failed attempts often manifest 

as an inferior version of the web/app purchase experience masquerading as a ñhelpfulò chatbot. 

Shoppers are drawn to chatbots to overcome analysis paralysis and for their perceived ability to serve as 

highly knowledgeable sales assistants who are available 24/7, the PM report asserts. 

The PM analysis advises marketers to evaluate four key points regarding their chatbot-readiness: What 

part of the customer experience is the chatbot designed to impact? How will the chatbot be better or 

different than existing paths to that same information? Will the chatbot live within a brand touchpoint or 

external platform? Do brands have the data and existing content to for the chatbot, or will it have to be 

created/licensed? 

More from this study can be found here. 

 

http://bit.ly/2Z6W1cc
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Location-Based Marketing on the Rise 

https://www.business2community.com/marketing/location-based-marketing-on-the-rise-02242118 

Location based marketing is a powerful tool and more marketers are investing in this tactic to meet their 

customer acquisition and retention strategies. In fact, eMarketer predicts that marketers will spend $26.5 

billion on mobile-location marketing advertising in 2019. 

image: https://cdn.business2community.com/wp-content/uploads/2019/09/mobile_location_spend_2019-

600x551.jpg 

 

In a report by Factual, almost 9 in 10 marketers said location-based advertising and marketing resulted in 

higher sales, followed by growth in their customer base (86%) and higher customer engagement (84%). 

More than 8 in 10 (84%) marketers currently use location data in their marketing and ad campaigns, and 

94% plan to in the future. Additionally, according to the report, ñBut with only 24% using location as a 

measurement tool, there is a huge, untapped opportunity for marketers to leverage location data for 

measurement, for offline conversion tracking, attribution and insights.ò 

https://www.business2community.com/marketing/location-based-marketing-on-the-rise-02242118
https://www.emarketer.com/chart/216275/us-mobile-location-targeted-ad-spending-2017-2022-billions
https://www.factual.com/blog/factuals-2019-location-based-marketing-report/
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Of the 24% of marketers using location data for measurement and attribution, 51% of those plan to 

increase their use of location data in the next year. 

The primary use of location data is for targeting (67%) and 52% use location data for audience 

engagement, campaign strategy and customer experience or personalization. 

The top channel for leveraging location data is mobile (81%), but marketers are increasingly using location 

data in emerging channels, including advanced TV (49%), digital out-of-home (47%), voice/connected 

speakers (45%), and automotive (28%). 

Types of Mobile Geolocation Targeting 

Marketing are exploring different ways to utilize location marketing but by far, the most popular is mobile 

geolocation marketing. Types of mobile location-based marketing include: 

1) Mobile Audience Targeting 

Using this method of mobile targeting, brands can target relevant audiences with ads based on 

demographics and other data points. These are consumers who are most likely to fit their ideal customer 

profile. This audience targeting method uses underlying data about an individual person, or, to be specific, 

their device ID which can include certain demographic information and even geographic location for more 

effective and engaging ads. 

While mobile audience targeting is becoming more sophisticated, marketers are still challenged with 

efficiently accessing data at scale to gain a complete picture of a consumer and the likelihood he or she 

will engage with a particular ad. 

2) Real-Time Location Targeting 

Marketers are probably most familiar with real time location targeting such as geofencing and beaconing. 

Here is a quick overview of the different types of mobile location targeting: 

Geo-targeting: 

Geo-targeting involves detecting a userôs location and serving them communications based on that 

location. Those communications might be ads or other content, like an email or push notification. 

Geo-targeting uses IP addresses to determine where consumers are. Every internet-connected device 

has a unique IP. The first three digits provide a country code. The digits after that indicate specific areas 
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within a country, down to state, city, and postal code. Content can also be matched with data about user 

preferences and activities to home in on specific groups of people or to exclude groups of people you donôt 

intend to target. Geo-targeting allows a user to be targeted wherever their device goes. 

Geofencing: 

Geofencing is the practice of using global positioning (GPS) or radio frequency identification (RFID) to set 

up a ñfenceò or designated geographic boundary. When a device moves into (or out of) the space defined 

by the fence, triggers are sent, and the user will receive a notification such as a text or push notification. 

Geofencing engages consumers based on hyper-local location. An automotive dealer, for example, might 

set up a geo-fence aimed at targeting individuals who are leaving a rival dealership after browsing for a 

vehicle. Sending them an offer for low financing is more likely to make them come comparison shop ð or 

at least consider an alternative option. 

Beacons: 

Beacons are small physical objects (usually about two square inches) that can be placed in desired 

locations. Their purpose is to detect a userôs device when it moves into a target range. 

Similar to geofencing, a signal is triggered when youôre near one, and a server sends a push, text, in-app 

message, or even an email. Beacons arenôt designed to know the people connected to a device, rather 

they target just the device itself. Theyôre simply little stationary computers that are designed to react ï 

when a shopperôs device moves near the beacon itself, it triggers a ping, and an app starts communicating 

ï if the user has the app with notifications enabled for the beaconôs particular location. Once the user 

moves out of that beaconôs range, all communications stop. 

Reach Actual Consumers, Not Just Their Devices 

Technology has become more sophisticated and vendors are now able to tie devices to an actual 

consumer. If you know the person behind the device, then you can use the data about that person for 

targeting. 

V12ôs mobile location solution, V12 Signals, enables companies to market to households expressing active 

intent to purchase based on their shopping behavior and recent visits to store locations. Our solution 

provides household contact information complete with a wide variety of consumer attributes allowing you 

to create a highly targeted offer across multiple channels. 

How does it work? 
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97% percent of consumers own and carry a mobile device, the majority of which have multiple applications 

installed. When installing certain apps, consumers must opt-in to grant permission for location tracking. 

When a consumer drives to a location and has one of these apps available on their mobile device, V12 

Signals is able to identify that device at the location and subsequently infer the household associated with 

the shopping event. 

According to business news portal The Manifest, which polled 727 US adults for its State of Location-

Tracking Mobile Apps in 2019 report, nearly everyone (96%) has seen an ad that references their 

location. 

The good news for marketers is that two-thirds (66%) of these app users are comfortable with apps that 

fill in their location from previous visits because they value the time and effort it saves them. 

Additionally, according to the survey, 79% of people have used geo-tags to indicate their location on social 

media apps with 18% of respondent stating they always do and 19% who do so often. 

image: https://cdn.business2community.com/wp-content/uploads/2019/09/repair_Signals_5-600x344.png 

 

As spend on location-based marketing continues to increase, marketers can apply these insights and 

tactics in more creative ways to create highly personalized connections with their audiences at the right 

time and most importantly, in the right location. 

https://themanifest.com/app-development/location-tracking-mobile-apps
https://themanifest.com/app-development/location-tracking-mobile-apps
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Interested in learning more about additional marketing strategies and tactics to boost your customer 

acquisition and retention? Download our Customer Experience Marketing eBook. 

 

AD BLOCK ééé.éééé...ééééééééééééééééééééééé 

Deloitte: ʇʦʯʪʠ ʧʦʣʦʚʠʥʘ ʨʦʩʩʠʷʥ ʩʪʘʣʘ ʙʣʦʢʠʨʦʚʘʪʴ ʨʝʢʣʘʤʫ ʚ ʠʥʪʝʨʥʝʪʝ 

ʅʦ ʥʝʤʥʦʛʠʝ ʜʝʣʘʶʪ ʵʪʦ ʥʘ ʚʩʝʭ ʠʤʝʶʱʠʭʩʷ ʫ ʥʠʭ ʫʩʪʨʦʡʩʪʚʘʭ 

https://www.sostav.ru/publication/deloitte-pochti-polovina-rossiyan-stali-blokirovat-reklamu-v-internete-

39337.html 

ʇʦʯʪʠ 44% ʨʦʩʩʠʷʥ ʧʨʝʜʧʦʯʠʪʘʶʪ ʙʣʦʢʠʨʦʚʘʪʴ ʨʝʢʣʘʤʫ ʚ ʠʥʪʝʨʥʝʪʝ, ʩʦʦʙʱʘʝʪ ʈɹʂ ʩʦ ʩʩʳʣʢʦʡ 

ʥʘ ʠʩʩʣʝʜʦʚʘʥʠʝ Deloitte. ʈʝʢʣʘʤʥʳʝ ʘʛʝʥʪʩʪʚʘ ʛʦʚʦʨʷʪ, ʯʪʦ ʵʪʠ ʮʠʬʨʳ ʟʘʚʳʰʝʥʳ, ʘ ʢʨʠʪʠʯʝʩʢʦʡ 

ʩʠʪʫʘʮʠʷ ʤʦʞʝʪ ʩʪʘʪʴ ʪʦʣʴʢʦ ʯʝʨʝʟ ʥʝʩʢʦʣʴʢʦ ʣʝʪ. 

ʂʘʢ ʧʦʢʘʟʘʣʠ ʜʘʥʥʳʝ ʦʧʨʦʰʝʥʥʳʭ ʢʦʥʩʘʣʪʠʥʛʦʚʦʡ ʢʦʤʧʘʥʠʝʡ Deloitte ʣʶʜʝʡ, ʢʦʣʠʯʝʩʪʚʦ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʢʦʪʦʨʳʝ ʙʣʦʢʠʨʫʶʪ ʨʝʢʣʘʤʫ ʚʳʨʦʩʣʦ ʥʘ 6 ʧ.ʧ. ʜʦ 42%. ʇʨʠ ʵʪʦʤ 16% ʜʝʣʘʶʪ ʵʪʦ 

ʪʦʣʴʢʦ ʥʘ ʜʝʩʢʪʦʧʘʭ (ʨʝʯʴ ʠʜʝʪ ʦ ʢʦʤʧʴʶʪʝʨʘʭ ʠ ʥʦʫʪʙʫʢʘʭ), 2% ʪʦʣʴʢʦ ʥʘ ʩʤʘʨʪʬʦʥʘʭ ʠ ʝʱʝ 26% 

ʥʘ ʚʩʝʭ ʫʩʪʨʦʡʩʪʚʘʭ. 

ɽʱʝ 14% ʟʘʷʚʠʣʠ, ʯʪʦ ʛʦʪʦʚʳ ʥʘʯʘʪʴ ʵʪʦ ʜʝʣʘʪʴ, ʘ 19% ʥʝ ʟʥʘʶʪ, ʯʪʦ ʩʫʱʝʩʪʚʫʝʪ ʚʦʟʤʦʞʥʦʩʪʴ 

ʙʣʦʢʠʨʦʚʘʪʴ ʨʝʢʣʘʤʥʳʝ ʦʙʲʷʚʣʝʥʠʷ. ɿʥʘʶʪ ʦ ʙʣʦʢʠʨʦʚʱʠʢʘʭ, ʥʦ ʥʝ ʧʣʘʥʠʨʫʶʪ ʦʪʢʘʟʳʚʘʪʴʩʷ 

ʦʪ ʨʝʢʣʘʤʳ ʝʱʝ 25% ʦʧʨʦʰʝʥʥʳʭ. 

ʉʨʝʜʠ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚ 28% ʟʘʷʚʠʣʠ ʦ ʪʦʤ, ʯʪʦ ʙʣʦʢʠʨʫʶʪ ʨʝʢʣʘʤʫ, ʝʱʝ 21% 

ʥʝ ʟʥʘʶʪ ʦ ʪʘʢʦʡ ʚʦʟʤʦʞʥʦʩʪʠ. ʇʣʘʥʠʨʫʶʪ ʚ ʙʫʜʫʱʝʤ ʩʜʝʣʘʪʴ ʵʪʦ 20% ʦʧʨʦʰʝʥʥʳʭ, 

ʠ ʥʝ ʩʦʙʠʨʘʶʪʩʷ ʧʨʠʙʝʛʘʪʴ ʢ ʙʣʦʢʠʨʦʚʱʠʢʘʤ ʝʱʝ 31%. 

ʀʩʩʣʝʜʦʚʘʪʝʣʠ ʫʪʦʯʥʠʣʠ, ʯʪʦ 15% ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚ ʧʦʣʴʟʫʶʪʩʷ 

ʙʣʦʢʠʨʘʪʦʨʘʤʠ ʚ ʤʦʙʠʣʴʥʳʭ ʙʨʘʫʟʝʨʘʭ. ɽʱʝ 13% ʩʢʘʯʠʚʘʶʪ ʧʨʦʛʨʘʤʤʳ, ʢʦʪʦʨʳʝ ʩʢʨʳʚʘʶʪ 

ʨʝʢʣʘʤʥʳʝ ʦʙʲʷʚʣʝʥʠʝ ʠ ʚ ʙʨʘʫʟʝʨʘʭ, ʠ ʚ ʧʨʠʣʦʞʝʥʠʷʭ. 

ʉʘʤʳʝ ʘʢʪʠʚʥʳʝ ʧʦʣʴʟʦʚʘʪʝʣʠ, ʙʣʦʢʠʨʫʶʱʠʝ ʨʝʢʣʘʤʫ, ʵʪʦ ʤʦʣʦʜʳʝ ʣʶʜʠ ʚ ʚʦʟʨʘʩʪʝ 16ī25 ʣʝʪ ð 

ʥʝ ʤʝʥʝʝ 54% ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʜʝʩʢʪʦʧʦʚ ʵʪʦʛʦ ʚʦʟʨʘʩʪʘ ʠ 36% - ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʦʙʠʣʴʥʳʭ 

ʫʩʪʨʦʡʩʪʚ. ʄʫʞʯʠʥʳ ʙʣʦʢʠʨʫʶʪ ʨʝʢʣʘʤʫ ʚ ʠʥʪʝʨʥʝʪʝ ʚ 1,5 ʨʘʟʘ ʯʘʱʝ, ʯʝʤ ʞʝʥʱʠʥʳ. 

https://v12data.com/inbound/customer-experience-guide-v12/
https://www.sostav.ru/publication/deloitte-pochti-polovina-rossiyan-stali-blokirovat-reklamu-v-internete-39337.html
https://www.sostav.ru/publication/deloitte-pochti-polovina-rossiyan-stali-blokirovat-reklamu-v-internete-39337.html
https://www.rbc.ru/technology_and_media/19/09/2019/5d8240eb9a7947d3df40eda1?from=newsfeed&fbclid=IwAR2XVSdtD1avOAVjO-k1Kb4SWQVrAXpVoCpcwKwgx9MqppYsb7ijVGbg7tI
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ʂʘʢ ʛʦʚʦʨʠʪ ʜʠʨʝʢʪʦʨ ʧʦ ʮʠʬʨʦʚʳʤ ʪʝʭʥʦʣʦʛʠʷʤ ʨʦʩʩʠʡʩʢʦʛʦ ʦʬʠʩʘ Dentsu Aegis Network ɸʥʜʨʝʡ 

ʄʦʣʝʚ, ʩʠʪʫʘʮʠʷ ʧʨʝʜʩʪʘʚʣʝʥʘ ʥʝʩʢʦʣʴʢʦ ʧʨʝʫʚʝʣʠʯʝʥʥʦʡ, ʧʦʩʢʦʣʴʢʫ ʜʦʣʷ ʨʦʩʩʠʷʥ, ʢʦʪʦʨʳʝ 

ʧʨʠʙʝʛʘʶʪ ʢ ʙʣʦʢʠʨʦʚʢʝ ʩʝʡʯʘʩ ʩʦʩʪʘʚʣʷʝʪ ʥʝ ʙʦʣʝʝ 20%. ʆʥ ʦʙʲʷʩʥʷʝʪ, ʯʪʦ ʩʝʛʤʝʥʪ ʠʥʪʝʨʥʝʪ-

ʨʝʢʣʘʤʳ ʨʘʩʪʝʪ ʧʨʝʞʜʝ ʚʩʝʛʦ ʟʘ ʩʯʝʪ performance-ʨʝʢʣʘʤʳ, ʥʘ ʢʦʪʦʨʳʡ ʙʣʦʢʠʨʦʚʱʠʢʠ ʧʦʚʣʠʷʪʴ 

ʥʝ ʤʦʛʫʪ. 

