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ʊʈɽʅɼʓ éééééééé...ééééééééééééééééééééééé 

ɺʳʨʫʯʢʘ Mail.ru Group ʦʪ ʨʝʢʣʘʤʳ ʚʳʨʦʩʣʘ ʥʘ 9,3% ʟʘ ʧʝʨʚʳʡ ʢʚʘʨʪʘʣ 

ɺʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʛʨʫʧʧʘ ʦʞʠʜʘʝʪ ʧʘʜʝʥʠʷ ʨʝʢʣʘʤʥʳʭ ʜʦʭʦʜʦʚ 

https://www.sostav.ru/publication/vyruchka-mail-ru-group-vyrosla-na-14-3-za-pervyj-kvartal-43041.html 

Mail.ru Group ʦʧʫʙʣʠʢʦʚʘʣʘ ʬʠʥʘʥʩʦʚʳʝ ʨʝʟʫʣʴʪʘʪʳ ʟʘ ʧʝʨʚʳʡ ʢʚʘʨʪʘʣ 2020 ʛʦʜʘ. ɺʳʨʫʯʢʘ 

ʢʦʤʧʘʥʠʠ ʦʪ ʨʝʢʣʘʤʳ ʚ ʧʝʨʚʦʤ ʢʚʘʨʪʘʣʝ ʫʚʝʣʠʯʠʣʘʩʴ ʥʘ 9,3% ʠ ʩʦʩʪʘʚʠʣʘ 8,6 ʤʣʨʜ ʨʫʙ. 

ɿʘ ʘʥʘʣʦʛʠʯʥʳʡ ʧʝʨʠʦʜ ʧʨʦʰʣʦʛʦ ʛʦʜʘ ʪʝʤʧʳ ʨʦʩʪʘ ʨʝʢʣʘʤʥʳʭ ʜʦʭʦʜʦʚ ʙʳʣʠ ʚ ʜʚʘ ʨʘʟʘ ʚʳʰʝ 

ʠ ʜʦʩʪʠʛʘʣʠ 19,3%. ɺ ʢʦʤʧʘʥʠʠ ʦʪʤʝʯʘʶʪ, ʯʪʦ ʪʝʢʫʱʠʡ ʢʨʠʟʠʩ ʦʢʘʟʳʚʘʝʪ ʜʘʚʣʝʥʠʝ ʥʘ ʨʝʢʣʘʤʥʳʝ 

ʙʶʜʞʝʪʳ ʠ ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʩʠʪʫʘʮʠʷ ʪʦʣʴʢʦ ʫʭʫʜʰʠʪʩʷ. 

Mail.ru Group: 

ʊʝʥʜʝʥʮʠʷ, ʢʦʪʦʨʫʶ ʤʳ ʥʘʙʣʶʜʘʝʤ ʩ ʤʘʨʪʘ, ʧʨʦʜʦʣʞʠʪʩʷ ʠ ʙʫʜʝʪ ʝʱʝ ʩʠʣʴʥʝʝ ʚʳʨʘʞʝʥʘ 

ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ, ʚʩʣʝʜʩʪʚʠʝ ʯʝʛʦ ʤʳ ʦʞʠʜʘʝʤ ʧʘʜʝʥʠʝ ʨʝʢʣʘʤʥʦʡ ʚʳʨʫʯʢʠ ʚ ʪʝʢʫʱʝʤ 

ʢʚʘʨʪʘʣʝ. 

ɺʦʟʤʦʞʥʦʩʪʴ ʧʨʦʛʥʦʟʠʨʦʚʘʥʠʷ ʜʣʷ ʨʝʢʣʘʤʥʦʛʦ ʙʠʟʥʝʩʘ ʟʘʚʠʩʠʪ ʦʪ ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʠ ʨʝʞʠʤʘ 

ʩʘʤʦʠʟʦʣʷʮʠʠ ʠ ʦʪ ʜʠʥʘʤʠʢʠ ʮʝʥ ʥʘ ʥʝʬʪʴ, ʠ ʥʠ ʧʦ ʦʜʥʦʤʫ ʠʟ ʵʪʠʭ ʜʚʫʭ ʬʘʢʪʦʨʦʚ ʚ ʜʘʥʥʳʡ ʤʦʤʝʥʪ 

ʥʝʪ ʧʦʣʥʦʡ ʷʩʥʦʩʪʠ. ʊʝʤ ʥʝ ʤʝʥʝʝ, ʤʳ ʨʘʩʩʯʠʪʳʚʘʝʤ, ʯʪʦ ʩʪʨʫʢʪʫʨʥʳʡ ʧʝʨʝʭʦʜ ʢ ʦʥʣʘʡʥ-ʨʝʢʣʘʤʝ 

ʧʨʦʜʦʣʞʠʪʩʷ ʚ ʪʝʯʝʥʠʝ 2020 ʛʦʜʘ, ʙʣʘʛʦʜʘʨʷ ʯʝʤʫ ʦʥʘ ʧʦʢʘʞʝʪ ʙʦʣʝʝ ʫʚʝʨʝʥʥʫʶ ʜʠʥʘʤʠʢʫ, ʯʝʤ 

ʜʨʫʛʠʝ ʨʝʢʣʘʤʥʳʝ ʢʘʥʘʣʳ. 

ɺ ʢʦʤʧʘʥʠʠ ʦʪʤʝʪʠʣʠ, ʯʪʦ ʢʨʫʧʥʝʡʰʠʝ ʨʝʢʣʘʤʦʜʘʪʝʣʠ, ʢʦʪʦʨʳʝ ʧʨʠʥʦʩʷʪ ʙʦʣʝʝ 10% ʨʝʢʣʘʤʥʦʡ 

ʚʳʨʫʯʢʠ ð FMCG ʠ e-commerce. ɼʣʷ ʥʠʭ ʩʠʪʫʘʮʠʷ ʚ ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʦʪʥʦʩʠʪʝʣʴʥʦ ʙʣʘʛʦʧʨʠʷʪʥʘ. 

ʄʘʣʳʡ ʠ ʩʨʝʜʥʠʡ ʙʠʟʥʝʩ ʧʨʠʥʦʩʷʪ ʢʦʤʧʘʥʠʠ ʤʝʥʝʝ 25% ʨʝʢʣʘʤʥʳʭ ʜʦʭʦʜʦʚ. ɺʩʝʛʦ ʜʦʣʷ ʨʝʢʣʘʤʳ 

ʚ ʚʳʨʫʯʢʝ ʢʦʤʧʘʥʠʠ ʩʦʩʪʘʚʣʷʝʪ ʦʢʦʣʦ 40%. 

ɺ Mail.ru Group ʨʘʩʩʯʠʪʳʚʘʶʪ, ʯʪʦ ʩʧʘʜ ʥʘ ʣʦʢʘʣʴʥʦʤ ʨʝʢʣʘʤʥʦʤ ʨʳʥʢʝ ʯʘʩʪʠʯʥʦ ʢʦʤʧʝʥʩʠʨʫʝʪ 

ʜʦʭʦʜ ʦʪ ʄʄʆ-ʠʛʨ, ʥʘ ʢʦʪʦʨʳʝ ʧʨʠʭʦʜʠʪʩʷ ʙʦʣʝʝ 30% ʚʳʨʫʯʢʠ. ʇʦ ʩʣʦʚʘʤ ʢʦʤʧʘʥʠʠ, ʩ ʢʦʥʮʘ ʤʘʨʪʘ 

ʚ ʵʪʦʤ ʩʝʛʤʝʥʪʝ ʥʘʙʣʶʜʘʝʪʩʷ ʧʦʟʠʪʠʚʥʳʡ ʪʨʝʥʜ. 

ʀʟ-ʟʘ ʵʢʦʥʦʤʠʯʝʩʢʦʡ ʩʠʪʫʘʮʠʠ ʢʦʤʧʘʥʠʷ ʦʪʢʘʟʘʣʘʩʴ ʦʪ ʩʚʦʝʛʦ ʧʨʦʛʥʦʟʘ ʥʘ 2020 ʛʦʜ ʠ ʧʦʢʘ 

ʥʝ ʛʦʪʦʚʘ ʧʨʝʜʩʪʘʚʠʪʴ ʦʙʥʦʚʣʝʥʥʳʡ. ʆʜʥʘʢʦ ʛʝʥʝʨʘʣʴʥʳʡ ʜʠʨʝʢʪʦʨ Mail.ru Group ɹʦʨʠʩ ɼʦʙʨʦʜʝʝʚ 

ʨʘʩʩʢʘʟʘʣ, ʯʪʦ ʢʦʤʧʘʥʠʷ ʧʨʦʚʝʣʘ ʩʪʨʝʩʩ-ʪʝʩʪ. ʇʦ ʝʛʦ ʨʝʟʫʣʴʪʘʪʘʤ ʨʦʩʪ ʦʥʣʘʡʥ-ʨʝʢʣʘʤʳ 

https://www.sostav.ru/publication/vyruchka-mail-ru-group-vyrosla-na-14-3-za-pervyj-kvartal-43041.html
https://corp.mail.ru/ru/press/releases/10601/
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ʚʦʟʦʙʥʦʚʠʪʩʷ ʣʠʰʴ ʚ 2021 ʛʦʜʫ. çʄʳ ʧʦ-ʧʨʝʞʥʝʤʫ ʦʞʠʜʘʝʤ, ʯʪʦ ʚ 2020 ʛʦʜʫ ʢʦʤʧʘʥʠʷ ʙʫʜʝʪ 

ʘʢʪʠʚʥʦ ʨʘʩʪʠ, ʭʦʪʴ ʠ ʩ ʙʦʣʝʝ ʥʠʟʢʦʡ ʨʝʥʪʘʙʝʣʴʥʦʩʪʴʶè, ð ʜʦʙʘʚʠʣ ʦʥ. 

ɺ ʮʝʣʦʤ, ʧʦ ʠʪʦʛʘʤ ʧʝʨʚʦʛʦ ʢʚʘʨʪʘʣʘ ʩʦʚʦʢʫʧʥʘʷ ʚʳʨʫʯʢʘ Mail.ru Group ʚʳʨʦʩʣʘ ʥʘ 14,3% ð ʜʦ 22,3 

ʤʣʨʜ. ʏʠʩʪʘʷ ʧʨʠʙʳʣʴ ʫʧʘʣʘ ʥʘ 22,2% ʦʪʥʦʩʠʪʝʣʴʥʦ ʥʘʯʘʣʘ 2019 ʛʦʜʘ ð ʜʦ 2,2 ʤʣʨʜ ʨʫʙʣʝʡ. 

ʈʝʟʫʣʴʪʘʪʳ ʧʦ ʩʝʨʚʠʩʘʤ: 

ɺʳʨʫʯʢʘ çɺʂʦʥʪʘʢʪʝè ʚʳʨʦʩʣʘ ʙʦʣʝʝ ʯʝʤ ʥʘ 20%. ʊʦʯʥʫʶ ʩʫʤʤʫ ʚ ʢʦʤʧʘʥʠʠ ʥʝ ʨʘʩʢʨʳʣʠ. 

ʇʦ ʩʨʘʚʥʝʥʠʶ ʩ ʧʝʨʚʳʤ ʢʚʘʨʪʘʣʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ, ʧʦʣʴʟʦʚʘʪʝʣʠ ʥʘ 24% ʩʪʘʣʠ ʯʘʱʝ ʟʚʦʥʠʪʴ 

ʩ ʧʦʤʦʱɹʁ çɺʂʦʥʪʘʢʪʝè ʠ ʥʘ 40% ʙʦʣʴʰʝ ʦʙʤʝʥʠʚʘʪʴʩʷ ʩʦʦʙʱʝʥʠʷʤʠ. 

ɺ ʧʝʨʠʦʜ çʠʟʦʣʷʮʠʠè ʧʦʣʴʟʦʚʘʪʝʣʠ ʩʪʘʣʠ ʙʦʣʴʰʝ ʚʨʝʤʝʥʠ ʧʨʦʚʦʜʠʪʴ ʚ çʆʜʥʦʢʣʘʩʩʥʠʢʘʭè. 

ʉʨʝʜʥʝʝ ʚʨʝʤʷ ʚ ʩʦʮʩʝʪʠ ʥʘ Android-ʫʩʪʨʦʡʩʪʚʘʭ ʚʳʨʦʩʣʦ ʥʘ 24%, ʥʘ iOS ð ʥʘ 9%. ɿʘ ʛʦʜ 

ʧʦʣʴʟʦʚʘʪʝʣʠ ʩʪʘʣʠ ʩʦʚʝʨʰʘʪʴ ʥʘ 39% ʙʦʣʴʰʝ ʟʚʦʥʢʦʚ ʠ ʦʪʧʨʘʚʣʷʪʴ ʥʘ 37% ʙʦʣʴʰʝ ʩʦʦʙʱʝʥʠʡ. 

ɺʳʨʫʯʢʘ ʩʝʨʚʠʩʘ ʜʦʩʪʘʚʢʠ ʝʜʳ Delivery Club ʟʘ ʷʥʚʘʨʴ-ʤʘʨʪ 2020 ʛʦʜʘ ʚʳʨʦʩʣʘ ʚ 2 ʨʘʟʘ 

ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʘʥʘʣʦʛʠʯʥʳʤ ʧʝʨʠʦʜʦʤ 2019 ʛʦʜʘ ʠ ʩʦʩʪʘʚʠʣʘ 1,8 ʤʣʨʜ ʨʫʙʣʝʡ. ɿʘʢʘʟʳ ʚ ʤʘʨʪʝ 

ʜʦʩʪʠʛʣʠ ʨʝʢʦʨʜʥʦʛʦ ʢʦʣʠʯʝʩʪʚʘ ð 3,8 ʤʣʥ ʟʘ ʤʝʩʷʮ, ʯʪʦ ʥʘ 88% ʙʦʣʴʰʝ, ʯʝʤ ʚ ʤʘʨʪʝ 2019. 

ɺʳʨʫʯʢʘ ʩʝʨʚʠʩʘ ʦʙʲʷʚʣʝʥʠʡ çʖʣʘè ʟʘ ʪʨʠ ʤʝʩʷʮʘ ʚʳʨʦʩʣʘ ʥʘ 75% ð ʜʦ 699 ʤʣʥ ʨʫʙʣʝʡ. ʉʝʨʚʠʩ 

ʪʘʢʩʠ çʉʠʪʠʤʦʙʠʣè ʫʚʝʣʠʯʠʣ ʢʦʣʠʯʝʩʪʚʦ ʧʦʝʟʜʦʢ ʚ 3,7 ʨʘʟ ð ʜʦ 39,5 ʤʣʥ ʟʘ ʢʚʘʨʪʘʣ. 

ʈʘʩʪʝʪ ʘʫʜʠʪʦʨʠʷ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʭ ʩʝʨʚʠʩʦʚ. ɿʘ ʧʝʨʚʳʝ ʜʚʝ ʥʝʜʝʣʠ ʨʝʞʠʤʘ ʩʘʤʦʠʟʦʣʷʮʠʠ 

ʥʘ ʧʦʨʪʘʣʝ GeekBrains ʢʦʣʠʯʝʩʪʚʦ ʨʝʛʠʩʪʨʘʮʠʡ ʤʝʩʷʮ ʢ ʤʝʩʷʮʫ ʚʳʨʦʩʣʦ ʥʘ 648%, ʘ ʯʠʩʣʦ ʥʦʚʳʭ 

ʧʣʘʪʷʱʠʭ ʩʪʫʜʝʥʪʦʚ ð ʥʘ 89%. ʅʝʜʝʣʴʥʘʷ ʘʢʪʠʚʥʘʷ ʘʫʜʠʪʦʨʠʷ ʦʥʣʘʡʥ-ʫʥʠʚʝʨʩʠʪʝʪʘ Skillbox 

ʫʚʝʣʠʯʠʣʘʩʴ ʥʘ 33%, ʜʦʣʷ ʘʢʪʠʚʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʚʳʨʦʩʣʘ ʩ 17,6% ʜʦ 21%. ʉʦʚʦʢʫʧʥʘʷ ʚʳʨʫʯʢʘ 

ʩʝʛʤʝʥʪʘ ʦʥʣʘʡʥ-ʦʙʨʘʟʦʚʘʥʠʷ ʟʘ ʧʝʨʚʳʝ ʪʨʠ ʤʝʩʷʮʘ 2020 ʛʦʜʘ ʩʦʩʪʘʚʠʣʘ 738 ʤʣʥ ʨʫʙʣʝʡ. 

 

How to strengthen your digital marketing strategy during uncertain times 

https://adage.com/article/industry-insights/how-strengthen-your-digital-marketing-strategy-during-

uncertain-times/2249691 

In late March, social distancing guidelines surrounding COVID-19, the disease caused by the novel 

coronavirus, were extended through April in the U.S. Since entering this reality, weôve witnessed an 

overwhelming urge to use this time productively, an especially relevant truth for marketers. Although it can 

https://adage.com/article/industry-insights/how-strengthen-your-digital-marketing-strategy-during-uncertain-times/2249691
https://adage.com/article/industry-insights/how-strengthen-your-digital-marketing-strategy-during-uncertain-times/2249691
https://www.nytimes.com/2020/03/29/us/politics/trump-coronavirus-guidelines.html
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feel counterintuitive to dive into a digital strategy during times of uncertainty, Iôve learned as the founder 

of a public relations agency that the worst thing a brand can do is go dark. 

With consumers spending more time at home and on their screens, there is huge potential to position your 

brand effectively during the crisis, as well as create lasting improvements that make a positive impact on 

your audience. Consider the following steps for strengthening digital marketing efforts during this time: 

Communicate with empathy. 

Some advertisers struggle with how to respond in trying times. Although you might believe it's easier to 

say nothing at all, doing so could cause your brand to lose its chance to become a valuable partner in 

getting consumers through this hardship. 

Of course, breaking through important updates from the World Health Organization and Centers for 

Disease Control and Prevention must be done tactfully to avoid sounding out of touch. 