 

ʅʘ ʪʘʢʦʤ ʞʝ ʫʨʦʚʥʝ ʢʦʣʠʯʝʩʪʚʦ ʣʶʜʝʡ, ʙʣʦʢʠʨʫʶʱʠʭ ʨʝʢʣʘʤʫ, ʦʮʝʥʠʚʘʶʪ ʚ ʘʛʝʥʪʩʪʚʝ MediaCom. 

ʅʦ ʨʫʢʦʚʦʜʠʪʝʣʴ ʦʪʜʝʣʘ ʨʘʟʚʠʪʠʷ ʮʠʬʨʦʚʳʭ ʧʨʦʜʫʢʪʦʚ ʘʛʝʥʪʩʪʚʘ ʄʘʨʠʷ ɸʙʦʨʦʥʦʚʘ ʧʨʠʟʥʘʣʘ, ʯʪʦ 

ʩʨʝʜʠ ʤʦʣʦʜʝʞʠ ʵʪʘ ʜʦʣʷ ʚʳʰʝ ð ʦʢʦʣʦ 40%. 

ʉʝʨʛʝʡ ɽʬʠʤʦʚ, ʜʠʨʝʢʪʦʨ ʧʦ ʤʘʨʢʝʪʠʥʛʦʚʳʤ ʪʝʭʥʦʣʦʛʠʷʤ OMD OM Group: 

 

ʇʦ ʦʮʝʥʢʘʤ ʵʢʩʧʝʨʪʦʚ ʠ ʟʘʤʝʨʘʤ, ʩ ʢʦʪʦʨʳʤʠ ʷ ʩʪʘʣʢʠʚʘʣʩʷ, ʚ ʈʦʩʩʠʠ ʙʣʦʢʠʨʫʝʪʩʷ ʦʪ 2 ʜʦ 7% 

ʨʝʢʣʘʤʥʦʛʦ ʪʨʘʬʠʢʘ. ʂʦʥʝʯʥʦ, ʮʠʬʨʳ ʢʦʣʝʙʣʶʪʩʷ. ɽʩʣʠ ʛʦʚʦʨʠʪʴ ʦ ʩʘʡʪʘʭ ʩ ʧʨʝʠʤʫʱʝʩʪʚʝʥʥʦ 

ʤʫʞʩʢʦʡ ʠ ʀʊ-ʦʨʠʝʥʪʠʨʦʚʘʥʥʦʡ ʘʫʜʠʪʦʨʠʝʡ ð ʜʦʣʷ ʟʘʙʣʦʢʠʨʦʚʘʥʥʦʛʦ ʪʨʘʬʠʢʘ ʧʦʜʥʠʤʘʝʪʩʷ 

ʜʦ 25ī30% 

ʅʠʢʠʪʘ ɿʫʝʚ, ʛʝʥʝʨʘʣʴʥʳʡ ʜʠʨʝʢʪʦʨ  Advark Video Advertising Platform : 

ʋ ʈʫʥʝʪʘ ʜʝʡʩʪʚʠʪʝʣʴʥʦ ʝʩʪʴ ʪʨʠ-ʧʷʪʴ ʣʝʪ ʜʦ ʪʦʛʦ, ʢʘʢ ɸʥʪʠɹʣʦʢ ʩʪʘʥʝʪ ʩʝʨʴʝʟʥʦʡ ʧʨʦʙʣʝʤʦʡ ʜʣʷ 

ʨʝʢʣʘʤʥʦʛʦ ʨʳʥʢʘ. ʇʝʨʬʦʨʤʘʥʩ ʬʦʨʤʘʪʳ ʵʪʘ ʠʩʪʦʨʠʷ ʥʝ ʟʘʪʨʘʛʠʚʘʝʪ. ɹʦʣʝʝ ʪʦʛʦ ʜʣʷ ʧʘʙʣʠʰʝʨʘ 

ʵʪʦ ʜʦʧʦʣʥʠʪʝʣʴʥʳʡ ʧʦʚʦʜ ʨʘʟʚʠʚʘʪʴ ʧʦʤʠʤʦ ʨʝʢʣʘʤʥʦʡ ʤʦʜʝʣʠ ð ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʫʶ (ʢʦʛʜʘ ʶʟʝʨ 

ʙʝʨʝʪ ʧʣʘʪʥʫʶ ʧʦʜʧʠʩʢʫ ʥʘ ʢʦʥʪʝʥʪ, ʚ ʪʦʤ ʯʠʩʣʝ ʙʝʟ ʨʝʢʣʘʤʳ). 

ʅʘʰʘ ʪʝʭʥʦʣʦʛʠʷ AdBlock bypassing ð ʵʪʦ server-to-server ʨʝʰʝʥʠʝ, ʢʦʪʦʨʦʝ ʚʦʟʤʦʞʥʦ 

ʠʩʧʦʣʴʟʦʚʘʪʴ ʩʦʚʤʝʩʪʥʦ ʩ ʧʘʙʣʠʰʝʨʦʤ, ʜʣʷ ʪʦʛʦ ʯʪʦʙʳ ʩʜʝʣʘʪʴ ʨʝʢʣʘʤʫ ʯʘʩʪʴʶ ʢʦʥʪʝʥʪʘ ʩʘʡʪʘ 

ʧʨʠ ʝʸ ʧʦʣʥʦʡ ʜʠʥʘʤʠʯʥʦʩʪʠ ʠ ʫʧʨʘʚʣʷʝʤʦʩʪʠ  

ʯʝʨʝʟ Advark AdServer. ʆʥʦ ʚʦʩʧʦʣʥʷʝʪ ʜʦ +15% ʪʨʘʬʠʢʘ, ʢʦʪʦʨʳʡ ʤʦʛ ʙʳʪʴ ʧʦʪʝʨʷʥ. 

ɽʱʸ ʦʜʥʦ ʨʝʰʝʥʠʝ, ʢʦʪʦʨʦʝ ʤʳ ʘʢʪʠʚʥʦ ʠʩʧʦʣʴʟʫʝʤ, ʵʪʦ Request Saving ð ʪʝʭʥʦʣʦʛʠʷ ʚʦʩʧʦʣʥʝʥʠʷ 

ʜʘʥʥʳʭ, ʢʦʪʦʨʳʝ ʧʣʦʱʘʜʢʘ ʥʝ ʤʦʞʝʪ ʢʦʨʨʝʢʪʥʦ ʧʝʨʝʜʘʪʴ AdServer`ʫ ʠ ʪʝʤ ʩʘʤʳʤ ʪʝʨʷʝʪ ʯʘʩʪʴ 

ʧʦʢʘʟʦʚ. 

ʅʝʜʘʚʥʦ ʢʨʫʧʥʝʡʰʠʝ ʠʟʜʘʪʝʣʠ ʧʦʜʚʝʣʠ ʧʨʝʜʚʘʨʠʪʝʣʴʥʳʝ ʠʪʦʛʠ ʨʝʘʣʠʟʘʮʠʠ ʠʥʠʮʠʘʪʠʚʳ IAB 

Russia ʚ ʥʘʧʨʘʚʣʝʥʠʠ ʫʣʫʯʰʝʥʠʷ ʬʦʨʤʘʪʦʚ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ. ʇʣʦʱʘʜʢʠ ʠ ʧʘʙʣʠʰʝʨʳ 

ʛʦʚʦʨʷʪ ʦ ʩʥʠʞʝʥʠʠ ʪʝʤʧʦʚ ʨʦʩʪʘ ʙʣʦʢʠʨʦʚʱʠʢʦʚ ʨʝʢʣʘʤʳ. 

 

https://www.sostav.ru/advmap/agency/6616
https://www.sostav.ru/publication/uchastniki-iab-russia-zametili-snizhenie-vliyaniya-blokirovshchikov-reklamy-32822.html
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PROGRAMMATICéééé...ééééééééééééééééééééééé 

Washington Post builds ad network for publishers to take on Big Tech 

https://www.axios.com/washington-post-zeus-prime-advertising-8f356787-5f66-4fc2-9d34-

a62516d4762d.html 

The Washington Post on Tuesday will unveil Zeus Prime, a product that will allow companies to buy 

automated ads in real-time, similar to Big Tech platforms. Zeus will also support a new ad network that will 

include other publishers. 

Why it matters: Advertisers often complain that they would like a better alternative to buying ads on 

Google and Facebook ð where the content isn't always vetted ð but there are no other places where 

they can buy ads as quickly and efficiently in real-time. The Post hopes this product will change that, and 

put more ad money in publishers' pockets. 

The product will allow publishers to open their ad space to marketers directly through a real-time buying 

tool, similar to what Google and Facebook offer, across the network of publishers' websites and apps. 

Because the new software requires very minimal input from the advertiser ð no additional design, coding, 

fees or approvals are required ð advertisers can place their ads directly on publishers websites in real-

time, which is not typical. 

The tool will first be available for DC, local-based advertisers, says Joy Robins, Chief Revenue Officer at 

The Washington Post. "As more publishers license the technology, that pool of available ad inventory will 

eventually grow nationally across many publishers' sites," Robins says.  

Yes, but: While a publisher can choose to license Zeus Prime as a standalone product, if it wishes to join 

the ad network that The Post is building, it needs to license all three of The Post's commercial software 

products, including Zeus Insights, The Post's first-party data tool that is used for ad-targeting, and Zeus 

Performance, its advertising performance tool. 

"There is no end-to-end solution for publishers to grow their advertising revenue," says Jarrod Dicker, The 

Postôs VP of Commercial Technology and Development. "Zeus gives publishers the opportunity to license 

a shared technology stack, and have full control over their revenue and the technology powering it. It 

empowers them to become less dependent on revenue platforms like Google and Facebook."   

https://www.axios.com/washington-post-zeus-prime-advertising-8f356787-5f66-4fc2-9d34-a62516d4762d.html
https://www.axios.com/washington-post-zeus-prime-advertising-8f356787-5f66-4fc2-9d34-a62516d4762d.html
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By the numbers: According to Dicker, the cost to license the software will vary by client, but right now 

clients are "at the low volume range, half million annually and at the high range, in the millions." 

As a result, Robins says the revenue that will be generated from the Zeus Prime product will be significant. 

"We're shooting for eight-figures," Robins told Axios.  

Be smart: Buying and selling automated ads on websites and apps for premium web publishers has been 

a major technology challenge for years, and it's part of the reason that Google and Facebook have been 

able to grow their ad businesses so big and so fast. 

In the past, advertisers had to use third-party vendors which are often owned or influenced by Google or 

Facebook. Those vendors often took a large cut of the ad money. 

This tech allows publishers to cut third-party ad tech vendors out of their supply chains, so that they can 

take a much higher cut of the revenue. 

Case-in-point: Dicker thinks that Zeus Prime will enable publishers to earn revenue at a rate of more than 

$10 minimum CPM (the cost per every 1,000 impressions), as opposed to the roughly $2 minimum CPM 

that publishers sell ads at right now, using outside vendors. 

"Advertising today for publishers is on opposite ends, it's either very premium for custom experiences or 

very cheap for audience targeting," says Dicker. "We want to bring demand back to the middle. If we do 

that, we'll be bringing an entirely new revenue opportunity for publishers to band together and really take 

on Big Tech companies."  

The big picture: Publishers are investing more in developing their own advertising and publishing 

software as a way to make more money. 

With advertising waning for publishers generally, companies like The Post, Vox Media and New York 

Media sell their own versions of software tools for publishers. 

The Washington Post's software businesses sits within a division called Arc Publishing, which licenses 

software products ð including content management systems and workflow management tools ð to 

dozens of different companies. 

 

https://www.axios.com/tech-giants-still-crush-the-ad-market-despite-looming-threats-d0558c6a-1b38-48b7-ab8a-17f389404eab.html
https://www.axios.com/how-digital-advertising-became-a-total-mess-1513301340-1f5d869e-8708-4582-9ada-96df31fa963b.html
https://www.emarketer.com/content/five-charts-explaining-the-ad-tech-tax
https://www.axios.com/facebook-google-duopoly-advertising-tech-giants-media-e382e5e2-21eb-4776-93c0-7d942ba80ada.html
https://www.niemanlab.org/2018/09/newsonomics-the-washington-posts-ambitions-for-arc-have-grown-to-a-bezosian-scale/
https://www.axios.com/exclusive-vox-media-is-acquiring-coral-project-1548104279-0d574118-7a90-44a7-aaa3-91cb5e03fcec.html
http://nymag.com/press/2018/01/introducing-clay-new-york-medias-open-source-cms.html
http://nymag.com/press/2018/01/introducing-clay-new-york-medias-open-source-cms.html
https://www.niemanlab.org/2018/02/heres-how-arcs-cautious-quest-to-become-the-go-to-publishing-system-for-news-organizations-is-going/
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Publishers enjoy short-term CPM spikes up to 50% in first few days of Googleôs 

first-price auction rollout 

https://digiday.com/uk/publishers-enjoy-short-term-cpm-spikes-up-to-50-in-first-few-days-of-googles-first-

price-auction-rollout/ 

Some publishers have enjoyed a bit of a programmatic-ad-revenue windfall in the immediate aftermath of 

Googleôs full rollout of a first-price auction. 

After months of testing first-price auctions on 10% of inventory that runs through Google Ad Manager, the 

tech giant said it would roll out completely to first-price by the second week of September, to keep in step 

with the rest of the ad tech market. 

Since then, some publishers have seen CPM spikes between 9% and 50% on display inventory as a direct 

result, in the first few days post-full rollout, according to publisher sources. Other patterns, such as volume 

of impressions traded via header bidding, are less consistent across each publisher. Several have seen a 

bump in impressions traded of more than 10% since the days before the rollout, while others have seen 

the volume of impressions drop despite CPMs rising. 

For some, the fact CPMs have spiked isnôt a particular surprise. First-price auctions require ad buyers to 

pay what they bid, meaning that they may raise their bids in order to guarantee they win a desired 

impression. Thatôs a far cry from the tactics used when second-price auctions ruled ad buying and selling 

on the open exchange. In a second-price scenario, ad buyers could bid sky-high amounts to secure a win, 

with the security of knowing they would only have to pay a penny or cent over the second-highest bid. 

Any kind of large transition like this was always going to cause price fluctuations, and those publishers 

that have seen spikes donôt expect them to last long-term. Some of those that saw an initial spike have 

already seen CPMs start to normalize once more. Thatôs partly because they donôt believe buyers have 

been caught out by the transition, and also the use of bid shading would have helped to readjust any 

spikes. ñAd buyers have had many months to get used to using techniques such as bid shading to 

circumnavigate the initial price rise in inventory that the change to first-price causes,ò said a programmatic 

director at a publisher. ñI canôt imagine many buyers were caught unprepared, given the publicity around 

this implementation.ò 

Bid shading was a technique that demand-side platforms quickly jumped on as an opportunity to help ad 

buyers transition from second- to first-price auctions. A DSP algorithm determines a kind of midway sweet 

spot between first- and second-price for a buyer. However, bid shading as a method has been described 

https://digiday.com/uk/publishers-enjoy-short-term-cpm-spikes-up-to-50-in-first-few-days-of-googles-first-price-auction-rollout/
https://digiday.com/uk/publishers-enjoy-short-term-cpm-spikes-up-to-50-in-first-few-days-of-googles-first-price-auction-rollout/
https://digiday.com/uk/publishers-enjoy-short-term-cpm-spikes-up-to-50-in-first-few-days-of-googles-first-price-auction-rollout/
https://digiday.com/uk/publishers-enjoy-short-term-cpm-spikes-up-to-50-in-first-few-days-of-googles-first-price-auction-rollout/
https://digiday.com/media/wtf-bid-shading/
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as a quick-fix solution, and one that has come under greater scrutiny by advertisers for how theyôre 

charged for it. But for now, at least, bid shading is effectively the counter to publishersô floor prices. 