As Gartner suggested, marketers must ask if their messaging says something new and is in line with 

consumers' current needs. Specifically, as a New York Times article titled "Coronavirus Has Opened the 

Corporate Email Floodgates" pointed out, ñAvoid dropping updates about your staff in the same email in 

which you send out a coupon code.ò 

Having sensitivity and recognizing the concerns of your audience is the most vital aspect of communicating 

during times of uncertainty. Failing to acknowledge the impact at all not only lacks positive change, but it 

can also create negative results for your brand. Be sure to craft digital marketing strategies that reflect 

empathy and thoughtfully developed content. Share specifically relevant resources with your consumers, 

and explain the ways youôre continuing to support your community (not just your company) through this 

time. 

Share content that connects with your audience. 

As more people work remotely and spend more time at home, itôs no secret that the amount of time we're 

spending looking at screens is increasing. As the mere exposure effect draws consumers to products or 

services they are more familiar with, a continued commitment to digital can help you connect with your 

audience. 

Even in uncertain times, I believe it is still wise to define and use a marketing budget to create high-quality, 

shareable content. Doing so serves as an immediate investment in long-term returns, even after consumer 

behavior returns to normal rates. If developing new content is difficult, turn to previously developed 

evergreen content to repurpose and share. 

https://www.gartner.com/en/marketing/insights/daily-insights/dos-and-donts-of-covid-related-communications-with-your-customers
https://www.nytimes.com/2020/03/22/business/coronavirus-emails.html?smtyp=cur&smid=fb-nytimes
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Brands can also use this time to experiment with strategies, develop new content and see what works best 

for them. Be responsive as new approaches roll out, and make pivots quickly upon determining best 

practices. With an engaged audience, brands can better sample new techniques and improve how they 

connect with customers. 

Add to consumers' e-commerce experience. 

Finally, whether you offer delivery as a convenient alternative to in-store shopping or you create goods 

that make time at home more enjoyable, brands should anticipate a bump in e-commerce, especially for 

consumer packaged goods and necessary purchases. 

In past emergencies, many brands realized the tried-and-true effects of step-change strategies, processes 

that add value to the consumer experience by putting them at the center. Doing so ensures that every step 

along the buying route is seamless and enjoyable. 

Adding to the e-commerce experience could include creating new options for pre-purchase product 

engagement, such as increased photo content, video or even augmented reality tools. You might also 

consider investing in improving product visibility through efforts like free registration with the Google 

Merchant Center. Doing so adds products to the search engine's shopping results. 

All in all, now is the time for brands to really prove their value to consumers. What are you saying and 

offering that goes above and beyond in times of need? Why should consumers choose you to spend their 

time engaging with? As we learn how to best interact with our customers in this shifting environment, we 

have to remain thoughtful through our messaging and offer unparalleled service. 

 

What do consumers think about artificial intelligence? 

https://www.smartbrief.com/original/2020/04/what-do-consumers-think-about-artificial-

intelligence?utm_source=brief 

There seems to be an odd disconnect when it comes to the publicôs embracing of artificial intelligence. Ask 

marketers and theyôll tell you they love the technology. They visualize a rosy future where life is good 

thanks to AI innovations.  Leaders of global enterprise also seem equally enamored by AI. They canôt wait 

to deploy groundbreaking programs that will render impeccable insights on their customerôs every want 

and need. 

https://www.smartbrief.com/original/2020/04/what-do-consumers-think-about-artificial-intelligence?utm_source=brief
https://www.smartbrief.com/original/2020/04/what-do-consumers-think-about-artificial-intelligence?utm_source=brief
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But then thereôs the consumer group itself. AIôs ultimate target demographic. This is the massive group 

thatôs poised to reap the most benefits from an AI-powered customer experience, and yet theyôre also the 

group that expresses cautious, mixed feelings about adopting this new technology into daily life. 

In order to glean a better understanding of how consumers assess the current AI landscape, and what 

they think about its future prospects, my agency, Blue Fountain Media, surveyed more than 1,000 people 

in the US between the ages of 18-65 for their authentic feelings about AI. 

As marketers, these survey findings hold key insights into how we might shape our communications with 

consumers, as AI becomes a larger part of our tool belt.  

To summarize, while there still appears to be a great deal of consumer trepidation about AI, inroads are 

being made -- so thereôs no reason to ring the death knell on the technology quite yet. But what can we 

learn from understanding the areas of success -- and the areas where there are still misgivings -- when it 

comes to the consumerôs relationship with AI? 

Summary findings 

Many consumers arenôt sure what AI is or does 

While those of us in the business world are invested in knowing what AI is and how it can be leveraged, 

some 43% of survey respondents reported they werenôt exactly sure what AI is or how itôs being currently 

employed. In fact, some 7% indicated that they donôt know and donôt care what AI is. And when you look 

at the stat below, it seems that even those who are knowledgeable of AIôs capabilities donôt have the best 

feelings about it. 

Marketers can help educate the public about the benefits of AI by featuring it as a part of the story whenever 

they introduce consumers to an AI-powered program or campaign. Itôs time to give AI such much-needed 

credit for improving the customer experience and raise consumer awareness about the benefits. 

Consumers are wary of an AI-powered future 

Itôs telling that only 26% of respondents reported feeling ñgreatò about Artificial Intelligence. A majority of 

respondents (60%) had a lukewarm acceptance of AI, allowing for its ultimate future potential but also 

noting that we need to be careful of how itôs employed. In what might be a sign that the tide is turning on 

public opinion, only a relatively small percentage of respondents (6%) said they feel ñbadò about AI or that 

the technology presents an imminent threat to mankind. 
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Drilling into the apprehension about AI a little more, 34% cited they were concerned an AI program might 

inadvertently injure or kill someone. A slightly smaller percentage of respondents (32%) worried that AI 

would eventually replace all of our jobs which would drastically affect the consumer economy. 

Despite these fears, a majority of respondents either felt positive or neutral about the pace at which AI is 

rolling out. Some 38% said they feel comfortable with how quickly AI is being incorporated into their lives, 

while 26% said they feel neutral because they havenôt noticed one way or the other. 

Once again, as marketers, we can make our jobs a lot easier if we run some interference against these 

negative perceptions. The sooner consumers get comfortable with AI integrating into their lives, the sooner 

they will trust and embrace our messages. 

Where are consumers embracing AI? 

When it comes to enjoying the fruits of the AI consumer experience, people are looking at their smart home 

devices which currently represent AIôs most visible and personally impactful use. About 39% of survey 

respondents cited smart home devices, such as voice assistants like Alexa, Nest thermostats, and Ring 

doorbells as their favorite use of AI. The other area of AI consumer acceptance (18%) said AI has its 

largest impact on GPS and related navigational tours. 

Having a voice assistant strategy is a must-have for marketers today.  Not only have they embraced these 

devices, but theyôre also increasingly relying on them for search and shopping. With a sound voice 

strategy, the brand or clients you represent will have a better shot of being discovered and used. 

Consumers demand a human touch 

One interesting survey finding reveals a deep-seated concern of the part of consumers that a human 

element remains an element of the AI equation. Overwhelmingly, 87% report that they would trust the 

diagnosis of a human doctor over an AI one.  When it comes to customer service, jaded no doubt by years 

of telephone-tree loops and robocalls, 41% said they wanted their service issues resolved by with a human 

agent. 

People will always play a big role in AI. Developing it, enhancing it and correcting it.  Itôs important to let 

consumers know that AI doesnôt spell the end of human interaction ï and we can get that message across 

by including the human touch in our campaigns. 

Conclusion 
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The promise of AI for business is tremendous, but consumers still have concerns that brands must be 

aware of as they manage AI rollouts. The Blue Fountain Media survey suggests businesses use AI to 

augment experiences and customer service, without replacing human touchpoints altogether. Awareness 

of consumer sensitivities around the technology can help brands avoid missteps. 

Brian Byer is vice president, GM of Blue Fountain Media, a PacteraEDGE Company. He has 20 years of 

operations, technology, marketing, management and business analysis expertise. He manages the New 

York City agencyôs activities relating to the creation of professional content and commerce websites and 

facilitates the growth of the companyôs technology partnerships. 

 

Old school, millennial combo: 2020 marketing strategies 

https://www.smartbrief.com/original/2020/04/old-school-millennial-combo-2020-marketing-

strategies?utm_source=brief 

Mark Zuckerberg was only 23 years old when he stated that "young people are just smarter." What else 

would you expect from a millennial? Isnôt it only natural for millennials to be highly goal-oriented and over-

confident? 

Zuckerberg is now 36 years old and relies heavily on 50-year-old Sheryl Sandberg. Now, they exemplify 

millennials and old-schoolers working together for the continued success of Facebook. The same holds 

true for old school and millennial marketing strategies. 

According to Lexington Law, millennials have a purchasing power of $600 billion each year. They're also 

likely to take action on highly essential advertisements. After all, they make up 50% of all online purchases. 

As a digital marketer, you can't ignore millennials in your marketing strategy. Nearly all millennials use the 

internet in the United States. 

Understanding millennials 

For your strategy to work, you need to invest time and resources to understand their needs, pain points 

and interests. Using the right marketing tactic can help you get a higher conversion rate. It doesn't matter 

if you alert your audience to create social media marketing, or use your brand as a cause for social good. 

https://www.bluefountainmedia.com/
https://www.smartbrief.com/original/2020/04/old-school-millennial-combo-2020-marketing-strategies?utm_source=brief
https://www.smartbrief.com/original/2020/04/old-school-millennial-combo-2020-marketing-strategies?utm_source=brief
https://venturebeat.com/2007/03/26/start-up-advice-for-entrepreneurs-from-y-combinator-startup-school/
https://www.lexingtonlaw.com/blog/credit-cards/millennial-spending-habits.html
https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/
https://www.pewresearch.org/fact-tank/2019/09/09/us-generations-technology-use/
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Old school marketing is not obsolete, and it's not going to be anytime soon. It provides essential ways to 

connect with your audience and grow your business. Youôll see a high boost in your marketing campaign 

in 2020 if you complement old strategies with millennial strategies. 

So how do you effectively combine the old with the new to have a successful marketing campaign with a 

natural conversion rate? 

In this article youôll learn how: 

The old school methods that are still being used 

What the new techniques are 

How to combine the two methods to generate sales and traffic. 

What old school methods are still being used 

If you focus your entire effort on digital marketing, you will miss a lot of opportunities to drive sales and 

traffic. Despite the fact that we spend a lot of time in the online world, we still need to interact with actual 

people. Customers still prefer engaging with real people rather than artificial intelligence bots. 

That's why the following four traditional methods are still relevant in digital marketing. 

Cold calling 

Back in the 2000s, the conversion rate reduced from 10% to 3% after making over 200 calls. You don't 

need an expert to tell you that the technique used back then was decreasing. But that's where content 

marketing steps in. 

Content marketing introduces your company to your potential customers before any cold calls. That way, 

when you call the customer, the conversation will feel natural and not seem like a stranger on the phone. 

In case you're not aware, people don't like strangers calling them. 

Referrals 

One of the best ways to build a reputation is through referrals, that is, if done correctly. Most marketers' 

issue with the referral is its unreliability. They are unpredictable. So, if you're not able to get customers in 

a month or two, your business will be at risk of collapse. So what's the solution? Referral programs. 

https://www.google.com/books/edition/Customer_Relationship_Management/Ve-HoVfw7y4C?hl=en&gbpv=1&dq=year+2000+conversion+rate+on+cold+calling&pg=PA114&printsec=frontcover
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Referral programs are ways to encourage customers to invite their colleagues, friends, and family. In 

return, they get a discount, voucher, or a unique offer. It's a natural way to generate more sales and traffic 

to your business. 

What are the new methods used? 

There are many new marketing strategies circulating, some more successful than others. If you plan to 

remain in the competition, you need to adapt to the fast-paced millennial style of marketing rapidly. 

Let's not make a mistake: customer's behaviors and interests are difficult to predict. That's why you need 

to use these new methods currently being used. Using these techniques alone will guarantee a level of 

success. But combined with the old school marketing strategies, you'll be ahead of your competitors. 

Artificial intelligence 

Artificial intelligence is gradually becoming the center of the global industry and business. 

Very soon, AI will be the main force behind: 

Content creation 

Product recommendations 

Basic communication 

Email personalization 

Lead generation through social media 

If you want to move above brand engagement and brand awareness, lead generation via social media is 

the natural step forward. Social media is the ideal place to find customers interested in your business and 

services. 

The leads will help you keep your relationship with them, whether it's through sharing news or special 

offers. When done correctly, you can increase your sales through social media. 

How to combine these methods to generate sales and traffic 
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The natural way to increase sales and generate traffic is to combine the points explained above. The trick 

is knowing how, when, and where to combine them. If you want to be one of the leading e-commerce 

markets, follow these marketing strategies. 

Here's how the two marketing strategies can help your business grow rapidly. 

Word-of-mouth and content marketing 

At first glance, the thought of word-of-mouth seems outdated compared to the rise of artificial intelligence. 

But, word-of-mouth and influencing a conversation about your products and services play a crucial role in 

millennial marketing. 

Millennials will jump on any topic if it intrigues them. They can make your brand trend with just word-of-

mouth. Content marketing helps to distribute high-quality and engaging content through different outlets. 

Examples of the outlets are social media, forums, emails, etc. 

Through that, you can introduce referral programs so that they can encourage their friends to join the 

community or email list. The possibilities are endless! 

Cold calling and artificial intelligence 

More people rely on their smart devices to make inquiries about products and services, thanks to AI. That's 

why there are click-to-call ads, and why Google started call-only campaigns in 2018. 

You should not eliminate phone calls due to AI's. Instead, they should work together so that you can 

increase natural sales. 

Conclusion 

There are many ways to combine old school strategies and millennial marketing strategies. Both of them 

will produce excellent results to generate more sales and traffic. 

If you are in digital marketing, change is a crucial part of the job. You should be looking out for new 

technologies, tools, and techniques to improve your marketing campaign. However, do not ignore old 

school techniques. Together, you can generate more natural leads and traffic to boost your business. 

https://www.smartbrief.com/original/2020/02/leading-e-commerce-market-expands-its-reach
https://www.smartbrief.com/original/2020/02/leading-e-commerce-market-expands-its-reach
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Three Ways Digital Marketing Will Change Post COVID-19 

https://martechseries.com/mts-insights/guest-authors/three-ways-digital-marketing-will-change-post-

covid-19/ 

For the first weeks of COVID-19, it felt like the end of the world was indeed finally here. The stock market 

was falling, companies were laying people off, people were forced to work from home, grocery shelves 

emptied, and, almost every country in the world had infections and deaths soaring ï there seemed to be 

no end in sight. Many of us who have been through other crises before could not help make comparisons 

of past crises ð the dot-com bust of 2000, 9/11 in 2001, the financial crisis of 2008. However, even the 

most optimistic of us couldnôt help feeling that this was different ð never before, in our lifetimes at least, 

had we seen a crisis with a catastrophic combination of a financial crisis and a humanitarian crisis 

happening simultaneously and at a global scale. 

12 years ago, when I founded Jivox, just before the 2008 financial crisis, the thing I learned very quickly 

(and painfully) was that Marketing was almost always the very first budget to be cut in a crisis. In general, 

most CEOs and CFOs in the midst of such an enormous crisis, take the attitude of ñshoot first and then 

aimò when it comes to cutting costs in a crisis and marketing is an easy target. Given most of the Marketing 

function in large companies has traditionally been outsourced, itôs an easy place to cut before you think of 

cutting personnel. Within Marketing, media spend is, of course, the easiest to cut and so that goes first 

and then possibly services, tech vendors, and lastly personnel, probably in that order.  

COVID-19, therefore, at first felt like yet another crisis that would decimate Digital Marketing tech 

companies as budgets were cut and it seemed like we would go into another nuclear winter for tech 

purchases. COVID-19 was, of course, a crisis like many others before, but it was also unlike others ð 

different as it seemed like it could be short-lived, with various pundits predicting so-called ñVò and ñUò and 

ñboat-shapedò recoveries. As we saw groceries and consumables flying off the shelves (toilet paper 

anyone?), another question that came to mind was whether with the significant change in lifestyles with 

working from home, whether this was going to impact all businesses or just some. 

By carefully analyzing what our customers were doing, we tried quickly to understand what was going on. 

Within a few weeks, it became clear that this crisis was different. While certain industries like Travel and 

Hospitality and Retail were hit very hard and it felt like they may take a while to restart, many other 

industries it seemed could see a tremendous need and opportunity to invest in Digital Marketing 

technology. It is also clear that for others, due to the changing nature of their businesses (e.g. fast food 

becoming a delivery business), they would be forced to rethink archaic marketing strategies, tools, and 

processes that they have been living with. 

https://martechseries.com/mts-insights/guest-authors/three-ways-digital-marketing-will-change-post-covid-19/
https://martechseries.com/mts-insights/guest-authors/three-ways-digital-marketing-will-change-post-covid-19/
https://martechseries.com/?s=COVID-19
https://martechseries.com/?s=media%20spend
https://martechseries.com/?s=Digital%20Marketing
https://martechseries.com/?s=Retail
https://martechseries.com/?s=marketing%20strategies
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Here are a few considerations for marketers while planning for a post-COVID-19 future: 

Cost Savings from Creative and Content Production 

Todayôs creative and content production methods are ripe for disruption resulting in significant cost savings 

for brands. Most brands are still relying on an archaic content and creative production model that was built 

for TV and print advertising, where each piece of content and creative was manually created, edited, 

distributed and paid for. As Marketing channels continue to proliferate and as brands look to deliver 

relevance through personalized content and creative, these costs have significantly escalated.  

With the inevitable Marketing budget cuts, this is one area ripe for the use of technology to save millions 

of dollars in production costs.  Modern dynamic creative technology (DCO) enables creative content to be 

automatically versioned in multiple languages, product packagings, etc. without having to manually create 

and pay for each ad creative. Special offers and pricing can also be dynamically changed without having 

to spend millions of dollars on production fees. 