Publishers also donôt expect spikes to remain so high once ad buyers have adjusted their bidding strategies 

to cater more for first-price environments. ñThe initial spike in CPMs people are seeing wonôt last but I do 

expect that weôll see a marginal increase in CPMs over time as the market settles down,ò said an executive 

at a magazine publisher. 

Other publishers are still scrambling to adjust to the transition, and havenôt seen obvious CPM spikes yet 

but are monitoring any fluctuations. Google hasnôt rolled out 100% yet across the board, according to some 

publishing executives. 

The change puts Google on even keel with the rest of the ad tech market, given most ad exchanges have 

offered first-price for just over a year. Publishers, as well as buyers, have welcomed the move as a means 

of ensuring that there is a standardized auction once again rather than buyers having to straddle two 

auctions. Under second-price, Google had historically enjoyed a ñlast-lookò advantage on bid allocations 

ð a tactic that prompted the creation of header bidding among independent exchanges. 

ñA level playing field in terms of auction mechanics can only help competition and fairness of transactions,ò 

said an executive at a digital publisher. 

The completion of a full first-price rollout means that publishers must now use Googleôs ñunified pricing,ò 

which was first announced in April and met with outrage from some publishers. The core gripe was that 

publishers felt Google had restricted the amount of rules on price floors they could set to 100 ð far below 

the standard amount used by a publisher with large programmatic ad revenues. 

At the time, some of the larger publishers described the move as a ñshakedown.ò Google has since then 

rowed back on those restrictions, and doubled the number of rules, to better satisfy publishers. However, 

some of the bigger publishers remain displeased at having any restrictions on how many rules they can 

set for their floor prices. 

Google will keep second-price open for 3% of its inventory, which the search giant has claimed is for the 

strict purpose of monitoring any differences in the two auction types. While it does so, there will always be 

question marks hovering over its motivations for doing so, according to some publisher sources. 

 

https://digiday.com/marketing/bid-shading-losing-favor-wary-advertisers/
https://digiday.com/media/buyers-welcome-auction-standardization-as-google-finally-goes-all-in-on-first-price/
https://digiday.com/media/shakedown-everything-need-know-googles-unified-pricing-product-changes/
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Digital Publishers Team Up to Compete for More Video Ad Dollars 

BuzzFeed, Group Nine Media and Insider form alliance to co-sell video ads 

https://www.wsj.com/articles/digital-publishers-team-up-to-compete-for-more-video-ad-dollars-

11569263015 

Three prominent digital publishers are pooling their video ad space in an effort to better compete 

against Alphabet Inc. -owned YouTube, other digital platforms and TV networks. 

BuzzFeed Inc., Group Nine Media Inc. and Insider Inc. are creating an ad sales alliance to sell video 

advertising across all three companiesô websites, apps and YouTube channels, the companies said. 

The group is also in conversations with Discovery Inc., a major investor in Group Nine, as well as other 

media companies about joining the group, according to executives at BuzzFeed and Group Nine Media. 

A Discovery representative confirmed the talks. 

The alliance, which doesnôt have a name yet, will sell ads as an independent body, the companies said. 

Participating publishers will share ad revenue based on the amount of ads they deliver. 

YouTube is the dominant seller of digital video advertising. Alphabet Inc. does not break out YouTubeôs 

financials, but analysts have estimated that the video giant brings in more than $15 billion in annual ad 

revenue. 

Other tech giants including Facebook Inc., Amazon.com Inc. and Snap Inc. are also becoming bigger 

players in the business. 

But marketers have repeatedly bumped up against offensive, highly charged or otherwise unwanted 

content on YouTube. Early this year, for example, marketers including Nestl® SA 

and McDonaldôs Corp. suspended advertising on YouTube after a report highlighted inappropriate user 

comments appearing under videos featuring underage girls. 

ñWe continue to hear from clients that theyôre looking for a more brand-safe environment, but still needed 

the scale they get on the platforms,ò said Christa Carone, president of Group Nine Media, whose brands 

include NowThis, Thrillist and the Dodo. 

The companies said they expect the alliance to help them land larger ad deals. ñFor all of us to get together 

in a room like this, weôre not going to do a deal that we could have normally gotten on our own,ò said Ken 

Blom, senior vice president of ad strategy and partnerships for BuzzFeed. 

https://www.wsj.com/articles/digital-publishers-team-up-to-compete-for-more-video-ad-dollars-11569263015
https://www.wsj.com/articles/digital-publishers-team-up-to-compete-for-more-video-ad-dollars-11569263015
https://quotes.wsj.com/GOOG
https://www.wsj.com/articles/ok-google-hows-youtube-doing-11556896078?mod=article_inline
https://quotes.wsj.com/FB
https://quotes.wsj.com/AMZN
https://quotes.wsj.com/MCD
https://www.wsj.com/articles/nestle-mcdonalds-others-pull-ads-from-youtube-11550705643?mod=article_inline
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Publisher ad alliances arenôt new, though the strength of Google, Facebook and, increasingly, Amazon in 

online ad sales is making the case more compelling for some. 

In the U.K., the Guardian, the Telegraph and News U.K. banded together last year to form the Ozone 

Project, which sells ad space across their sites. News U.K. and The Wall Street Journal share a common 

owner. 

ñThatôs why media companies are merging,ò said Catherine Sullivan, chief investment officer at Omnicom 

Media Group North America. ñEveryone is trying to compete with platforms; this helps, even though they 

are not going to be as big as the platforms.ò 

BuzzFeed, Group Nine and Insider say they have nearly 100 million subscribers across their YouTube 

networks and are generating more than 1 billion video views across their own sites and apps every month. 

Advertising executives said they donôt expect this alliance to pull marketersô ad budgets away from 

YouTube, but they like the idea of simplifying buying across publishers. 

Some advertisers also said the publishers will need to offer something beyond mass reach and brand-safe 

environments. ñThere has to be something more proprietary of them coming togetherðwhat else are they 

offering thatôs unique?ò said Christine Peterson, managing director and digital investment lead at 

Mindshare USA, part of WPP PLC. 

The brand safety pitch is compelling, but there are caveats there, too. ñThere are trusted news sources 

some brands donôt want to be aligned with because of politics,ò Ms. Peterson said. 

The publisher alliance also comes as digital media companies are more vocally exploring the notion of 

merging to better position themselves against tech competitors. BuzzFeed Chief Executive Jonah Peretti 

publicly floated the idea in a New York Times interview last year, tossing out names of potential partners 

including Vice Media LLC, Vox Media Inc., Refinery29 Inc. and Group Nine. 

Vice has had talks to buy Refinery29, people familiar with the matter said in July. 

The video ad-sales alliance is not a precursor to a merger, said Ms. Carone. ñThere is no discussion right 

now on a merger or an acquisition.ò 

Write to Sahil Patel at sahil.patel@wsj.com 

 

https://quotes.wsj.com/WPP
https://www.wsj.com/articles/vice-media-in-talks-to-buy-refinery29-11564182979?mod=article_inline
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Advertising Week report: Viewability alone can't predict ad effectiveness 

https://www.smartbrief.com/original/2019/09/advertising-week-report-viewability-alone-cant-predict-ad-

effectiveness?utm_source=brief 

Viewability has become the de-facto metric for marketers for measuring the effectiveness of digital ad 

campaigns, but new research revealed at Advertising Week in New York City indicates that it is an 

imperfect one when considered on its own. 

During a packed lunchtime session during the conference that had an estimated 100,000 attendees, Kargo 

President and Chief Operating Officer Ryan McConville shared the findings of a study conducted by the 

mobile advertising company of ads across four platforms: gaming apps, desktop, mobile and Instagram. 

Using eye-tracking technology, researchers watched 482 participants navigate content across those 

environments and discovered that the most viewable ads were often the least effective. 

This could be a glaring problem for the industry, which has been focused on viewability since the Media 

Rating Council established viewability standards. 

"It's pretty clear that the industry is looking at this as a metric to optimize," McConville said. 

Banner ads in gaming apps, for example, remain on the screen for a long period of time and rate about 

90% on viewability metrics. But participants in the study rarely looked away from the game itself to glance 

at those display ads and had trouble recalling them afterwards. 

When measured against a different set of metrics put forth by Kargo, gaming app ads were the least 

effective of the bunch. The company tracked three elements related to the ads: "share of page," or the 

percentage of page pixels the ad took up when in view; "share of session," or the percent of time the 

person spent on an ad out of their entire session; and "ad effectiveness," or the percentage of time the 

person looked at the ad when it was viewable. Gaming app ads received an effectiveness score of 1.3%. 

The most successful ads based on those measures were large-format ads on mobile devices with 

animation or video, followed closely by Instagram ads that are also larger in size and more interactive than 

desktop or mobile banner ads. Both of those were just 50% viewable, but their effectiveness was rated as 

10.8%. 

Eye-tracking technology showed users pausing on the mobile and Instagram ads and scanning them, and 

they were able to recall the ads after the fact as well. 

https://www.smartbrief.com/original/2019/09/advertising-week-report-viewability-alone-cant-predict-ad-effectiveness?utm_source=brief
https://www.smartbrief.com/original/2019/09/advertising-week-report-viewability-alone-cant-predict-ad-effectiveness?utm_source=brief
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"There's a much larger period of time spent looking at the ad because the ad is taking up so much of the 

page," McConville said. "What's great about this is that they noticed the ads." 

The average person is served about 300 ads daily on their mobile and desktop devices but is usually 

unable to recall even one, making it crucial for marketers to draw a distinction between what is viewable 

and what is memorable, McConville told the audience. Marketers should pay attention to viewability, but 

they should also be wary of optimizing solely based on that metric in a programmatic ad buying 

environment. 

"You can gain viewability by making your ad super small because people don't need to scroll past it to get 

to the content they are reading," McConville noted. "The bigger the ad, the less time it's in view. But despite 

those ads being on the screen for a smaller amount of time, they are looked at more." 

 

VIDEO ééééé...éééé.ééééééééééééééééééééééé 

ʅʄɻ ʟʘʧʫʩʪʠʣʘ ʩʪʨʠʤʠʥʛʦʚʳʡ ʩʝʨʚʠʩ more.tv 

ʂʦʤʧʘʥʠʷ ʦʙʝʱʘʝʪ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʧʨʝʤʴʝʨʳ ʩʝʨʠʘʣʦʚ ʨʘʥʴʰʝ ʠʭ ʚʳʭʦʜʘ ʥʘ ʊɺ 

https://www.sostav.ru/publication/nmg-zapustila-strimingovyj-servis-more-tv-39433.html 

ɺʦ ʚʪʦʨʥʠʢ, 24 ʩʝʥʪʷʙʨʷ, çʅʘʮʠʦʥʘʣʴʥʘʷ ʄʝʜʠʘ ɻʨʫʧʧʘè ʟʘʧʫʩʪʠʣʘ ʚ ʨʘʙʦʪʫ ʥʦʚʳʡ ʩʪʨʠʤʠʥʛʦʚʳʡ 

ʩʝʨʚʠʩ more.tv, ʩʦʦʙʱʘʶʪ çʀʟʚʝʩʪʠʷè. ʅʘ ʧʣʘʪʬʦʨʤʝ ʨʘʥʴʰʝ, ʯʝʤ ʥʘ ʪʝʣʝʚʠʜʝʥʠʠ, ʙʫʜʫʪ 

ʚʳʭʦʜʠʪʴ ʦʪʝʯʝʩʪʚʝʥʥʳʝ ʠ ʟʘʨʫʙʝʞʥʳʝ ʩʝʨʠʘʣʳ. 

ʂʨʦʤʝ ʩʝʨʠʘʣʦʚ ʧʦʜʧʠʩʯʠʢʠ ʩʤʦʛʫʪ ʧʦʜʢʣʶʯʘʪʴʩʷ ʢ ʩʪʨʠʤʠʥʛʫ ʵʬʠʨʥʳʭ ʠ ʧʣʘʪʥʳʭ ʪʝʣʝʢʘʥʘʣʦʚ, 

ʩʤʦʪʨʝʪʴ ʚʘʞʥʝʡʰʠʝ ʩʧʦʨʪʠʚʥʳʝ ʩʦʙʳʪʠʷ ʤʠʨʘ. ʂʦʥʪʝʥʪ ʤʦʞʥʦ ʙʫʜʝʪ ʧʦʣʫʯʘʪʴ ʢʘʢ ʙʝʩʧʣʘʪʥʦ 

ʩ ʨʝʢʣʘʤʦʡ, ʪʘʢ ʠ ʧʦ ʧʦʜʧʠʩʢʝ, ʢʦʪʦʨʫʶ ʤʦʞʥʦ ʙʫʜʝʪ ʧʦʜʢʣʶʯʠʪʴ ʚ ʧʘʢʝʪʘʭ çʈʦʩʪʝʣʝʢʦʤʘè 

ʠ çʄʝʛʘʌʦʥ ʊɺè. 

ʆʣʴʛʘ ʇʘʩʢʠʥʘ, ʛʝʥʜʠʨʝʢʪʦʨ ʅʄɻ: 

ʅʘʰʘ ʟʘʜʘʯʘ ʢʘʢ ʤʝʜʠʘʭʦʣʜʠʥʛʘ ð ʧʨʠʩʫʪʩʪʚʦʚʘʪʴ ʚʦ ʚʩʝʭ ʩʝʛʤʝʥʪʘʭ, ʛʜʝ ʝʩʪʴ ʥʘʰʘ ʘʫʜʠʪʦʨʠʷ. 

ʄ  rʚʳʩʪʨʘʠʚʘʝʤ ʜʠʘʣʦʛ ʩʦ ʟʨʠʪʝʣʝʤ ʚ ʪʦʤ ʯʠʩʣʝ ʠ ʚ ʮʠʬʨʦʚʦʡ ʩʨʝʜʝ. ʉ ʧʦʤʦʱʴʶ ʩʝʨʚʠʩʘ more.tv 

ʧʦʣʴʟʦʚʘʪʝʣʠ ʧʦʣʫʯʘʪ ʜʦʩʪʫʧ ʢ ʢʘʯʝʩʪʚʝʥʥʦʤʫ ʢʦʥʪʝʥʪʫ ʚ ʠʥʪʝʨʥʝʪʝ. 

https://www.sostav.ru/publication/nmg-zapustila-strimingovyj-servis-more-tv-39433.html
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ʉ 25 ʩʝʥʪʷʙʨʷ ʥʘ ʧʣʘʪʬʦʨʤʝ ʤʦʞʥʦ ʧʦʩʤʦʪʨʝʪʴ ʧʨʝʤʴʝʨʫ ʢʨʠʤʠʥʘʣʴʥʦʡ ʜʨʘʤʳ çɹʣʫʜʥʳʡ ʩʳʥè 

ʦʪ FOX, ʢʦʤʝʜʠʶ çʂʘʢ ʩʪʘʪʴ ɹʦʛʦʤ ʚ ʎʝʥʪʨʘʣʴʥʦʡ ʌʣʦʨʠʜʝè (Showtime). ʇʦʟʞʝ ʩʪʘʥʫʪ ʜʦʩʪʫʧʥʳ 

ʪʨʠʣʣʝʨ ʩ ɼʞʫʣʠʝʡ ʆʨʤʦʥʜ çʇʦ ʨʘʩʯʝʪʫè (BBC), ʧʦʜʨʦʩʪʢʦʚʘʷ ʜʨʘʤʘ çɺ ʧʦʠʩʢʘʭ ɸʣʷʩʢʠè (Hulu) 

ʠ ʜʝʩʷʪʳʡ ʩʝʟʦʥ ʧʦʧʫʣʷʨʥʦʛʦ ʟʦʤʙʠ-ʘʧʦʢʘʣʠʧʪʠʯʝʩʢʦʛʦ ʩʝʨʠʘʣʘ çʍʦʜʷʯʠʝ ʤʝʨʪʚʝʮʳè (FOX). 

ʅʝʜʘʚʥʦ çʅʘʮʠʦʥʘʣʴʥʘʷ ʤʝʜʠʘ ʛʨʫʧʧʘè (ʅʄɻ) ʧʨʠʦʙʨʝʣʘ 50% ʜʦʣʝʡ ʘʛʝʥʪʩʪʚʘ HypeAgency, 

ʢʦʪʦʨʦʝ ʟʘʥʠʤʘʝʪʩʷ ʧʨʦʚʝʜʝʥʠʝʤ ʨʝʢʣʘʤʥʳʭ ʢʘʤʧʘʥʠʡ ʚ ʩʝʪʠ ʩ ʧʦʤʦʱʴʶ ʙʣʦʛʝʨʦʚ ʠ ʩʦʟʜʘʥʠʝʤ 

ʢʦʥʪʝʥʪʘ ʜʣʷ ʪʘʢʠʭ ʢʘʤʧʘʥʠʡ. 

 

Tinder ʩʥʷʣ ʩʚʦʡ ʧʝʨʚʳʡ ʩʝʨʠʘʣ 

ʉʝʨʚʠʩ ʥʝ ʦʪʩʪʘʸʪ ʦʪ ʧʦʧʫʣʷʨʥʦʛʦ ʪʨʝʥʜʘ ʥʘ ʩʦʟʜʘʥʠʝ ʢʦʥʪʝʥʪʘ 

https://www.sostav.ru/publication/tinder-snyal-svoj-pervyj-serial-39319.html 

ʉʝʨʚʠʩ ʦʥʣʘʡʥ-ʟʥʘʢʦʤʩʪʚ Tinder ʩʜʝʣʘʣ ʧʝʨʚʳʡ ʰʘʛ ʢ ʩʦʟʜʘʥʠʶ ʩʦʙʩʪʚʝʥʥʦʛʦ ʢʦʥʪʝʥʪʘ ð ʦʥ ʩʥʷʣ 

ʩʦʙʩʪʚʝʥʥʳʡ ʩʝʨʠʘʣ, ʩʦʦʙʱʘʝʪ Reuters ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʠʩʪʦʯʥʠʢʠ. 

ʉʲʸʤʢʠ ʧʨʦʝʢʪʘ ʧʨʦʭʦʜʠʣʠ ʚ ʄʝʭʠʢʦ. ɼʘʪʘ ʧʨʝʤʴʝʨʳ ʧʦʢʘ ʥʝ ʩʦʦʙʱʘʝʪʩʷ. ʄʥʦʛʦʩʝʨʠʡʥʦʝ ʰʦʫ 

ʩ ʘʧʦʢʘʣʠʧʪʠʯʝʩʢʦʡ ʩʶʞʝʪʥʦʡ ʣʠʥʠʝʡ ʨʘʟʚʠʚʘʝʪʩʷ ʥʘ ʬʦʥʝ ʠʩʪʦʨʠʠ ʦ ʣʶʙʚʠ, ʨʘʩʩʢʘʟʘʣʘ ʦ ʩʝʨʠʘʣʝ 

ʩʦʙʝʩʝʜʥʠʮʘ ʘʛʝʥʪʩʪʚʘ. ʆʜʥʘʢʦ ʩʶʞʝʪ ʥʘʧʨʷʤʫʶ ʥʝ ʩʚʷʟʘʥ ʩ ʩʘʤʠʤ ʩʝʨʚʠʩʦʤ. 

ʅʘ ʵʪʦʤ Tinder ʥʝ ʦʩʪʘʥʦʚʠʪʩʷ: ʩʦʟʜʘʥʠʝ ʩʝʨʠʘʣʦʚ ʷʚʣʷʝʪʩʷ ʯʘʩʪʴʶ ʥʦʚʦʡ ʩʪʨʘʪʝʛʠʠ ʢʦʤʧʘʥʠʠ, 

ʢʦʪʦʨʫʶ ʦʥʘ ʦʙʥʘʨʦʜʫʝʪ ʚ ʙʣʠʞʘʡʰʝʤ ʙʫʜʫʱʝʤ. ɺ ʝ  yʨʘʤʢʘʭ ʙʫʜʝʪ ʩʦʟʜʘʥʘ ʦʥʣʘʡʥ-ʧʣʘʪʬʦʨʤʘ 

ʜʣʷ ʘʚʪʦʨʩʢʦʛʦ ʚʠʜʝʦʢʦʥʪʝʥʪʘ. 

ʕʪʦ ʨʝʰʝʥʠʝ ʚʳʛʣʷʜʠʪ ʟʘʢʦʥʦʤʝʨʥʳʤ, ʪʘʢ ʢʘʢ ʚʣʘʜʝʣʝʮ ʧʨʠʣʦʞʝʥʠʷ ʢʦʤʧʘʥʠʷ Match ʥʘʭʦʜʠʪʩʷ 

ʚ ʤʘʞʦʨʠʪʘʨʥʦʡ ʩʦʙʩʪʚʝʥʥʦʩʪʠ InterActiveCorp (IAC), ʦʩʥʦʚʘʥʥʦʡ ʙʳʚʰʠʤ ʧʨʝʜʩʝʜʘʪʝʣʝʤ ʩʦʚʝʪʘ 

ʜʠʨʝʢʪʦʨʦʚ ʢʠʥʦʩʪʫʜʠʠ Paramount Pictures ɹʘʨʨʠ ɼʠʣʣʝʨʦʤ. 

Tinder ð ʵʪʦ ʧʦʧʫʣʷʨʥʦʝ ʧʨʠʣʦʞʝʥʠʝ ʜʣʷ ʟʥʘʢʦʤʩʪʚ. ɺ ʥʸʤ ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʫʪ ʥʘʡʪʠ ʩʝʙʝ ʧʘʨʫ 

ʩ ʫʯʸʪʦʤ ʛʝʦʣʦʢʘʮʠʠ ʠ ʨʷʜʦʤ ʟʘʜʘʥʥʳʭ ʧʘʨʘʤʝʪʨʦʚ. ɺ ʠʶʣʝ çʄʝʛʘʌʦʥè ʚ ʧʘʨʪʥʸʨʩʪʚʝ 

ʩ Tinder ʟʘʧʫʩʪʠʣ ʩʦʙʩʪʚʝʥʥʳʡ ʩʝʨʚʠʩ ʟʥʘʢʦʤʩʪʚ. ʆʧʝʨʘʪʦʨ ʙʫʜʝʪ ʧʨʦʜʚʠʛʘʪʴ ʝʛʦ ʩʨʝʜʠ ʘʙʦʥʝʥʪʦʚ 

ʠ ʯʝʨʝʟ ʤʘʨʢʝʪʠʥʛʦʚʳʝ ʢʘʥʘʣʳ, ʨʘʩʩʯʠʪʳʚʘʷ ʧʦʚʳʩʠʪʴ ʚʦʚʣʝʯʝʥʠʝ çʧʨʦʛʨʝʩʩʠʚʥʦʡ ʘʫʜʠʪʦʨʠʠè. 

 

https://www.sostav.ru/publication/nmg-priobrela-agentstvo-po-rabote-s-blogerami-38255.html
https://www.sostav.ru/publication/tinder-snyal-svoj-pervyj-serial-39319.html
https://www.reuters.com/article/us-tinder-television-exclusive/exclusive-tinder-breaks-into-scripted-original-content-wraps-filming-first-video-series-sources-idUSKBN1W12CT
https://www.sostav.ru/publication/megafon-zapustil-servis-znakomstv-sovmestno-s-tinder-38023.html
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Zenith: ʨʦʩʪ ʟʘʪʨʘʪ ʙʨʝʥʜʦʚ ʥʘ ʦʥʣʘʡʥ-ʚʠʜʝʦʨʝʢʣʘʤʫ ʙʫʜʝʪ ʨʘʩʪʠ ʛʣʦʙʘʣʴʥʦ 

ʥʘ 18% ʚ ʛʦʜ 

ʂ 2021 ʛʦʜʫ ʩʨʝʜʥʝʝ ʚʨʝʤʷ ʦʥʣʘʡʥ-ʚʠʜʝʦʩʤʦʪʨʝʥʠʷ ʜʦʩʪʠʛʥʝʪ 100 ʤʠʥʫʪ ʚ ʜʝʥʴ 

https://www.sostav.ru/publication/prognoz-zenith-reklama-v-onlajn-video-budet-rasti-na-18-v-god-

39290.html 

ɺʨʝʤʷ ʧʨʦʩʤʦʪʨʘ ʦʥʣʘʡʥ-ʚʠʜʝʦ ʩʪʨʝʤʠʪʝʣʴʥʦ ʨʘʩʪʸʪ ʧʦ ʚʩʝʤʫ ʤʠʨʫ, ʥʘʯʠʥʘʷ ʩ 2013 ʛʦʜʘ, 

ʝʞʝʛʦʜʥʦ ʫʚʝʣʠʯʠʚʘʷʩʴ ʚ ʩʨʝʜʥʝʤ ʥʘ 32%, ʧʦʜʩʯʠʪʘʣʠ ʚ Zenith. ɺ 2019 ʛʦʜʫ ʵʪʦʪ ʧʦʢʘʟʘʪʝʣʴ ʜʦʩʪʠʛ 

84 ʤʠʥ/ʜʝʥʴ, ʥʦ ʵʪʦ ʥʝ ʧʨʝʜʝʣ. ɼʨʘʡʚʝʨʘʤʠ ʨʦʩʪʘ ʚʳʩʪʫʧʘʶʪ, ʧʨʝʞʜʝ ʚʩʝʛʦ, ʫʣʫʯʰʝʥʠʝ 

ʬʫʥʢʮʠʦʥʘʣʴʥʦʩʪʠ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚ (ʫʚʝʣʠʯʝʥʠʝ ʵʢʨʘʥʘ, ʩʢʦʨʦʩʪʠ ʦʙʨʘʙʦʪʢʠ ʠʥʬʦʨʤʘʮʠʠ), 

ʘ ʪʘʢʞʝ ʦʙʱʝʝ ʨʘʟʚʠʪʠʝ ʦʪʨʘʩʣʠ: ʨʦʩʪ ʩʢʦʨʦʩʪʠ ʤʦʙʠʣʴʥʦʛʦ ʠʥʪʝʨʥʝʪʘ ʠ ʯʠʩʣʘ ʪʝʣʝʚʠʟʦʨʦʚ 

ʩ ʧʦʜʢʣʶʯʝʥʠʝʤ ʢ ʠʥʪʝʨʥʝʪʫ (smart-ʪʝʣʝʚʠʟʦʨʳ). 

ʅʘʠʙʦʣʝʝ ʘʢʪʠʚʥʳʝ ʣʶʙʠʪʝʣʠ ʦʥʣʘʡʥ-ʚʠʜʝʦ ʞʠʚʫʪ ʚ ʂʠʪʘʝ ʠ ʐʚʝʮʠʠ. ɾʠʪʝʣʠ ʵʪʠʭ ʩʪʨʘʥ ʫʞʝ 

ʚ 2019 ʛʦʜʫ ʩʤʦʪʨʷʪ ʚʠʜʝʦ ʚ ʩʨʝʜʥʝʤ 103 ʤʠʥʫʪʳ ʚ ʜʝʥʴ. ʇʦʢʘ ʵʪʦ ʝʜʠʥʩʪʚʝʥʥʳʝ ʩʪʨʘʥʳ, ʚ ʢʦʪʦʨʳʭ 

ʩʨʝʜʥʝʝ ʚʨʝʤʷ ʧʨʦʩʤʦʪʨʘ ʧʨʝʚʳʰʘʝʪ 100 ʤʠʥʫʪ/ʜʝʥʴ, ʥʦ ʢʘʢ ʧʦʣʘʛʘʶʪ ʘʥʘʣʠʪʠʢʠ Zenith, ʢ 2021 

ʛʦʜʫ ʢ ʥʠʤ ʧʨʠʩʦʝʜʠʥʷʪʩʷ ʪʘʢʠʝ ʩʪʨʘʥʳ ʢʘʢ ʂʘʥʘʜʘ, ʀʥʜʠʷ, ʄʝʢʩʠʢʘ ɺʝʣʠʢʦʙʨʠʪʘʥʠʷ ʠ ʉʐɸ. 

ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʚ ʵʪʦʡ ʩʠʪʫʘʮʠʠ ʫʚʝʣʠʯʠʚʘʶʪ ʩʚʦʠ ʙʶʜʞʝʪʳ, ʯʪʦ ʜʝʣʘʝʪ ʦʥʣʘʡʥ-ʚʠʜʝʦʨʝʢʣʘʤʫ 

ʩʘʤʳʤ ʙʳʩʪʨʦʨʘʩʪʫʱʠʤ ʢʘʥʘʣʦʤ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʷ ʨʝʢʣʘʤʳ. ɺ 2018 ʛʦʜʫ ʦʙʲʝʤ ʵʪʦʛʦ ʨʳʥʢʘ 

ʚ ʮʝʣʦʤ ʧʦ ʤʠʨʫ ʩʦʩʪʘʚʠʣ $45 ʤʣʨʜ, ʘ ʢ 2021 ʛʦʜʫ, ʢʘʢ ʩʯʠʪʘʶʪ ʚ Zenith, ʦʥ ʤʦʞʝʪ ʚʳʨʘʩʪʠ ʜʦ $61 

ʤʣʨʜ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʪʝʤʧ ʨʦʩʪʘ ʩʦʩʪʘʚʠʪ ʥʝ ʤʝʥʝʝ 18% ʚ ʛʦʜ, ʦʧʝʨʝʜʠʚ ʘʥʘʣʦʛʠʯʥʳʡ ʧʦʢʘʟʘʪʝʣʴ 

ʧʦ ʨʳʥʢʫ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ, ʢʦʪʦʨʳʡ, ʧʦ ʧʨʦʛʥʦʟʘʤ ʘʛʝʥʪʩʪʚʘ, ʙʫʜʝʪ ʨʘʩʪʠ ʥʘ 10% ʚ ʛʦʜ. 

ʊʝʣʝʚʠʟʠʦʥʥʳʝ ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ, ʥʘʧʨʦʪʠʚ, ʩʦʢʨʘʪʷʪʩʷ ʩ $183 ʤʣʨʜ ʜʦ $180 ʤʣʨʜ ʟʘ ʪʦʪ ʞʝ 

ʧʝʨʠʦʜ. 