Direct 1:1 Consumer Marketing Becomes an Imperative 

CPG companies have been aware, for some time now, of the threat to their model of relying heavily on 

retail brick-and-mortar distribution for their products which made them heavily dependent on retailers. As 

a result, they havenôt had the opportunity to build direct relationships with consumers. While some have 

invested in eCommerce distribution of their products via eTailers like Amazon or even via Direct-to-

Consumer sales, many still depend very heavily on retailers to sell. 

COVID-19 has shut down retail sales almost entirely during the shelter-in-place phase, however, brands 

that have eCommerce offerings and direct-to-consumer marketing have skyrocketed in sales. CPG 

companies that relied heavily on TV, OOH, and Print advertising are now redirecting their Marketing 

investments to Digital Marketing as a new way to drive customers to purchase via their websites and apps. 

A quick shift to Digital Marketing is their response to retail salesô continuing to plummet and possibly not 

recovering for a while due to social distancing whether enforced or driven by consumer fear.   

Similarly, quick service restaurants (QSR) also are facing a bit of an existential crisis as dining out becomes 

risky and consumers instead are opting to order in. So, brands like McDonaldôs, Subway, Chipotle that 

focused most of their Marketing efforts on brand awareness need to shift gears quickly to 1:1 personalized 

digital marketing ð it is important that they direct consumers to their own or other food delivery services 

in order to survive. Again, even with quarantine restrictions lifted, it will be a while before consumer dining 

behavior returns to normal. 

https://martechseries.com/?s=Marketing%20channels
https://martechseries.com/?s=personalized%20content
https://martechseries.com/?s=CPG
https://martechseries.com/?s=Direct-to-Consumer
https://martechseries.com/?s=Direct-to-Consumer
https://martechseries.com/?s=eCommerce
https://martechseries.com/?s=TV
https://martechseries.com/?s=OOH
https://martechseries.com/?s=social%20distancing
https://martechseries.com/?s=brand%20awareness
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It is probably also true that the switch by consumers to ordering digitally for delivery may be a permanent 

switch as they have now learned out of necessity a new mechanism for dining that they either did not know 

was possible or simply did not get around to trying. Much like we have all learned by using Zoom that 

meetings donôt always have to involve travel or be face-to-face, this may be a permanent change. 

All of this means more investment in MarTech platforms designed for 1:1 personalized marketing that 

enables these brands to collect and use data for digital marketing, platforms to manage digital media 

purchases and creative and content automation platforms to deliver offers and personalized messaging. 

These are all technologies they did not have to worry about when relying on TV advertising, which was 

inherently one-size-fits-all and bought and executed for them manually by agencies. 

Agile Marketing Becomes the Norm 

The first thing brands learned from COVID-19 was that during a time of crisis, or an opportunity whether 

driven by a virus, by competition or consumer behavior, changing messaging and content to respond 

quickly is critical. Many brands took weeks to change their advertising messaging as the archaic creative 

and content production teams toiled at significant cost and time, manually re-creating everything from TV 

commercials to display ads to reflect crisis messaging only to be followed by another such expensive cycle 

for recovery messaging.   

The response needed for COVID-19 was also unusual in that messaging had to be differential depending 

on where in the world (or even within a country) the brand was advertising. This meant that current one-

size-fits-all messaging was risky as they were either talking about empathy in areas where folks had moved 

past the crisis or were trying to direct people to stores where stores were closed or the infections were 

peaking.   

While the speedy response needed to COVID-19 has been highlighting these issues for marketers, the 

issues have existed all along. Travel companies have for long needed to deal with natural disasters or 

seasons and quickly change their messaging or remove certain destinations from their marketing. Telcos 

need to constantly respond to special offers and discounts offered by their competitors. Retailers needed 

to constantly push out new offers to fend off competition.  

As competing brands acquire more responsive and real-time marketing stacks where data-driven dynamic 

creative technology enables rapid and immediate changes to creative and content to be pushed out to all 

marketing channels, marketers will do well to embrace these technologies or face being left behind. 

https://martechseries.com/?s=Zoom
https://martechseries.com/?s=MarTech
https://martechseries.com/?s=content%20automation
https://martechseries.com/?s=advertising
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One thing is clear: marketers in the post-COVID-19 era will have to rethink what technologies they really 

need, which ones can help them save money, and which ones can help them transform their businesses 

that have been altered by this crisis. Marketing technology that helps with the above business needs will, 

therefore, be considered ñessentialò and the rest may end up in the garbage heap of tech-driven promises 

that never delivered true Marketing ROI. 

 

Reduce, reuse and recycle: how marketers can survive covid-19 

https://www.thedrum.com/opinion/2020/04/27/reduce-reuse-and-recycle-how-marketers-can-survive-

covid-19 

It almost feels like our reckoning came early. We had the rug pulled out from under our feet in a way that 

no one could have predicted and for the majority of us in the marketing industry, the last few weeks have 

us in a state of shock and decision paralysis. 

While this is a completely normal and expected response, the faster that marketers and brands can gather 

themselves together and adapt, the more chance they have of surviving a scenario that many will not. 

Nobody needs to be told where their customers are these days and what they are doing, almost all of us 

are in the same place: at home, online and consuming content. 

While feeding the ever-growing content monster was already a challenge for everyone before Covid-19, 

we know that producing new content is going to be increasingly tricky in the weeks and months to come 

due to travel restrictions and budget cuts. 

I almost want to avoid using the words ónew normalô because itôs all I hear right now, but what will the ónew 

normalô be for content production? Or at least what can you do right now with your reduced budget and 

movement restrictions to keep the lines of communication open with your consumers? 

It would be smart to take the same approach that we should be taking towards saving our planet: reduce, 

reuse and recycle. 

This is something that we have been encouraging our partners to do long before corona meant something 

other than a beer you drank with a lime. 

Over the last few years, we have noticed more and more of our CMO clients were not being kept awake 

at night wondering who to call to buy a brand strategy, but how to manage the huge volumes of content 

https://www.thedrum.com/opinion/2020/04/27/reduce-reuse-and-recycle-how-marketers-can-survive-covid-19
https://www.thedrum.com/opinion/2020/04/27/reduce-reuse-and-recycle-how-marketers-can-survive-covid-19
https://www.thedrum.com/topics/coronavirus
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they needed to produce to be speaking to everyone at the right place and timeé and with shrinking 

budgets. 

Great content also frequently falls between the cracks ï many brands have a hard time locating their 

material because they simply lose track of it over the years. 

Now couple that with the fact that most ads are seen by just 1% of key target groups, you quickly recognize 

the massive amount of work ahead. 

Before Covid-19, this was already the biggest challenge for marketers. 

Itôs essentially the reason that Chimney Group saw the value in merging with Vigor, to bring together the 

two pieces of the puzzle to help brands win: great creative and a tech platform to help manage the volume. 

Creative quality at scale (enabled by tech). 

So many brands are sitting on a goldmine of already produced content for which they essentially have no 

control over. Covid-19 may be cementing a real opportunity to really take control of your content, at last. 

Rather than storing your content with multiple partners, the time couldnôt be better to start collecting 

the thousands of hours of high-resolution videos and other assets you have into one powerful, centralized 

storage ï then adapting and re-using it to produce new content. 

The possibilities are endless: quickly reformat, change language, pull out stills for display ads, create 

cutdowns, or hey, why not replace the view outside that window to a different city using CG? Indeed, with 

the help of creative expertise, VFX, animations and motion graphics can be used to optimize content for 

any channel, format and in any language. 

Keeping track of all assets and ordering new edited and updated versions couldnôt be easier ï or more 

necessary. 

The current situation is dramatically impacting brandsô ability to organize traditional productions. But most 

brands still have a need to communicate, so everybody is being forced to change how they do that. 

This situation is an opportunity to pivot to a new way of handling productions and using the material. 

Repurposing is, of course, a great tool, and brands are realizing that they need to change the way they 

produce content. 
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Needless to say, taking material from your last four shoots rather than creating something new from scratch 

is a lot quicker and not to mention more cost-efficient. And with the restrictions brought about by Covid-

19, I think we can call it the unavoidable silver lining. 

 

Appleôs Digital Ad Spend Decreased by 68% in 2019 ð Hereôs Where the Money 

Went Instead 

https://www.pathmatics.com/blog/apples-digital-ad-spend-decreased-by-68-in-2019-heres-where-the-

money-went-instead?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=email-

blast&utm_content=Smartbrief-apple 

Few advertisers are as watched as Apple ï not just the consumers consuming their ads, but also the folks 

in the ad industry, like us, who are eagerly taking notes on Appleôs every move. Their approach to 

advertising has historically centered on storytelling through video and expressing their brand in minimalist 

ways. As Apple expands its role from a manufacturer of products to a provider of media (see our blog post 

about Apple TV+), weôre interested to see how this affects their advertising strategy. 

Perhaps the most interesting change in Appleôs digital advertising strategy in 2019 was that their ad spend 

decreased by a drastic 68%, down to $76.3M from $243M in 2018. Their 2017 spend was $257M, so a 

decrease isnôt exactly new, but $76.3M is lower than youôd expect for a brand of this caliber. This decrease 

also meant that they received almost 10B fewer impressions than they did in 2018: 4.9B impressions in 

2019 versus 14.7B in 2018. In the meantime, competitors like Microsoft and Samsung came out in full 

force, gobbling up impressions that Apple left on the table.  

Video Leads While Social All but Ignored 

How did they allocate their $76.3M budget? Their highest category remains desktop video, at 60% of the 

spend, followed by mobile video at 21% and desktop display at 9%. In 2018 these numbers were 83% 

desktop video, 8% mobile video, and 6% desktop display. A slightly different breakdown occurred in 2017, 

with 65% desktop video, 13% mobile video, and 17% desktop display. 

https://www.pathmatics.com/blog/apples-digital-ad-spend-decreased-by-68-in-2019-heres-where-the-money-went-instead?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=email-blast&utm_content=Smartbrief-apple
https://www.pathmatics.com/blog/apples-digital-ad-spend-decreased-by-68-in-2019-heres-where-the-money-went-instead?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=email-blast&utm_content=Smartbrief-apple
https://www.pathmatics.com/blog/apples-digital-ad-spend-decreased-by-68-in-2019-heres-where-the-money-went-instead?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=email-blast&utm_content=Smartbrief-apple
https://www.pathmatics.com/blog/the-streaming-wars-are-upon-us.-who-will-win-digital-ad-spending-offers-clues
https://www.pathmatics.com/blog/the-streaming-wars-are-upon-us.-who-will-win-digital-ad-spending-offers-clues
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Other than the emphasis on video, the other category where Apple remains consistent is paid social. They 

did not advertise on Facebook at all last year, spent less than 1% of their budget on Facebook in 2018, 

and about 5% in 2017. Twitter got more love than Facebook, including a slew of new accounts named 

after individual Apple TV+ scripted shows,  but still, only about 5% of their budget in 2019* went to Twitter. 
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Unsurprisingly, Appleôs top-performing creatives for 2019 were videos. These ran the gamut from promos 

for the Apple TV+ series Dickinson and the Series 4 Apple Watch, and the much-lauded ñSnowbrawlò 

iPhone 11 Pro ad. Apple further deviated from product-centric advertising with videos that celebrated 

holiday shopping and boasted about iMessage encryption. This is a marked difference from 2018 and 

2017 creatives, which heavily touted iPhones, iPads, AirPods, and Apple Watches. 

High Direct Spend 

The method by which Apple is purchasing impressions is changing over time. In 2019, 97% of their spend 

share was made up of direct advertising, with the remaining 3% purchased through a variety of DSPs and 

ad networks. Their direct spend has been consistently high: 99% in 2018 plus 1% allocated to Google AdX 

+ AdSense, and 100% direct in 2017. This shift indicates that Apple is exploring new avenues of reaching 

consumers as they begin to spend less on ads overall. 

A Home Run for the Male Demographic? 

Appleôs top direct site for three years running? YouTube. This is no surprise, given Appleôs emphasis on 

video and lack of investment in Facebook (which tops the investment list for many brands.) 

Intriguingly, the second-place direct site for the past three years has been MLB.com. Itôs a steep drop from 

first to second ï 59% of 2019 impressions on YouTube and 11% on MLB.com ï but the MLB numbers are 

significant nonetheless. In fact, Apple was MLB.comôs second-biggest advertiser in 2019 and 2018 (in 

terms of spend), and their top advertiser in 2017. 

Some have argued that Appleôs target customer is ñeveryone,ò but a 2015 analysis highlighted how men 

outspent women in every age category when buying Apple products. Does Appleôs affinity for Major 

League Baseball prove theyôre trying to target men and millennials? It will be exciting to see how increased 

advertising for Apple TV+ alters Appleôs advertising trends, especially since their top show, Dickinson, 

primarily appeals to young women. 

Other top sites include male-focused and nfl.com, espn.com, in addition to now-competitor Hulu, though it 

looks like most Apple ads on the platform focused on products rather than the new streaming service. We'll 

be keeping an eye out for any changes to this strategy in 2020. 

https://youtu.be/iBMeB6xG4rE
https://youtu.be/cM8DcCoZulw
https://money.cnn.com/2015/10/29/technology/apple-customers/index.html
https://www.forbes.com/sites/mikeozanian/2018/05/23/how-mlb-is-successfully-getting-younger-more-diverse-fans/#32395af16699
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Looking Ahead to 2020 

While Appleôs digital ad budget dropped significantly in 2019, thereôs certainly no cause for alarm: the 

brand has continued to explore new strategies such as diversifying their spend share and centering 

creatives around feelings and ideas rather than products. In terms of where the shifted dollars have landed, 

weôre assuming you, too, have seen the ubiquitous billboards and TV commercials deployed by the brand, 

not to mention a likely presence on OTT advertising to boot.  

Weôre looking forward to 2020, where weôll see if Apple TV+ wins the streaming wars, if MLB scores an 

even higher share, and if desktop video and mobile video remain the top categories. Thereôs one thing for 

certain: weôll keep admiring Apple as a brand that consistently innovates marketing and advertising 

strategy. 

Learn More 

Which advertisers are you keeping an eye on? Pathmatics Explorer can help you follow and analyze the 

advertising habits of hundreds of brands. Schedule a custom insights session to see how advertising data 

can inform your companyôs decisions.  

Sarah Fleishman 

https://www.pathmatics.com/blog/the-streaming-wars-are-upon-us.-who-will-win-digital-ad-spending-offers-clues
https://info.pathmatics.com/demo-request-invite
https://www.pathmatics.com/blog/author/sarah-fleishman
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With over a decade of experience across digital marketing, content, creative, and PR, Sarah is a creative 

and dynamic thinker who loves to delight clients with unique and relatable content. Sarah graduated from 

UC Berkeley with a BA in Sociology. 

 

ɿɸʑʀʊɸ ɼɸʅʅʓʍ ..ééé...ééééééééééééééééééééééé 

Location data is the future for marketers and itôs changing 

https://www.smartbrief.com/original/2020/04/location-data-future-marketers-and-it%E2%80%99s-

changing?utm_source=brief 

The proliferation of smartphones and IoT-enabled devices has resulted in a data explosion ð a treasure 

trove for marketers looking to better understand and find their target audience and more accurately 

measure their marketing efforts. 

Geospatial data ð the dataset that tells you exactly where a person or thing is at a particular time ð is 

the advertising commodity catching everyoneôs eye. In fact, more than 84% of marketers use location data 

in their marketing plans, and 94% plan to in the future, according to a recent study. The same research 

found that nine out of 10 marketers believe location-based marketing results in higher sales. 

But, location data isnôt just valuable and popular ð it is also changing. Nearly every aspect of the space 

is evolving, from the types of technology used to collect and interpret the data, to the legislation that informs 

the way things can be done. If marketers want to capitalize on location dataôs potential, they need to 

understand these changes. 

Location data volume is set to grow 

The more data you have, the more efficiently and effectively you can target your audience and measure 

campaign results. Brands segment their customers based on various factors, including demographics, 

preferences and behaviors. Coupling this information with location data enhances results and unlocks new 

use cases. 

For example, you can offer users personalized product or service recommendations based on their traffic 

patterns, or update ad creative to reflect their real-time whereabouts to drive immediate action. Advertisers 

also use geospatial data to power sophisticated measurement strategies, such as measuring the effect 

digital, CTV or out-of-home (OOH) advertising has on foot traffic. 

https://www.smartbrief.com/original/2020/04/location-data-future-marketers-and-it%E2%80%99s-changing?utm_source=brief
https://www.smartbrief.com/original/2020/04/location-data-future-marketers-and-it%E2%80%99s-changing?utm_source=brief
https://www.martechadvisor.com/news/proximity-marketing/83-increase-in-customers-due-to-location-based-advertising-according-to-factuals-2019-report/
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Location data volume will only grow as the number of IoT-enabled devices ð such as wearables, home 

security solutions, cameras, medical devices, voice-activated assistants and connected vehicle-related 

devices and infrastructure ð increases. 

This year, experts estimate the installation of 35 billion IoT devices worldwide. By 2025, this figure is 

expected to hit 75 billion. But whether marketers can access and benefit from that data depends on a few 

factors. The plethora of information is useless if you donôt have tools for collecting location data and 

analyzing it. 

Contending with data protection regulations and policies 

Marketers need technologies, strategies and partnerships that enable them to leverage location data to 

improve targeting and measurement, while reflecting ever-evolving data privacy policies. Legislations like 

General Data Protection Regulation (GDPR) and the California Consumer Privacy Act promote industry 

transparency and give consumers more control over their personal data. 

Likewise, Google and Apple have taken steps to give mobile users more control over how their location 

data is used. In the past, the bulk of background location data was available to apps and to advertisers. 

Now, many users are opting not to share data with apps when they are not in use. 

Appleôs September 2019 update included pop-ups that remind users when apps are leveraging their 

location data and prompt them to choose between sharing data one time, sharing only when the app is 

running or sharing all the time. Less than 50% of users opt to share data constantly, according to some ad 

tech sources. Google also reports that less than half of Android users opt to share data with an app that 

is not in use. 

Google plans to put policies in place for restricting location data sharing only to apps that use the data to 

enhance the user experience or deliver some sort of clear value. On the Android Developers Blog, Google 

says it will be ñupdating Google Play policy to require that developers get approval if they want to access 

location data in the backgroundò later this year. 