ʄʵʪʪ ɼʞʝʡʤʩ, Global Brand President of Zenith: 

ʈʦʩʪ ʨʝʢʣʘʤʥʳʭ ʧʦʢʘʟʦʚ ʯʝʨʝʟ smart-ʪʝʣʝʚʠʟʦʨʳ ʩʪʘʥʝʪ ʦʛʨʦʤʥʳʤ ʚʢʣʘʜʦʤ ʚ ʨʦʩʪ ʬʦʨʤʘʪʘ 

ʚ ʙʣʠʞʘʡʰʠʝ ʛʦʜʳ. ʕʪʦ ʧʦʤʦʞʝʪ ʚʝʨʥʫʪʴ ʊɺ-ʨʝʢʣʘʤʝ ʙʳʣʦʝ ʤʦʛʫʱʝʩʪʚʦ. 

ʈʝʢʣʘʤʥʳʡ ʠʥʚʝʥʪʘʨʴ ʚ ʚʠʜʝʦ ʚʦʩʪʨʝʙʦʚʘʥ ʙʣʘʛʦʜʘʨʷ ʩʚʦʝʡ ʛʠʙʢʦʩʪʠ. ʆʥ ʧʦʟʚʦʣʷʝʪ ʚʣʘʜʝʣʴʮʘʤ 

ʢʦʥʪʝʥʪʘ ʩʪʘʚʠʪʴ ʨʝʢʣʘʤʫ ʢʘʢ ʜʦ ʠʣʠ ʧʦʩʣʝ ʦʩʥʦʚʥʦʛʦ ʨʦʣʠʢʘ, ʪʘʢ ʠ ʚʥʫʪʨʴ, ʩʦʟʜʘʚʘʷ ʧʦʪʦʢʦʚʫʶ ʠʣʠ 

ʠʥʩʪʨʠʤ (in-stream) ʨʝʢʣʘʤʫ. ɽʩʪʴ ʠ ʜʨʫʛʠʝ ʚʦʟʤʦʞʥʦʩʪʠ: ʨʘʟʤʝʱʘʪʴ ʨʝʢʣʘʤʥʳʝ ʨʦʣʠʢʠ ʨʷʜʦʤ 

ʪʝʢʩʪʦʤ, ʢʘʨʪʠʥʢʘʤʠ (ʠʟʦʙʨʘʞʝʥʠʷʤʠ) ʠʣʠ ʧʦʩʪʘʤʠ ʚ ʩʦʮʩʝʪʠ, ʵʪʦ ʪ.ʥ. çʚʥʝʧʦʪʦʢʦʚʘʷè ʠʣʠ çin-read 

https://www.sostav.ru/publication/prognoz-zenith-reklama-v-onlajn-video-budet-rasti-na-18-v-god-39290.html
https://www.sostav.ru/publication/prognoz-zenith-reklama-v-onlajn-video-budet-rasti-na-18-v-god-39290.html
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ʨʝʢʣʘʤʘè. ɺʥʝʧʦʪʦʢʦʚʘʷ ʨʝʢʣʘʤʘ ʩʝʡʯʘʩ ʚʝʩʴʤʘ ʧʦʧʫʣʷʨʥʘ ʚ ʤʠʨʝ, ʘ ʚ ʥʝʢʦʪʦʨʳʭ ʩʪʨʘʥʘʭ, ʢʘʢ 

ʥʘʧʨʠʤʝʨ, ʚ ɺʝʣʠʢʦʙʨʠʪʘʥʠʠ, ʧʨʝʦʙʣʘʜʘʝʪ, ʟʘʥʠʤʘʷ ʚ 2018 ʛʦʜʫ ʜʦʣʶ 57% ʨʳʥʢʘ ʚʠʜʝʦʨʝʢʣʘʤʳ. 

ɹʨʝʥʜʳ ʜʦʣʞʥʳ ʯʝʪʢʦ ʧʦʥʠʤʘʪʴ ʨʘʟʣʠʯʠʷ ʨʘʙʦʪʳ ʧʦʪʦʢʦʚʦʡ ʠ ʚʥʝʧʦʪʦʢʦʚʦʡ ʨʝʢʣʘʤʳ. ʇʝʨʚʘʷ 

ʦʭʚʘʪʳʚʘʝʪ ʧʦʪʨʝʙʠʪʝʣʝʡ, ʢʦʪʦʨʳʝ ʘʢʪʠʚʥʦ ʠʱʫʪ ʚʠʜʝʦ ʠ ʩʪʨʝʤʷʪʩʷ ʦʙʨʘʪʠʪʴ ʥʘ ʥʝʛʦ ʚʥʠʤʘʥʠʝ. 

ʂʘʯʝʩʪʚʦ ʚʠʜʝʦ, ʚ ʢʦʪʦʨʦʝ ʚʩʪʨʦʝʥʦ ʦʙʲʷʚʣʝʥʠʝ, ʠʛʨʘʝʪ ʙʦʣʴʰʫʶ ʨʦʣʴ ʚ ʦʧʨʝʜʝʣʝʥʠʠ ʪʦʛʦ, ʢʘʢ 

ʟʨʠʪʝʣʴ ʚʟʘʠʤʦʜʝʡʩʪʚʫʝʪ ʩ ʨʝʢʣʘʤʦʡ ʠ ʨʝʘʛʠʨʫʝʪ ʥʘ ʥʝʝ. ʇʦʵʪʦʤʫ ʙʨʝʥʜʳ ʜʦʣʞʥʳ ʩʣʝʜʠʪʴ ʟʘ ʪʝʤ, 

ʯʪʦʙʳ ʢʦʥʪʝʥʪ, ʚ ʢʦʪʦʨʦʤ ʧʦʢʘʟʳʚʘʶʪ ʠʭ ʧʦʪʦʢʦʚʫʶ ʨʝʢʣʘʤʫ, ʧʦʜʜʝʨʞʠʚʘʣ ʠʭ ʮʝʥʥʦʩʪʠ. 

ɺʥʝʧʦʪʦʢʦʚʫʶ ʨʝʢʣʘʤʫ ʚʠʜʷʪ ʧʦʪʨʝʙʠʪʝʣʠ, ʢʦʪʦʨʳʝ, ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ, ʟʘʠʥʪʝʨʝʩʦʚʘʥʳ 

ʚ ʢʦʥʪʝʥʪʝ, ʦʢʨʫʞʘʶʱʝʤ ʵʪʫ ʨʝʢʣʘʤʫ. ɽʩʪʝʩʪʚʝʥʥʦ, ʯʪʦ ʦʥʠ ʭʦʪʷʪ ʠʤʝʪʴ ʪʘʢʫʶ ʚʦʟʤʦʞʥʦʩʪʴ ʙʳʩʪʨʦ 

ʠ ʣʝʛʢʦ ʧʨʦʢʨʫʪʠʪʴ ʨʝʢʣʘʤʫ. ʆʙʳʯʥʦ ʨʦʣʠʢʠ ʪʘʢʦʛʦ ʨʦʜʘ ʧʨʦʩʤʘʪʨʠʚʘʶʪ ʙʝʟ ʟʚʫʢʘ. ɺʥʝʧʦʪʦʢʦʚʘʷ 

ʨʝʢʣʘʤʘ ʜʦʣʞʥʘ ʙʳʩʪʨʦ ʟʘʭʚʘʪʳʚʘʪʴ ʠ ʫʜʝʨʞʠʚʘʪʴ ʚʥʠʤʘʥʠʝ ʠʥʪʝʨʝʩʥʳʤ ʢʦʥʪʝʥʪʦʤ, ʢʦʪʦʨʳʡ 

ʤʦʞʥʦ ʙʳʩʪʨʦ ʠ ʣʝʛʢʦ ʧʦʥʷʪʴ. ʂʨʠʪʠʯʝʩʢʠ ʚʘʞʥʦ ʚ ʵʪʦʤ ʩʣʫʯʘʝ ʜʦʙʘʚʣʷʪʴ ʮʝʥʥʦʩʪʴ ʨʝʢʣʘʤʥʦʛʦ 

ʢʦʥʪʝʥʪʘ ʟʘ ʩʯʝʪ ʝʝ ʨʝʣʝʚʘʥʪʥʦʩʪʠ ʦʢʨʫʞʝʥʠʶ, ʢʘʢ ʩ ʪʦʯʢʠ ʟʨʝʥʠʷ ʘʫʜʠʪʦʨʠʠ, ʪʘʢ ʠ ʙʠʟʥʝʩ-ʮʝʣʝʡ. 

ɺʥʝʧʦʪʦʢʦʚʫʶ ʨʝʢʣʘʤʫ ʪʨʫʜʥʦ ʦʮʝʥʠʪʴ ʩ ʧʦʤʦʱʴʶ ʪʨʘʜʠʮʠʦʥʥʳʭ ʤʝʪʨʠʢ ʪʠʧʘ ʯʠʩʣʘ ʧʨʦʩʤʦʪʨʦʚ, 

ʢʦʪʦʨʳʝ ʚ ʙʦʣʴhʠʥʩʪʚʝ ʩʣʫʯʘʝʚ ʙʫʜʫʪ ʨʘʙʦʪʘʪʴ ʧʣʦʭʦ. ɺʤʝʩʪʦ ʵʪʦʛʦ ʠʭ ʩʣʝʜʫʝʪ ʦʮʝʥʠʚʘʪʴ 

ʧʦ ʪʘʢʠʤ ʙʠʟʥʝʩ-ʧʦʢʘʟʘʪʝʣʷʤ, ʢʘʢ ʨʦʩʪ ʩʠʣʳ ʙʨʝʥʜʘ ʠʣʠ ʚʣʠʷʥʠʝ ʥʘ ʧʨʦʜʘʞʠ. 

ʆʜʥʘʢʦ ʙʘʣʘʥʩ ʚʩʢʦʨʝ ʤʦʞʝʪ ʥʘʯʘʪʴ ʩʤʝʱʘʪʴʩʷ ʚ ʩʪʦʨʦʥʫ ʧʦʪʦʢʦʚʦʡ (in-stream) ʨʝʢʣʘʤʳ, ʪʘʢ ʢʘʢ 

ʙʨʝʥʜʳ ʙʦʣʴʰʝ ʥʘʮʝʣʝʥʳ ʥʝ ʥʘ ʩʣʫʯʘʡʥʦʛʦ, ʘ ʟʘʠʥʪʝʨʝʩʦʚʘʥʥʦʛʦ ʟʨʠʪʝʣʷ. ʇʦʵʪʦʤʫ 

ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʜʦʣʞʥʳ ʫʙʝʜʠʪʴʩʷ, ʯʪʦ ʠʭ ʧʦʪʦʢʦʚʘʷ ʨʝʢʣʘʤʘ ʦʪʦʙʨʘʞʘʝʪʩʷ ʚ ʨʝʣʝʚʘʥʪʥʦʤ 

ʢʦʥʪʝʢʩʪʝ. 

ʉʦʮʠʘʣʴʥʳʝ ʧʣʘʪʬʦʨʤʳ, ʪʘʢʠʝ ʢʘʢ Facebook ʠ Snapchat, ʫʞʝ ʜʘʚʥʦ ʚʳʭʦʜʷʪ ʟʘ ʧʨʝʜʝʣʳ ʧʦʪʦʢʦʚʦʡ 

ʠ ʚʥʝʧʦʪʦʢʦʚʦʡ ʨʝʢʣʘʤʳ, ʘʜʘʧʪʠʨʫʷ ʩʚʦʠ ʊɺ-ʧʨʦʜʫʢʪʳ ʢ ʤʦʙʠʣʴʥʳʤ ʫʩʪʨʦʡʩʪʚʘʤ. ʅʘʧʨʠʤʝʨ, 

ʠʥʩʪʨʫʤʝʥʪʳ ʜʦʧʦʣʥʝʥʥʦʡ ʨʝʘʣʴʥʦʩʪʠ (AR) ʧʨʝʜʣʘʛʘʶʪ ʨʘʟʣʠʯʥʝr ʚʦʟʤʦʞʥʦʩʪʠ ʦʪ ʧʨʠʤʝʨʢʠ 

ʦʜʝʞʜʳ ʠ ʘʢʩʝʩʩʫʘʨʦʚ ʜʦ ʧʨʝʜʦʩʪʘʚʣʝʥʠʷ ʠʤʤʝʨʩʠʚʥʳʭ ʬʠʣʴʪʨʦʚ ʜʣʷ ʠʛʨ ʠ ʬʠʣʴʤʦʚ. 

 

AUDIOééééé...éééé.ééééééééééééééééééééééé 

Cracking the code on podcast advertising for customer acquisition 

https://techcrunch.com/2019/09/27/cracking-the-code-on-podcast-advertising-for-customer-acquisition/ 

Of the various channels available to growth marketers, podcast is among the most misunderstood. 

https://www.sostav.ru/publication/facebook-testiruet-reklamu-s-ar-v-novostnoj-lente-32329.html
https://techcrunch.com/2019/09/27/cracking-the-code-on-podcast-advertising-for-customer-acquisition/
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Brands like Dollar Shave Club, Squarespace, and ZipRecruiter have deployed podcast advertising for user 

acquisition for years, but itôs still a channel that flies under the radar. We have managed tens of millions of 

dollars in podcast ad spend for challenger brands and market leaders alike, and are eager to share some 

tricks of the trade. 

If you want to test in a channel where early adopters are being rewarded with both attractive CAC and 

scale, hereôs what you need to know: 

Podcast advertising is used very successfully as a direct-response channel with CAC on par with other 

consideration-stage activities. It is not just for awareness. 

Podcast reach is very good, reaching 51% of US audiences aged 12+ monthly. 

Ads read by hosts outperform canned ñprogrammaticò ads. 

Tracking is harder than most digital channels and the cost to test the channel is higher than most digital 

channels. 

Dive deeper on podcast ads and other growth marketing tips with Extra Crunchôs ongoing coverage 

of growth marketing, where Right Side Up was recently featured as a Verified Expert Growth Marketer.  

Who listens, who advertises, and why bother? 

Podcast listeners are a sought after group ï the audience trends towards educated, early adopters with a 

high household income. You can find this profile elsewhere, but what makes podcasts unique is that they 

are choosing to consume that particular content time and time again. The host becomes a trusted voice to 

deliver them not only interesting stories and banter, but information on companies as well. 

Often podcast advertisers are newcomers or start-ups, and the podcast ad might be the first time the 

listener has heard about that company. Having the first touch with consumers be from a thorough, 

personal, and often funny host-read interaction is incredibly valuable and helps brands jump over the 

credibility hurdle. Compare that to an impersonal banner ad, and Iôd choose a podcast ad every time.  

https://www.dollarshaveclub.com/
https://www.squarespace.com/
https://www.ziprecruiter.com/
https://techcrunch.com/extracrunch
https://techcrunch.com/tag/growth-marketing/
https://techcrunch.com/2019/06/13/verified-expert-growth-marketing-agency-right-side-up/
https://techcrunch.com/verified-experts/
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Even though the term ópodcastô was coined in 2004, advertising in the medium has exploded in the last ~5 

years. The IAB has been tracking podcast ad revenue since 2015, when the entire medium generated 

#105.7 million in ad sales. It recently released its third study of podcast ad revenue, which estimated the 

US market at $479 million in 2018, with growth accelerating to a projected  $1 billion+ by 2021. 

 

Andreesen Horowitz did a great investor profile on the space earlier this year, with a helpful rundown of 

the holistic ecosystem, from hosting mechanisms and platforms to the pace of podcast monetization. 

http://theguardian.com/media/2004/feb/12/broadcasting.digitalmedia
https://www.iab.com/insights/third-annual-podcast-ad-revenue-study-by-iab-and-pwc-reports-significant-growth/
https://a16z.com/2019/05/23/podcast-ecosystem-investing-2019/
https://techcrunch.com/2019/09/27/cracking-the-code-on-podcast-advertising-for-customer-acquisition/image2-60/
https://techcrunch.com/2019/09/27/cracking-the-code-on-podcast-advertising-for-customer-acquisition/image1-106/
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Historically, the medium has been dominated by a mix of comedians doing their own thing, radio entities 

simulcasting sports shows, and otherwise popular shows that had a devoted niche following relative to 

other mediums. Most advertisers bought podcast ads as an extension of their other audio acquisition 

campaigns. 