These changes will likely decrease the supply of high-quality location data, but not the demand. As 

marketers work to leverage location data to improve their advertising, they should ask questions of 

themselves, their location data providers and their ad tech partners, such as: 

What is the source of this location data? How was the location information acquired? 

https://securitytoday.com/articles/2020/01/13/the-iot-rundown-for-2020.aspx
https://digiday.com/marketing/apples-new-privacy-features-rattle-location-based-ad-market/
https://android-developers.googleblog.com/2020/02/safer-location-access.html
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What tools do you use to ingest and organize location data? How do you translate location data into 

something of meaning? 

How do you measure the performance of your location-based advertising? How do you balance accuracy 

with compliance and privacy concerns? 

Advertiser interest in location-based marketing strategies and measurement will continue to grow, as will 

the volume of geospatial data. But the space is becoming increasingly nuanced and regulated. To benefit 

from location data, brands will need advanced tools, strategies and partners, and an understanding of the 

evolving location data landscape. 

 

How the Third Party Cookie Crumbles 

https://www.pathmatics.com/blog/how-the-third-party-cookie-

crumbles?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=smartbrief-cookie-

email&utm_content=Smartbrief-cookie 

When Google announced on January 14th that they were ending support for third party cookies it shook 

the digital ad world.  The feedback was swift and pointed about how this change would put a nail into the 

proverbial coffin of programmatic advertising and targeting efforts--seemingly to Google's advantage.  The 

rationale behind removing this ability is centered on consumer privacy concerns and the growing chorus 

of data leaks over the past few years.  

At Pathmatics we certainly believe in a transparent open ecosystem for advertising. In fact, we believe in 

it so much that it's part of our vision for the company. What will this mean for the industry at large? We 

suspect this move to eliminate third party cookies is going to push the digital ad market to innovate. In the 

long term, this will benefit all participants in the digital ad market.  

How we got here  

The origins of the digital marketing intelligence market go back to the early 2000's when search engines 

and other research providers discovered that as they were indexing web pages, they were also gathering 

data on the digital ads present on those sites.  

https://www.pathmatics.com/blog/how-the-third-party-cookie-crumbles?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=smartbrief-cookie-email&utm_content=Smartbrief-cookie
https://www.pathmatics.com/blog/how-the-third-party-cookie-crumbles?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=smartbrief-cookie-email&utm_content=Smartbrief-cookie
https://www.pathmatics.com/blog/how-the-third-party-cookie-crumbles?utm_campaign=Smartbrief%202020&utm_source=email&utm_medium=smartbrief-cookie-email&utm_content=Smartbrief-cookie
https://blog.chromium.org/2020/01/building-more-private-web-path-towards.html
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Source: Internet Wayback Machine Lycos 2002 

Fast forward a few years, and the rise of programmatic advertising drove continued innovation in the 

category to allow marketers, advertisers, and publishers to view and report on these ads.  

For our part, Pathmatics patented an approach to indexing ads that not only captured the site that an ad 

appeared on, but also captured the Ad Path. This industry-first approach enabled our partners to 

monitor each ad impression through the nearly infinite combination of transactions from publisher to SSP 

to ad networks and ad exchanges, through DSPs and trading desks, and ultimately to the advertiser. We 

continue to monitor and report on this data to this day (See: Progressive Insurance Ad Path).   

http://web.archive.org/web/20020901000000*/http:/lycos.com/
https://www.pathmatics.com/product/methodology
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Source: Pathamtics Explorer Progressive Ad Path +> Huffington Post  

What this means for marketing intelligence 

A primary motivation for advertisers, agencies, publishers and platforms to leverage digital marketing 

intelligence was to put a spotlight on the activity in programmatic to review ad quality, placements and the 

competitive landscape. This continued through the early 2010's, where we began to see three trends 

transforming the digital landscape.  

roaFirst, we saw the rise of Facebook and social advertising as a growing share of budget for all digital 

marketers.  Second, there were technology shifts in programmatic and targeting that disabled the ability 

to capture data for many platforms through a crawler based approach. Third, eyeballs and budgets were 

shifting away from desktop and to mobile.  

Seeing these emerging trends, Pathmatics took two actions that enabled us to stay one step ahead of the 

market and competition.  First, we launched an industry first mobile panel initially focused on Facebook 

advertising. This closed the gap on mobile and social ad coverage.  Second, we brought to market 

a desktop panel to shed light on programmatic platforms and pay wall sites.  Having this panel focused 

approach to digital marketing intelligence has setup Pathmatics for the next wave of innovations coming 

to the online advertising market.  As we look into the 2020's and beyond we are confident in our ability 

https://www.pathmatics.com/product/explorer
https://www.pathmatics.com/blog/announcing-pathmatics-social-ad-intelligence
https://www.pathmatics.com/blog/announcing-pathmatics-social-ad-intelligence
https://www.pathmatics.com/blog/introducing-explorer-2.0-our-biggest-product-update-to-date
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to lead the market in a cookie free world and whatever new devices and targeting approaches or platforms 

come our way. 

About Author 

William Merchan 

William Merchan is a data science, marketing analytics, advertising technology and startup veteran. He 

currently serves as chief revenue officer at marketing intelligence company Pathmatics, where he is 

responsible for brand growth and awareness. Previously, William built products and grew teams at 

DataScience.com, MarketShare and Yahoo!. He holds a BS in Business from the University of California 

Berkeley and an MBA from the Kellogg School of Management at Northwestern. 

 

PROGRAMMATIC ééé..é.ééééééééééééééééééééééé  

ɺ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè ʪʝʧʝʨʴ ʤʦʞʥʦ ʧʣʘʪʠʪʴ ʟʘ ʢʦʥʚʝʨʩʠʠ, ʘ ʥʝ ʪʦʣʴʢʦ ʟʘ ʢʣʠʢʠ 

ʠ ʧʦʢʘʟʳ 

ʂʦʤʧʘʥʠʷ ʟʘʧʫʩʪʠʣʘ ʦʪʢʨʳʪʦʝ ʙʝʪʘ-ʪʝʩʪʠʨʦʚʘʥʠʝ ʦʧʣʘʪʳ ʧʦ ʥʦʚʦʡ ʤʦʜʝʣʠ 

https://www.sostav.ru/publication/yandeks-otkryl-vozmozhnost-oplachivat-reklamu-za-konversii-

43169.html 

çʗʥʜʝʢʩè ʟʘʧʫʩʪʠʣ ʦʪʢʨʳʪʦʝ ʪʝʩʪʠʨʦʚʘʥʠʝ ʦʧʣʘʪʳ ʨʝʢʣʘʤʥʳʭ ʢʘʤʧʘʥʠʡ ʧʦ ʤʦʜʝʣʠ CPA ð 

ʟʘ ʢʦʥʚʝʨʩʠʠ. ʕʪʦ ʨʝʰʝʥʠʝ ʧʦʟʚʦʣʷʝʪ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʧʝʨʝʡʪʠ ʦʪ ʦʧʣʘʪʳ ʟʘ ʪʳʩʷʯʫ ʧʦʢʘʟʦʚ ʠʣʠ 

ʢʣʠʢʠ ʢ ʦʧʣʘʪʝ ʟʘ ʜʦʩʪʠʞʝʥʠʝ ʢʦʥʢʨʝʪʥʳʭ ʮʝʣʝʡ: ʜʦʙʘʚʣʝʥʠʝ ʪʦʚʘʨʘ ʚ ʢʦʨʟʠʥʫ, ʟʘʧʦʣʥʝʥʠʝ ʣʠʜ-

ʬʦʨʤʳ ʠ ʜʨʫʛʠʭ. 

ʆʧʣʘʪʫ ʟʘ ʢʦʥʚʝʨʩʠʠ ʤʦʞʥʦ ʧʦʜʢʣʶʯʠʪʴ ʜʣʷ ʚʩʝʭ ʦʩʥʦʚʥʳʭ ʪʠʧʦʚ ʢʘʤʧʘʥʠʡ: ʪʝʢʩʪʦʚʦ-ʛʨʘʬʠʯʝʩʢʠʭ, 

ʜʠʥʘʤʠʯʝʩʢʠʭ ʦʙʲʷʚʣʝʥʠʡ ʠ ʩʤʘʨʪ-ʙʘʥʥʝʨʦʚ. ɼʣʷ ʢʘʞʜʦʡ ʨʝʢʣʘʤʥʦʡ ʢʘʤʧʘʥʠʠ ʥʝʦʙʭʦʜʠʤʦ 

ʚʳʙʨʘʪʴ ʦʜʥʫ ʮʝʣʴ. ɾʝʣʘʝʤʫʶ ʮʝʥʫ ʢʦʥʚʝʨʩʠʠ ʨʝʢʣʘʤʦʜʘʪʝʣʴ ʫʢʘʟʳʚʘʝʪ ʩʘʤʦʩʪʦʷʪʝʣʴʥʦ. ʇʣʘʪʘ 

ʙʫʜʝʪ ʩʧʠʩʳʚʘʪʴʩʷ ʟʘ ʧʨʠʚʣʝʯʝʥʠʝ ʥʫʞʥʦʛʦ ʦʙʲʝʤʘ ʜʝʡʩʪʚʠʡ. 