Podcasts go mainstream 

Then Serial came along, in 2014, exploding into popularity and pop culture. They ran a MailChimp ad that 

had someone mispronouncing the name of the company as ñMailKimpò, which was a funny inside joke for 

those in the know. Nina Cwik and David Raphael, co-founders of Public Media Marketing, explain the initial 

conversation around this now iconic spot. 

ñWhile discussing a launch sponsorship with sponsors there wasnôt a huge amount of interest in taking a 

risk on a new show even with the amazing This American Life provenance. MailChimp  was committed to 

supporting Serial. The talented production team at Serial and This American Life created MailKimp and 

the sponsor was rewarded for believing in the show.ò 

Not only were they rewarded by being a launch sponsor of one of the most successful podcasts in history, 

but once Serial and the medium itself expanded, a loving impersonation of Serial host Sarah Koenig and 

the MailKimp joke eventually made its way into a Saturday Night Live skit. Serial also appealed to a female 

audience, helping to bring new listeners into the channel, and podcasters and advertisers followed. 

Over the past 5 years, the space has diversified. We now see so many different shows with all flavors of 

true crime, news and politics takes that you donôt hear in the broader media picture, women talking to other 

women about literally everything, comedy and pop culture pods as diverse as Bodega Boys, Who? Weekly, 

and RuPaul: Whatôs the Tee with Michelle Visage, and a podcast to go with every reality and television 

show you can think of. There are too many shows to talk about; there are over 750,000 shows indexed by 

iTunes. 

How to engage for growth advertising 

So how do companies start testing in podcasts? And how do they do so successfully? 

Start with a strong (but doable budget) and take your time 

We advise companies to start with a test spend that you consider meaningful in the context of your other 

customer acquisition efforts. Initial tests in the channel that are properly diversified typically vary from 

$50,000 to $150,000 in media cost. If the idea of a testing budget in the high five figures makes you gasp, 

https://serialpodcast.org/
https://mailchimp.com/
http://publicmediamarketing.org/
https://crunchbase.com/organization/mailchimp
https://www.youtube.com/watch?v=ATXbJjuZqbc
https://podcasts.apple.com/us/podcast/bodega-boys/id1039621715
https://podcasts.apple.com/us/podcast/who-weekly/id1076377547
https://podcasts.apple.com/us/podcast/rupaul-whats-the-tee-with-michelle-visage/id855749951
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donôt rush it. If you under-invest, you run the risk of a false negative, i.e. you didnôt spend enough to validate 

performance, or a false positive; when you buy tiny shows, one or two sales may pay back. If you make 

media decisions at scale based on that data, you may find yourself in deep water. If the risk of testing a 

new channel and having a dip in your CAC is too great, we recommend you exhaust other channels, 

like Facebook,  before jumping into the podcast space. 

Podcast offers advertisers a low barrier to entry. Creative production is limited to producing copy points 

for hosts to use as they record their ad reads. However, it is quite manual relative to digital channels, and 

can take weeks to put into place. Most purchasing is done through a showôs sales representation or 

network, via calls and emails, and set in advance (sometimes way in advance depending on inventory 

levels). It entails RFPing multiple network partners, doing research and outreach to independent shows, 

gathering rates and evaluating content, and finally making decisions based on budget and inventory 

availability. We often describe this as the media puzzle ï making sure that the ideal shows, with favorable 

pricing are available when you want them to be. This can take time and some back and forth with your 

network rep to set in stone, so give yourself room to plan ahead. 

Whatôs the media landscape look like and how do you pick shows?  

We buy with a lot of direct shows, sales representation firms, and ad networks. Weôre starting to see the 

beginnings of programmatic and exchange-based inventory become available, but itôs largely impression-

based media, which isnôt yet a proven tactic that direct response-oriented advertisers can consistently use 

for customer acquisition. There are some managed service-like buying partners in the space, that work to 

varying degrees of efficiency for customer acquisition. 

When it comes to choosing what types of shows to partner with, beyond budget and availability, itôs 

important to remember the obvious choice may not be the best one. 

One of the most consistent, and pleasant, surprises in podcast advertising is how well shows that are 

seemingly unrelated to a product work well for customer acquisition. Weôve worked on products that had 

a primary target demographic of suburban moms, but guess what? Gamers want to stay at home and 

order snacks and food delivery, too; they have disposable income and are harder to reach via traditional 

channels. 

If youôre advertising a product targeted to parents, you shouldnôt just test into parenting shows, you should 

also consider testing into shows with hosts who are parents, but have content not at all or tangentially 

related to parenting, like Your Momôs House, with Tom Segura and Christina Pazsitzky. Sure, itôs a comedy 

https://crunchbase.com/organization/facebook
https://podcasts.apple.com/us/podcast/your-moms-house-with-christina-p-and-tom-segura/id503482646
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podcast, and itôs NSFW (and hilarious). Theyôre also human parents who they do amazing reads, and their 

fans are legion. 

Ryan Iyengar, CMO of HealthIQ, notes that ñhosts with wildly different backgrounds were able to find a 

through-line to connect ad reads with their audiences, regardless of product line.ò Of course, contextual 

advertising is worth consideration, and there are sometimes unique opportunities, but most successful 

shows arenôt a bullseye for content. 

Weôve also seen the inverse, on contextual fit; food products can either do amazing or not well at all on 

food-related podcasts. If you have a food product with mass appeal, but one that (for example) many home 

cooks may already be familiar with, you may be better off doing just about any other popular genre of 

shows besides food. 

Plus, these hosts are pros; theyôve been doing ad reads for everything from mattresses to meal kits for 

years. They know how to talk about your product in an engaging way. 

Doug Hoggatt, the VP of Marketing at Betabrand, agrees, mentioning he would also coach new advertisers 

to ñtake the time to test across genres and hosts, youôll be surprised at the results.ò Iyengar is also the 

former VP of Marketing at ZipRecruiter; if youôve ever heard a podcast, you may have heard the company 

advertised once or twice. He also notes, ñ[regardless of] content of the show, audiences can be interested 

in all sorts of topics, and are still potential customers. Yes, even hiring managers listen to comedy 

podcasts!ò 

Many business-to-business (B2B) advertisers do well in the channel, in part due to higher allowable CAC 

and high lifetime value (LTV). And the same point about show selection holds true for those audiences, as 

well. Visnick noted, ñ[HoneyBook] originally focused on testing industry-specific podcasts as those seemed 

to be the most natural way to target our prospective customers. We discovered that by diversifying our 

podcast mix into non-industry content we could still reach our target audience while also growing our reach 

and overall program performance.ò 

If we hear something that we think can help us at work, weôre amenable to that message, especially when 

it comes from our favorite host. Having an open mind to testing has helped so many advertisers unlock 

additional shows, and possible customers. You can take those insights back to other channels, too, and 

begin to integrate your campaigns and establish cross-channel frequency. 

http://www.healthiq.com/
https://www.betabrand.com/
http://ziprecruiter.com/
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Pricing in the channel is unstable, and demand-based because inventory is finite; effective CPMs for host 

read, embedded mid-roll advertisements ð by far, the most consistently performing ad unit for customer 

acquisition in the space ð vary from $10 to $100. Yes, really. 

Worrying too much about CPMs could mean that youôre leaving behind some of the best inventory in the 

space. So while it could make sense to cut higher CPM placements from a media plan, you want to be 

cautious. You could inadvertently cut out potential volume drivers or otherwise highly effective placements. 

Allow for the hostôs personality to shine through 

The listener is there for the hosts. They relate to them, laugh with them, or laugh at them. They come to 

expect a performance from them, and often that performance bleeds into the ad reads. Whether itôs a 

semi-NSFW jingle about MeUndies from Bill Burr, or Joe Rogan recommending his mind-

blowing NatureBox snack combination, or Levar Burton delivering an oh-so soothing Calm read. 

Alan Abdine, Senior Vice President of Business Development for Rooster Teeth, a network with geeky, 

gamer shows with a hint of irreverence, said ñthe best ads are the ads that are organic, natural, and 

originate from the voice of the show talent. When brands allow our hosts to be themselves, there are more 

opportunities for entertaining side stories and commentary related to the brand.ò 

He continues to say his ñbelief is that if an advertiser is willing to spend money to reach out audience, then 

let us be the experts on that audience and let us use our own voice to share their message and talking 

points!  They will always get better results in that scenario.ò 

There is a certain special trust that goes into podcast ads. And to allow hosts to be themselves while also 

being a positive brand advocate often mean striking a balance between scripting and giving space. The 

most commonly purchased ad unit for customer acquisition advertisers is a host-read, embedded, mid-roll 

advertisement, typically :60 in length, but many hosts go over. 

Overly scripting the copy can lead to an ad sounding inauthentic and infringe on their creativity. Kate 

Spencer, the co-host of Forever 35, notes that ñoften there are a lot of required talking points to hit in a 

short amount of time. Weôre always happy to oblige, but I think it takes away from the organic and 

conversational nature of the ad, which is what makes podcast advertising especially unique. ò 

On the flip side, not scripting enough could lead to a disjointed read where the host is trying to piece value 

props together on the fly. Nick Freeman, Chief Revenue Officer at Cadence13, explains that ñsome hosts 

do like the perfectly written out :60 script, while others like bullets they can riff off of.ò Because podcast 

campaign test across multiple shows and personalities, itôs best to find a starting point in your copy where 

https://www.meundies.com/
https://podcasts.apple.com/us/podcast/monday-morning-podcast/id480486345
https://podcasts.apple.com/us/podcast/the-joe-rogan-experience/id360084272
https://naturebox.com/
https://podcasts.apple.com/us/podcast/levar-burton-reads/id1244649384
https://www.calm.com/
https://roosterteeth.com/
http://cadence13.com/
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hosts can be guided, but not stifled. Freeman says ñthat doesnôt necessarily mean trying to make jokes for 

comedy hosts, for example, so much as itôs giving the hosts who do well with it the freedom to ad-lib.ò 

And for those that want to get a little more creative, the space is primed for custom integrations. 

Recently DoorDash partnered with Rooster Teeth for an ad on a livestream in celebration of a new game 

their studios were releasing. Since there was a visual element, DoorDash  and Rooster Teeth partnered 

on a creative spin to the ad. 

Instead of the typical copy, food would be delivered to the group of hosts while recording. Grant Durando, 

Senior Marketing Consultant at Right Side Up,  works with DoorDash on their podcast campaign and 

stewarded this unique partnership. ñ[Rooster Teeth] approached us with the opportunity to engage with 

the live stream in a deeper way than just a regular podcast ad. It was definitely an unorthodox integration, 

but exciting to be in front of the right audience for DoorDash, at scale, and in a meaningful, memorable 

way. Many conversations about chicken nuggets later (which I never thought would be part of my 

job), Rooster Teeth  and Vicious Circle delivered a superb ad experience, [integrating] multiple brand 

mentions and actually making DoorDash a part of the content itself.ò 

Zack Boone, Senior Director of Sales at Rooster Teeth, added there is, ñnothing better than having clients 

that understand how impactful utterly stupid things like this can be for a brand.ò DoorDash ñ[offers] industry-

leading selection to our customers,ò said Micah Moreau, VP of Growth Marketing at DoorDash. ñIt was 

incredibly effective to bring the DoorDash experience to life with Rooster Teeth in a highly differentiated, 

yet relevant way.ò 

How do you measure response? 

Ads almost always end in some sort of call to action, like use the showôs promo code to save money, or 

visit a URL to get a free trial of a product for listeners of the show. Itôs a way for shows to get credit for 

their listeners taking some sort of action, usually a purchase, related to hearing the ad. 

And itôs how advertisers can figure out if their ad investments are paying back, too. Along those lines, 

Hoggatt was happy to see ñhow direct response the channel could be. I was surprised at the lift in site 

visits and follow-on orders that correlate so closely to when our podcasts drop.ò Consumers have been 

conditioned to listen for that call to action at the end of an advertisement so we can measure a direct 

response in the channel. 

That isnôt to say podcast advertising should displace a highly effective channel like paid social or paid 

search in your paid marketing testing priorities. We often ask advertisers information about their overall 

https://www.doordash.com/
https://crunchbase.com/organization/doordash
https://crunchbase.com/organization/right-side-up
https://crunchbase.com/organization/rooster-teeth
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CAC or CPA  from other paid marketing efforts like Facebook or Google advertising, and use that data to 

benchmark target CAC for podcast. 

As a general rule of thumb, if you canôt make Facebook or Google work for customer acquisition at 

meaningful scale, think twice before you engage in testing podcasts at a scale meaningful to your business. 

But if youôre looking for demand generating channels, podcast is an excellent contender. 

ñThe success weôve seen from podcast advertising has proven that we can drive sales through paid media 

outside of ñtraditionalò direct digital response campaigns,ò said Visnick. ñWeôve significantly grown our 

podcast budget every quarter since we started testing the channel and itôs now a core part of our overall 

acquisition strategy and an important part of our media mix. 

Donôt under-account for breakage or indirect activity 

Another challenge for advertisers that arenôt used to offline channels is managing indirect activity, also 

sometimes called breakage. Itôs imperative to look at indirect activity to help triangulate response, as 

another way to get a false negative is to only look at direct response, i.e. direct redemptions of a promo 

code or sales from only users who visited the vanity URL. 

A decent analog is like view-through conversions, but without the technology enablement. You can tell, via 

tracking, what actions site visitors have taken after exposure to ads on Facebook and Google, etc. 

However, there isnôt a way for a consumer to tap or click on your podcast ad, so you donôt have a direct 

action correlated to ad download or exposure, nor can you track indirect activity (view-through) via pixels 

or other technology enablement. The aforementioned promo code/vanity URL combo is what generates 

that direct response. 

To get around this breakage and triangulate a full response, advertisers commonly use a post-conversion 

attribution survey, colloquially referred to as a How Did You Hear About Us? or HDYHAU survey. This 

allows for a crude, but effective, translation of the impact that podcasts had on that userôs activity. 

It helps you determine how much of the activity youôre capturing in paid search, for example, may have 

actually been driven by podcasts, streaming audio, or television. Itôs self-reported data from users, sure, 

and it can feel a little shaky when youôre used to more precise digital measurement, but itôs how virtually 

every scaled advertiser in the channel has discovered a path to scale. 

https://crunchbase.com/organization/google
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It also helps you determine benchmarks before you get into other channels, and can provide a solid look 

at multi-touch attribution if the survey is designed with best practices, and served to enough of the 

population to achieve stability. 

Why canôt we use measurement techniques from other mediums? 

We already talked about why, even though podcasts are digital audio, we canôt track conversions digitally 

(we know, itôs a little crazy). Unlike television, where you can use spot-based attribution, or radio, where 

you can achieve consistent ad exposure and but according to average quarter-hour (AQH) ratings, thereôs 

a delay in both download of an episode and media consumption. 

For advertisers, that means performance comes in over time, and it takes a minute to build reach and 

frequency (R/F). You may see very little activity for the first week or two of a campaign, and then as R/F 

builds and crescendos, youôll see conversion activity catch up. Thatôs when you can start to get a solid 

picture of return on ad spend (ROAS); you should have structured your tests so you have a good sense 

of performance by the third or fourth drop with a show. 

Looking at results sooner is possible but largely inadvisable. ñGive it time,ò says Dan Visnick, CMO at 

HoneyBook, ñIt can take a few weeks to see the impact from a single podcast, and months to build a strong 

portfolio.ò 

One of the biggest mistakes new advertisers in the channel make is getting a false positive, by testing into 

tiny shows that back out because 2 people bought their product, and then quickly scaling in the same 

genre only to find out that the content doesnôt scale. 

False negatives are also common, when advertisers get cold feet in the first few weeks of an integration, 

and cancel shows after one ad insertion in a single episode. The channel requires diligence in testing, and 

if you have other business challenges to navigate, using digital growth channels can help iron out your 

messaging, landing pages, etc. before you launch offline channels. 

Although you may have honed your messaging in other channels, you should expect to be flexible when 

it comes to podcast creative. 

Opportunities to expand to other audio acquisition opportunities 

Positive signals in podcast campaigns can also indicate that other audio channels may be ripe for testing, 

which can help diversify your marketing mix and minimize the pressure on individuals channels. Hoggatt 
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says his ñsuccess in podcast advertising proved that it is possible to invest in offline channels and find 

measurable success.ò 

SiriusXM and streaming platforms, whether pureplay like Pandora or Spotify, or aggregators like 

Westwood One and ESPN, are great next steps for advertisers who see the right signals in podcast. For 

SiriusXM, itôs a high household income audience that are used to paying for a subscription (any 

subscription model companies out there?), and streaming audiences are choosing to listen to their content, 

similarly to how podcast listeners choose their content. The podcast landscape is the perfect arena to play 

in to learn more about how your brand works in offline media and allows there to be a stepping stone into 

other mediums. 

Be good stewards 

We know that podcast advertising can have a powerful impact on the marketing mix for companies of all 

sizes. As more and more players get involved in the space, it benefits all involved, from advertisers, to 

networks, to marketers. 

Itôs rare to have an opportunity to participate in a nascent medium, and be good stewards of one of the 

last remaining mediums on earth with finite inventory and listeners who actually respond to ads. And along 

the way, we hope to change the way people think about traditional offline media channels, like how they 

can be held to high growth performance standards, and where they intersect with popular digital growth 

tactics like paid social. 

Youôll have to get creative, but with some trust and patience, and adherence to best practices, advertisers 

can reap significant benefits and customer acquisition, at scale, from podcast advertising campaigns. 

9 things growth marketers should do when getting started: 

Create the team (and time!) needed to execute a campaign, whether in-house or via partnership with a 

subject matter expert like a consultancy or agency 

Learn the language of podcast advertising, terms like download carry a lot of baggage and understanding 

them can impact your campaignôs performance 

Budget your initial test(s) appropriately to avoid a false negative or positive result 

Have an open mind on show selection; make sure you test across multiple genres and formats 
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Measure direct and indirect activity, to triangulate performance and business impact, and make 

optimizations and decisions on renewals 

Support, donôt stifle, the personality of the show hosts 

Get comfortable getting creative, and take time to onboard hosts 

Keep an eye out for additional opportunities, not only in podcast, but in other audio channels as well 

Be a good partner to shows, networks, and others in the space. Itôs ours to nurture 

 

E-COMMERCE é...éééé.ééééééééééééééééééééééé 

ʇʦʣʴʟʦʚʘʪʝʣʠ Viber ʩʤʦʛʫʪ ʜʝʣʘʪʴ ʧʦʢʫʧʢʠ ʧʨʷʤʦ ʚ ʧʨʠʣʦʞʝʥʠʠ 

ʉʝʡʯʘʩ ʚ ʯʘʪʘʭ ʤʦʞʥʦ ʧʦʩʤʦʪʨʝʪʴ ʢʘʪʘʣʦʛʠ ʚʦʩʴʤʠ ʢʦʤʧʘʥʠʡ 

https://www.sostav.ru/publication/polzovateli-viber-smogut-delat-pokupki-pryamo-v-prilozhenii-

39445.html 

ɺ ʩʢʦʨʦʤ ʚʨʝʤʝʥʠ Viber ʤʦʞʝʪ ʟʘʧʫʩʪʠʪʴ ʬʫʥʢʮʠʶ ʧʦʢʫʧʦʢ ʯʝʨʝʟ 

ʧʨʠʣʦʞʝʥʠʝ, ʩʦʦʙʱʘʝʪ çʂʦʤʤʝʨʩʘʥʪè ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʨʫʢʦʚʦʜʠʪʝʣʷ ʢʦʤʧʘʥʠʠ ɼʞʘʤʝʣʷ ɸʛʫʘ. 

ɺ ʥʘʩʪʦʷʱʝʝ ʚʨʝʤʷ ʚ ʧʨʠʣʦʞʝʥʠʠ ʝʩʪʴ ʢʘʪʘʣʦʛʠ ʥʝʩʢʦʣʴʢʠʭ ʢʦʤʧʘʥʠʡ: Farfetch, Ozon, 

çʉʧʦʨʪʤʘʩʪʝʨè ʠ ʜʨʫʛʠʝ. ʇʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʫʪ ʜʝʣʠʪʴʩʷ ʤʝʞʜʫ ʩʦʙʦʡ ʩʩʳʣʢʘʤʠ ʥʘ ʪʦʚʘʨʳ. 

ɼʞʘʤʝʣ ɸʛʘʫʘ, ʛʝʥʜʠʨʝʢʪʦʨ ʢʦʤʧʘʥʠʠ: 

ɺ ʈʦʩʩʠʠ ʤʳ ʩʪʘʨʪʦʚʘʣʠ ʩ ʧʷʪʴʶ ʙʨʝʥʜʘʤʠ, ʩʝʡʯʘʩ ʠʭ ʚʦʩʝʤʴ. ʇʦʢʘ ʠʜʝʷ ʚ ʪʦʤ, ʯʪʦʙʳ 

ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʣʠ ʜʝʣʠʪʴʩʷ ʠʥʪʝʨʝʩʥʳʤʠ ʪʦʚʘʨʘʤʠ, ʥʦ ʚʦʟʤʦʞʥʦʩʪʠ ʢʫʧʠʪʴ ʠʭ ʚʥʫʪʨʠ 

ʧʨʠʣʦʞʝʥʠʷ ʥʝʪ. ʉʢʦʨʦ ʦʥʘ ʧʦʷʚʠʪʩʷ. ʅʘʰʘ ʢʦʤʘʥʜʘ ʚʝʜʝʪ ʦʙʩʫʞʜʝʥʠʝ ʩ ʨʘʟʣʠʯʥʳʤʠ ʙʨʝʥʜʘʤʠ, 

ʯʪʦʙʳ ʜʦʙʘʚʠʪʴ ʝʱʝ ʙʦʣʴʰʝ ʢʦʥʪʝʥʪʘ. ɺ ɿʘʧʘʜʥʦʡ ɽʚʨʦʧʝ ʵʪʦʪ ʨʘʟʜʝʣ ʧʦʷʚʠʪʩʷ ʚ ʙʣʠʞʘʡʰʝʝ 

ʚʨʝʤʷ. 

ɺ ʢʦʥʮʝ ʘʚʛʫʩʪʘ ʚ ʩʦʮʩʝʪʠ çɺʂʦʥʪʘʢʪʝè ʧʦʷʚʠʣʩʷ ʩʝʨʚʠʩ AliExpress ʩ ʧʦʣʥʳʤ ʘʩʩʦʨʪʠʤʝʥʪʦʤ 

ʤʘʨʢʝʪʧʣʝʡʩʘ. ʊʝʧʝʨʴ ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʫʪ ʥʘʡʪʠ ʪʦʚʘʨʳ, ʦʟʥʘʢʦʤʠʪʴʩʷ ʩʦ ʚʩʝʡ ʠʥʬʦʨʤʘʮʠʝʡ 

ʦ ʥʠʭ, ʦʬʦʨʤʠʪʴ ʜʦʩʪʘʚʢʫ ʠ ʦʧʣʘʪʠʪʴ ʟʘʢʘʟʳ ʧʨʷʤʦ ʥʘ ʧʣʘʪʬʦʨʤʝ ʩʦʮʩʝʪʠ. 

https://www.sostav.ru/publication/polzovateli-viber-smogut-delat-pokupki-pryamo-v-prilozhenii-39445.html
https://www.sostav.ru/publication/polzovateli-viber-smogut-delat-pokupki-pryamo-v-prilozhenii-39445.html
https://www.kommersant.ru/doc/4103118
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ɸ ʚ ʥʘʯʘʣʝ ʦʢʪʷʙʨʷ ʚ ʈʦʩʩʠʠ ʧʦʷʚʠʪʩʷ ʩʦʚʤʝʩʪʥʦʝ ʧʨʝʜʧʨʠʷʪʠʝ Alibaba, Mail.ru Group, çʄʝʛʘʬʦʥʘè 

ʠ ʈʌʇʀ, ʢʦʪʦʨʦʝ ʧʦʟʚʦʣʠʪ ʦʙʳʯʥʳʤ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ ʧʦʣʫʯʘʪʴ ʜʦʭʦʜ, ʨʝʢʣʘʤʠʨʫʷ 

ʪʦʚʘʨʳ ʩ Aliexpress. ʇʨʝʜʧʦʣʘʛʘʝʪʩʷ, ʯʪʦ ʢʦʤʧʘʥʠʷ ʙʫʜʝʪ ʚʳʧʣʘʯʠʚʘʪʴ ʟʘ ʵʪʦ ʢʦʤʠʩʩʠʶ ʜʦ 90% 

ʩʫʤʤʳ ʧʦʢʫʧʢʠ. 

 

SOCIAL MEDIA & INFLUENCERS ......ééééééééééééééééééé 

What do influencers want in brand relationships? 

https://www.smartbrief.com/original/2019/09/what-do-influencers-want-brand-

relationships?utm_source=brief 

Any successful relationship is built on clear communication. Itôs true in marriages. And itôs equally true in 

the relationship between brands and influencers. 

In a study published by my firm, The Abbi Agency, our research finds that social media influencers 

commonly cite weak communication with brands as their biggest headache ð and a reason that influencer-

based initiatives fail to deliver on their full promise. 

While our study, ñTravel Influencers & Destination Marketing,ò focused on the destination-marketing sector, 

itôs clear to us that the same issues faced by travel organizations and travel influencers are common across 

the entire landscape of influencer marketing. (The full study is available as a free e-book download at 

TheAbbiAgency.com.) 

Weôve been reading a lot lately from marketing executives about their best practices in influencer 

marketing, but we couldnôt find much research focused on the influencers themselves. 

So we conducted dozens of interviews with influencers, ranging in size from nanoinfluencers with fewer 

than 10,000 followers to macroinfluencers who command hefty fees in exchange for their ability to deliver 

audiences that can total 1 million followers. We supported these in-depth interviews with surveys of 

influencers. 

What we found: Unclear expectations, unrealistic production budgets and excessive micromanagement 

vex influencers who are eager to deliver results for brands. ñItôs hard to work with brands when they donôt 

outline exactly what they want,ò one influencer told our researchers. 

https://www.sostav.ru/publication/smi-obychnye-polzovateli-vkontakte-smogut-zarabotat-na-reklame-aliexpress-39407.html
https://www.smartbrief.com/original/2019/09/what-do-influencers-want-brand-relationships?utm_source=brief
https://www.smartbrief.com/original/2019/09/what-do-influencers-want-brand-relationships?utm_source=brief
https://theabbiagency.com/connections-ebook-travel-influencers/
https://theabbiagency.com/connections-ebook-travel-influencers/
https://theabbiagency.com/connections-ebook-travel-influencers/
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Issues commonly arise when brands and influencers fail to specifically agree on expectations about 

deliverables. How many posts are expected on the influencerôs social media? What messaging is the 

influencer promoting? 

Then, too, problems often arise when influencers and brands fail to get on the same page about the metrics 

they will use to track the success of an initiative. 

Influencers told us that they use a variety of tracking metrics ð page views, swipes, likes and direct 

conversions of page view into sales. Commonly, brands and influencers will agree to track ñengagement,ò 

but the term is surprisingly murky. Most social media platforms measure engagement on the basis of likes, 

comments and shares. Twitter and Instagram also measure views, impressions and reach in their 

calculations of engagement. Upfront agreement on terms is critically important, influencers told us. 

Potentially more troublesome are failures to establish clear parameters on issues such as content rights. 

For instance, who owns the photos that accompany the influencerôs post? 

Influencers told us that they also need better communication with brand marketers who fail to account for 

the costs ð both in time and money ð of producing top-flight content. 

ñThere is an incredible amount of work that goes into what we do, and many brands donôt understand the 

time spent behind the scenes or the amount of money it costs to acquire the equipment required to produce 

compelling content,ò one influencer told us. 

Itôs helpful for brand marketers to think of influencers as mini-content agencies, ones in which the influencer 

is playing the roles of director, talent and writer without a lot of help. Fair budgets for production, influencers 

told us, create better relationships. 

At the same time, influencers told us that they do their best work, and deliver their best results for brands 

when theyôre given some breathing room. 

ñI believe brands will see the best results with influencer marketing if they allow campaigns to be 

approached creatively, while still meeting all deadlines and specifications,ò one influencer said in an 

interview with researchers. 

The challenge for brand marketers is ensuring that influencers understand the desired messaging while 

allowing influencers to tell the story in their own words, in their own way. 
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Influencer marketing, done right, marks the renaissance of word-of-mouth marketing. An established 

influencer now plays the role once played by the trusted friend of a consumer. The word-mouth-power of 

influencer marketing depends, however, on the ability of the influencer to deliver an authentic message 

free from the micromanagement of a brand marketer. 

In the destination-marketing arena, like other sectors of the marketing profession, well-designed influencer 

campaigns have become a proven tool. 

But influencer campaigns can blow up ð failing to deliver results and embarrassing the brand marketers 

who put their reputations on the line ð if both sides fail to pay close attention to communication, 

expectations and creative control. 

The secrets to avoiding pitfalls: Taking time to explain. Taking time to listen. Building the trust that always 

delivers the results that exceed expectations. 

Abbi Whitaker is owner and president of The Abbi Agency, a public relations and marketing firm 

headquartered in Reno, Nevada. The firmôs clients include TravelNevada, Google, Carmel-by-the-Sea and 

the City of Henderson, Nevada. 

 

Report: Facebook News Feed getting 60% of total ad spend across Facebook, 

Instagram 

https://marketingland.com/report-facebook-news-feed-getting-60-of-total-ad-spend-across-facebook-

instagram-267498 

Socialbakers' Social Media Trends report found that Facebook News Feed ads earned the highest CTR 

compared to Facebook video ads and both Instagram news feed and Story ads. 

Amy Gesenhues on September 18, 2019 at 4:05 pm 

https://twitter.com/abbijayne
https://theabbiagency.com/#hutzpah
https://marketingland.com/report-facebook-news-feed-getting-60-of-total-ad-spend-across-facebook-instagram-267498
https://marketingland.com/report-facebook-news-feed-getting-60-of-total-ad-spend-across-facebook-instagram-267498
https://marketingland.com/author/amy-gesenhues
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Socialbakersô Social Media Trends Q2 2019 Trends report: Allocation of ad spend on Facebook and 

Instagram 

Facebook continues to be fertile ground for advertisers, with News Feed ads outperforming all other ad 

units, according Socialbakersô latest trends report. The social media management platform looked at 

Facebook and Instagram ad performance for more than 140,000 branded accounts during the second 

quarter of this year and found that 60% of the total ad spend on Facebook and Instagram is going to 

Facebook News Feed ads. 

ñInstagram feed came in a distant second at 20%, and the rest of the top five ð Instagram Stories, 

Facebook suggested video and Facebook in-stream video ð combine for about 10%,ò reported 

Socialbakers. 

Whatôs converting? Facebook vs. Instagram ads 

Itôs no surprise Facebook News Feed ads are getting the biggest piece of the pie when you look at whatôs 

driving conversions. Per Socialbakersô data, The placement was the highest converter compared to the 

other four ad placement options (Instagram News Feed, Instagram Stories, Facebook in-stream video and 

Facebook suggested video). 

The report found Facebook News Feed ads averaged a 1.7% click through rate (CTR) during the second 

quarter of the year, followed by Facebook suggested video ads which earned a .75% CTR. 
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Facebook best for action-oriented campaigns 

Socialbakers reported cost-per-impressions (CPM) across Facebook News Feed and Instagram News 

Feed ads are nearly the same at $1.80 and $1.65 respectively, but cost-per-clicks (CPC) are a different 

story when comparing the two platforms. 

Facebook News Feed and Facebook suggested video ads offer the lowest CPC across both Facebook 

and Instagram ad units. In fact, the combined total CPC for Facebook News Feed, in-stream video and 

suggested video ads is the same as an Instagram Story ad ð just over $0.05. The highest CPC was 

Instagram News Feed ads, which were slightly higher than the platformôs Story ads. 
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As Socialbakers points out, with CPMs nearly the same across both Facebook and Instagram feeds, there 

likely wonôt be much cost disparity between Facebook and Instagram for brands running brand awareness 

campaigns ð but for marketers looking to optimize ads designed to drive engagement or campaigns with 

specific call-to-actions (CTAs), Facebookôs lower CPCs represent the better deal. 

Organic content performance on Facebook and Instagram 

Socialbakers also looked at the types of organic content driving the most engagement across Facebook 

and Instagram. For Facebook, Live video far outperformed any other type of content when ranking it by 

the number of interactions a Live video post receives compared to a link, photo, status update or regular 

video. 

 

Unfortunately, Live video posts accounted for less than 1% (0.4%) of organic posts published by the brands 

Socialbakers analyzed. That leaves a lot of room for brands to earn more organic engagement simply by 

hosting more Live video events on the platform. 

On Instagram, organic Carousel posts drove the most interactions, but are only used 15% to 18% of the 

time in terms of branded organic content. 

On Instagram and Facebook alike, most branded organic content are image posts. (Images account for 

69% of branded organic content on Facebook and 73.5% on Instagram.) 
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Why we should care 

Last year, multiple reports revealed Instagram ad spend was booming compared to ad spend on 

Facebook. Not only did Instagram outshine its parent platform on ad spend, Facebookôs daily active user 

growth rate remained flat during the second quarter of this year ð but neither of these data points appear 

to be impacting Facebookôs standing as the ad giant among social platforms. 

For marketers charged with delivering high performing CTRs ð while keeping CPMs and CPCs in check 

ð Socialbakers data confirms Facebook continues to prove itself, delivering strong and sturdy ad results. 

About the author 

Amy Gesenhues 

Amy Gesenhues is a senior editor for Third Door Media, covering the latest news and updates for 

Marketing Land, Search Engine Land and MarTech Today. From 2009 to 2012, she was an award-winning 

syndicated columnist for a number of daily newspapers from New York to Texas. With more than ten years 

of marketing management experience, she has contributed to a variety of traditional and online 

publications, including MarketingProfs, SoftwareCEO, and Sales and Marketing Management Magazine. 

Read more of Amy's articles. 

 

7 Social Media Trends To Watch Out For Before 2020 Hits 

https://www.mediapost.com/publications/article/341006/7-social-media-trends-to-watch-out-for-before-

2020.html 

The world of social media is regularly evolving, with fast-paced shifts and updates throughout Instagram, 

Facebook, Twitter, TikTok, and other key social platforms. Here are seven social media trends to watch 

out for before the new year starts. 

More ad budget will be spent on TikTok. The average TikTok user now spends around 45 minutes per 

day on TikTok, according to Fast Company, which is more time than on Facebook. I see TikTok taking 

incremental ad budgets from Facebook, as momentum keeps swinging in the new networkôs favor. 

Facebook will continue investing in long-form news shows, but with a European focus. The platformôs 

bid for long-form, episodic content shows no sign of lessening any time soon, leading to more mid-roll 

programmatic advertising opportunities for brands. 

https://marketingland.com/as-advertisers-pull-back-on-facebook-instagrams-ad-spend-growth-rate-is-booming-246265
https://marketingland.com/facebook-reported-strong-ad-revenue-growth-in-q2-instagram-ads-continue-to-drive-impression-growth-264398
https://marketingland.com/facebook-reported-strong-ad-revenue-growth-in-q2-instagram-ads-continue-to-drive-impression-growth-264398
https://marketingland.com/facebook-lost-15-million-users-marketers-remain-unfazed-258164
https://marketingland.com/author/amy-gesenhues
https://www.mediapost.com/publications/article/341006/7-social-media-trends-to-watch-out-for-before-2020.html
https://www.mediapost.com/publications/article/341006/7-social-media-trends-to-watch-out-for-before-2020.html
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We will see more ads within Instagram Stories. Story ad frequency has drastically increased in recent 

months, to the point where it's detracting from the overall Instagram user experience. For example, 

Instagram was experimenting with increasing ad volume in Stories via testing back-to-back Stories ads 

from different brands. This kind of feature could really tick off users. 

Instagram will continue its inevitable decline of organic reach. Facebook-owned Instagram will follow 

the path of the holding company. We will see organic reach continue to decline, as brands will need to 

continue to pay more to access the community they've invested in growing. The latest data shows a steep 

decline over time, and I expect this to accelerate in the next 12 months. 

Facebook Groups will provide a big opportunity for brands. Facebook has platform challenges, as 

audience growth stagnates and young people leave the platform in droves. Facebook needs to find a 

purpose in people's lives, and the company believes that will come in the form of Groups. Facebook is 

changing the user experience to put Groups and community at the center of the platform, which offers an 

opportunity for brands that act quickly and start to nurture their own communities in this arena. 

Twitter will continue to offer brands the most cost-effective opportunity to reach many 

people.Twitter continues to hold value in the social world, despite changing since its inception. A well-

written, well-timed tweet is one of the only ways in which a brand can create viral magic, reaching millions 

of people without paying big media bucks. Due to the success of fast food brands and other playful brands 

on Twitter, we'll see many companies try their hand at the art of Twitter satire. Iôm a huge fan of the 

platform; more and more brands should be investing headspace and creative efforts into Twitter. 

50% of all brands will launch or plan to launch their own podcast. Podcasting allows marketers to 

create self-owned media outside of social algorithms and change up their media offerings. With the entry 

level to podcasting rather low from an investment standpoint, many brands will try creating branded 

podcasts. I believe many of these brands will fail, but the 20% of brands that get them right will reap all 

the rewards. 

 

ʅʆɺʆʉʊʀ ʀʅʊɽʈʅɽʊ-ʈɽʂʃɸʄʓ ɹɽʃɸʈʋʉʀ ...é.éééééééééééé. 

ʀʟʤʝʥʝʥʠʝ ʣʠʯʥʦʛʦ ʝʞʝʤʝʩʷʯʥʦʛʦ ʜʦʭʦʜʘ ʙʝʣʘʨʫʩʢʠʭ ʠʥʪʝʨʥʝʪ-

ʧʦʣʴʟʦʚʘʪʝʣʝʡ 

http://www.infopolicy.biz/?p=11898 

http://www.infopolicy.biz/?p=11898
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15 ʩʝʥʪʷʙʨʷ 2019 ʙʳʣʠ ʦʧʫʙʣʠʢʦʚʘʥʳ ʜʘʥʥʳʝ ʟʘ ʘʚʛʫʩʪ 2019 ʨʝʛʫʣʷʨʥʦʛʦ ʤʝʜʠʘʠʩʩʣʝʜʦʚʘʥʠʷ 

gemiusAudience, ʧʦʜʛʦʪʦʚʣʝʥʥʦʛʦ ʧʦ ʤʝʪʦʜʦʣʦʛʠʠ Overnight, ʧʨʦʚʦʜʠʤʦʛʦ ʧʦ ʠʥʠʮʠʘʪʠʚʝ 

ʠʩʩʣʝʜʦʚʘʪʝʣʴʩʢʦʡ ʢʦʤʧʘʥʠʠ #DB3. 

ʉʨʘʚʥʝʥʠʝ ʫʨʦʚʥʷ ʣʠʯʥʦʛʦ ʝʞʝʤʝʩʷʯʥʦʛʦ ʜʦʭʦʜʘ ʙʝʣʘʨʫʩʢʠʭ ʠʥʪʝʨʥʝʪ-ʧʦʣʴʟʦʚʘʪʝʣʝʡ: ʘʚʛʫʩʪ 

2018 ʛ. ʢ ʘʚʛʫʩʪʫ 2019 ʛ.: 

 

ʂʘʢ ʚʠʜʥʦ ʠʟ ʛʨʘʬʠʢʘ, ʥʘʠʙʦʣʴʰʠʝ ʠʟʤʝʥʝʥʠʷ ʧʨʦʠʟʦʰʣʠ ʚ ʜʚʫʭ ʛʨʫʧʧʘʭ. ʋʤʝʥʴʰʠʣʦʩʴ ʯʠʩʣʦ 

ʙʝʣʘʨʫʩʢʠʭ ʠʥʪʝʨʥʝʪ-ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩ ʝʞʝʤʝʩʷʯʥʳʤ ʜʦʭʦʜʦʤ ʦʪ 120 ʜʦ 180 ʜʦʣʣʘʨʦʚ ʉʐɸ ʠ 

ʫʚʝʣʠʯʠʣʦʩʴ ʯʠʩʣʦ ʠʥʪʝʨʥʝʪ-ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩ ʜʦʭʦʜʦʤ ʦʪ 250 ʜʦ 400 ʜʦʣʣʘʨʦʚ ʉʐɸ ʚ ʤʝʩʷʮ. 

ʆʜʥʘ ʠʟ ʩʘʤʳʭ ʣʶʙʠʤʳʭ ʮʝʣʝʚʳʭ ʘʫʜʠʪʦʨʠʡ (ʎɸ) ʫ ʙʦʣʴʰʦʛʦ ʯʠʩʣʘ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ð ʵʪʦ 

ʧʦʣʴʟʦʚʘʪʝʣʠ ʩ ʚʳʩʦʢʠʤ ʫʨʦʚʥʝʤ ʜʦʭʦʜʘ. 

ʊʦʧ20 ʘʫʜʠʨʫʝʤʳʭ ʩʘʡʪʦʚ, ʠʟ ʯʠʩʣʘ ʫʯʘʩʪʚʫʶʱʠʭ ʚ ʨʝʛʫʣʷʨʥʦʤ ʤʝʜʠʘʠʩʩʣʝʜʦʚʘʥʠʠ, ʩ ʥʘʠʙʦʣʝʝ 

ʚʳʩʦʢʠʤ ʠʥʜʝʢʩʦʤ ʩʦʦʪʚʝʪʩʪʚʠʷ (affinity) ʜʣʷ ʜʝʩʢʪʦʧʥʦʡ (ʢʦʤʧʴʶʪʝʨʥʦʡ) ʮʝʣʝʚʦʡ ʘʫʜʠʪʦʨʠʠ ʩ 

ʜʦʭʦʜʦʤ ʙʦʣʝʝ 1000 ʜʦʣʣʘʨʦʚ ʚ ʤʝʩʷʮ, ʪ.ʝ. ʪʝ ʩʘʡʪʳ, ʫ ʢʦʪʦʨʳʭ ʚ ʘʫʜʠʪʦʨʠʠ ʜʘʥʥʘʷ ʎɸ ʠʤʝʝʪ 

ʥʘʠʙʦʣʴʰʫʶ ʜʦʣʶ ʦʪʥʦʩʠʪʝʣʴʥʦ ʚʩʝʡ ʘʫʜʠʪʦʨʠʠ: 
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ʇʦʣʥʳʝ ʨʝʟʫʣʴʪʘʪʳ ʠʩʩʣʝʜʦʚʘʥʠʡ, ʚʢʣʶʯʘʷ ʜʦʩʪʫʧ ʢ ʝʞʝʜʥʝʚʥʦʤʫ ʨʝʡʪʠʥʛʫ, ʝʩʪʴ ʫ ʨʝʛʫʣʷʨʥʳʭ 

ʧʦʜʧʠʩʯʠʢʦʚ 

ʘʫʜʠʪʦʨʥʦʛʦ ʤʝʜʠʘʠʩʩʣʝʜʦʚʘʥʠʷ. 

ð WebExpert; 

ð ENTER NET AV; 

ð TUT.BY; 

ð Kufar; 

ð ʂʦʤʩʦʤʦʣʴʩʢʘʷ ʧʨʘʚʜʘ; 

ð Starcom; 

ð Vondel; 

ð Salmon Media; 

ð ADV; 

ð ZenithOptimedia; 

ð Webcom media; 

ð Wunder. 
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ʇʦ ʚʦʧʨʦʩʘʤ ʧʦʢʫʧʢʠ ʨʝʟʫʣʴʪʘʪʦʚ ʘʫʜʠʪʦʨʥʦʛʦ ʠʩʩʣʝʜʦʚʘʥʠʷ ʤʦʞʥʦ ʦʙʨʘʱʘʪʴʩʷ ʧʦ ʘʜʨʝʩʫ: 

mikhail.doroshevich @ gemius.com 

 

ʅʆɺʆʉʊʀ IAB GLOBAL ..ééééééééé...éé.éééééééééééé. 

IAB Russia ʦʮʝʥʠʣʘ ʨʳʥʦʢ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ ʧʦ ʩʝʛʤʝʥʪʘʤ 

https://www.sostav.ru/publication/iab-russia-otsenila-rynok-interaktivnoj-reklamy-po-segmentam-

39283.html 

ʈʝʢʣʘʤʘ ʚ ʠʥʪʝʨʥʝʪʝ ʧʨʦʜʦʣʞʘʝʪ ʨʘʩʪʠ ʙʣʘʛʦʜʘʨʷ ʤʥʦʛʦʦʙʨʘʟʠʶ ʬʦʨʤʘʪʦʚ, ʜʦʩʪʫʧʥʳʭ ʧʣʦʱʘʜʦʢ 

ʠ ʧʦʜʪʚʝʨʞʜʘʝʤʦʡ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʢʘʤʧʘʥʠʡ 

IAB Russia 

ʈʝʢʣʘʤʘ ʚ ʠʥʪʝʨʥʝʪʝ ʷʚʣʷʝʪʩʷ ʝʜʠʥʩʪʚʝʥʥʳʤ ʜʨʘʡʚʝʨʦʤ ʨʦʩʪʘ ʨʝʢʣʘʤʥʦʛʦ ʨʳʥʢʘ. ʇʦ ʜʘʥʥʳʤ IAB 

Russia, ʚ ʧʝʨʚʦʡ ʧʦʣʦʚʠʥʝ 2019 ʛʦʜʘ ʦʙʲʝʤ ʨʳʥʢʘ ʩʦʩʪʘʚʠʣ 110,8 ʤʣʨʜ ʨʫʙ., ʧʦʢʘʟʘʚ 19% ʜʠʥʘʤʠʢʫ 

https://www.sostav.ru/publication/iab-russia-otsenila-rynok-interaktivnoj-reklamy-po-segmentam-39283.html
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