https://www.pathmatics.com/product/innovation
https://www.pathmatics.com/blog/author/william-merchan
https://www.sostav.ru/publication/yandeks-otkryl-vozmozhnost-oplachivat-reklamu-za-konversii-43169.html
https://www.sostav.ru/publication/yandeks-otkryl-vozmozhnost-oplachivat-reklamu-za-konversii-43169.html
https://yandex.ru/adv/news/s-pylu-s-zharu-oplata-tolko-za-dostizheniya-tseley-uzhe-v-otkrytoy-bete
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ɼʤʠʪʨʠʡ ʂʘʯʤʘʨ, ʢʦʤʤʝʨʯʝʩʢʠʡ ʜʠʨʝʢʪʦʨ çʗʥʜʝʢʩʘè: 

ʄ  rʧʦʥʠʤʘʝʤ, ʥʘʩʢʦʣʴʢʦ ʥʝʧʨʦʩʪʦ ʥʘʰʠʤ ʢʣʠʝʥʪʘʤ ʧʦʜʜʝʨʞʠʚʘʪʴ ʩʪʘʙʠʣʴʥʦʩʪʴ ʜʦʭʦʜʦʚ 

ʚ ʩʝʛʦʜʥʷʰʥʝʡ ʩʠʪʫʘʮʠʠ. ʏʪʦʙʳ ʧʦʤʦʯʴ ʠʤ ʚ ʧʨʠʚʣʝʯʝʥʠʠ ʟʘʢʘʟʦʚ, ʤʳ ʦʪʢʨʳʚʘʝʤ ʚʦʟʤʦʞʥʦʩʪʴ 

ʦʧʣʘʪʳ ʟʘ ʢʦʥʚʝʨʩʠʠ ʨʘʥʴʰʝ ʥʘʤʝʯʝʥʥʦʛʦ ʩʨʦʢʘ. ʕʪʘ ʦʧʮʠʷ ʧʦʤʦʞʝʪ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʚʢʣʘʜʳʚʘʪʴ 

ʩʨʝʜʩʪʚʘ ʚ ʜʦʩʪʠʞʝʥʠʝ ʪʦʣʴʢʦ ʥʫʞʥʳʭ ʮʝʣʝʡ, ʪʝʤ ʩʘʤʳʤ ʧʦʚʳʰʘʷ ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʫʧʨʘʚʣʝʥʠʷ 

ʙʶʜʞʝʪʦʤ. 

ɼʣʷ ʦʧʣʘʪʳ ʢʦʥʚʝʨʩʠʡ ʚ ʨʘʤʢʘʭ ʙʝʪʘ-ʪʝʩʪʘ ʥʝʦʙʭʦʜʠʤʦ, ʯʪʦʙʳ ʥʝʜʝʣʴʥʦʛʦ ʙʶʜʞʝʪʘ ʭʚʘʪʘʣʦ ʜʣʷ 

ʧʦʢʫʧʢʠ 20 ʢʦʥʚʝʨʩʠʡ. ɽʩʣʠ ʘʣʛʦʨʠʪʤ ʥʘʡʜʝʪ ʤʝʥʴʰʝ ʢʦʥʚʝʨʩʠʡ, ʙʶʜʞʝʪ ʥʝ ʠʟʨʘʩʭʦʜʫʝʪʩʷ 

ʧʦʣʥʦʩʪʴʶ, ʘ ʨʝʢʣʘʤʦʜʘʪʝʣʴ ʟʘʧʣʘʪʠʪ ʪʦʣʴʢʦ ʟʘ ʬʘʢʪʠʯʝʩʢʠʝ ʜʝʡʩʪʚʠʷ. 

 

CPMs Take A Hit, But Programmatic Auctions Have Healthy ROAS ï For Now 

https://www.adexchanger.com/online-advertising/cpms-take-a-hit-but-programmatic-auctions-have-

healthy-roas-for-now/ 

While the increased digital media supply caused by the pandemic has prompted CPMs to plummet ï 

dropping 20% in March, according to ad analytics company Adomik ï programmatic auctions are still 

healthy. 

https://www.adexchanger.com/online-advertising/cpms-take-a-hit-but-programmatic-auctions-have-healthy-roas-for-now/
https://www.adexchanger.com/online-advertising/cpms-take-a-hit-but-programmatic-auctions-have-healthy-roas-for-now/
https://www.sostav.ru/images/news/2020/04/30/kkb1wian.png
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Certainly bidding in March declined overall, said Francois de Laigue, Adomikôs VP of sales and strategic 

partnerships. The average dropped from 2.5 to 1.9 competitive bids per impression, while many top 

publishers, accustomed to 10-12 bids per impression, saw half the number of active participants. 

But win rate is a better barometer of programmatic health than CPMs, which relate more to ad format, said 

Centro director of RTB platform operations Ian Trider. An SSP or DSP that pivoted from display to CTV 

would see a surge in CPMs, but it wouldnôt necessarily be a sign of advertiser activity. 

ñLooking at the win rate, what that says to me is that now is an extremely efficient time to buy,ò Trider said. 

For buying platforms, itôs a real case of haves versus have-nots. Those that use a lot of data to target 

prized audiences and cookie pools are still bidding at relatively strong rates, de Laigue said. While most 

DSPs had double-digit declines in their win rate during March, Adobe, MediaMath and Beeswax saw their 

win rates increase by 89%, 49% and 50%, respectively. 

That use of data to find high-value targets also keeps CPMs from plummeting further, at least for the DSPs. 

So for advertisers, now is really the time to get great return on ad spend (ROAS). 

Currently, fewer advertisers are placing bids while publishers are seeing big increases in unique users, a 

dynamic that has reduced by 20% to 50% the cost for reach per unique user, said Madan Bharadwaj, co-

founder and CTO of the marketing measurement company Measured. 

ñEven in cases where ecommerce conversions are down, the drop in CPMs and competition right now 

means the ROAS is still healthy,ò he said. 

Some brands are spending aggressively right now because they see how advantageous the market is for 

buyers, Bharadwaj said. 

Barry Adams, GM at BidSwitch, echoes this observation. Many advertisers halted campaigns at the end 

of the fiscal quarter in March, but a surprising number resumed spending in April because they saw a drop 

in sales without digital ads and they want to take advantage of the relatively cheap media, he said. 

But itôs hard to tell how long these situations are sustainable. 

The DSPs using data to keep their CPMs up may find it harder to identify high-value targets, Adomikôs de 

Laigue said, as cookie pools dry up and if large advertisers pull back on spend more than they have. 
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Commentary: Why in-house programmatic will transform how brands communicate 

https://www.smartbrief.com/original/2020/04/commentary-why-house-programmatic-will-transform-how-

brands-communicate?utm_source=brief 

Many of the top brands in the world are bringing digital programmatic advertising buying in-house. This 

represents a significant shift in media buying, but itôs also part of a larger transformation for chief marketing 

officers and their organizations. From a macro standpoint, brands are integrating advertising and 

marketing to have consistent, holistic and informed conversations with consumers and customers alike. 

Hereôs what CMOs need to know about how in-house programmatic capabilities can drive the larger 

transformation. 

How big is this trend? 

Numbers are truly hard to come by, in part because the trend of taking programmatic in-house is often 

conflated with a related trend of brands taking other agency functions in-house. Youôve probably seen the 

eye-popping ANA headline that says 78% of member brands have an in-house agency. 

Letôs look at some more data. According to an Econsultancy report, roughly 30% of brands had taken 

programmatic digital media buying in-house by the end of 2019. Looking at Forresterôs 2020 agencies' 

predictions, the trend appears to be growing at a rate of 5% per year. This trend is significant because, 

while the majority of brands arenôt yet doing programmatic in-house, the trend line suggests weôll pass a 

tipping point in the coming years. 

Why are brands taking programmatic in-house? 

First, marketers are moving programmatic in-house to save money. Programmatic tools are widely 

available and buying marketplaces with enormous reach into premium inventory are accessible. As 

technology democratizes media buying, itôs only natural to see a corresponding rise in brands taking a DIY 

approach. In that sense, in-house programmatic speaks to a clear opportunity to bypass agencies. 

Second, the agency-client relationship is in serious trouble. According to a 2018 report, only 10% of 

advertisers have a ñhigh levelò of trust in their agency partners. Meanwhile, the number of advertisers who 

believe trust is ñlowò has gone from 29% to 40%; the number of advertisers who believe trust to be 

ñaverageò has fallen by 12%. In a more recent ANA report, only 13% of marketers feel trust has improved 

ð which continues to suggest trust is a key issue in these partnerships. If widespread trust in the agency 

model werenôt an issue, a brand would express discontent by looking for a new agency. Instead, many 

brands are embracing a DIY model because of the lack of trust in agencies as a category is widespread 

https://www.smartbrief.com/original/2020/04/commentary-why-house-programmatic-will-transform-how-brands-communicate?utm_source=brief
https://www.smartbrief.com/original/2020/04/commentary-why-house-programmatic-will-transform-how-brands-communicate?utm_source=brief
https://www.ana.net/content/show/id/50728
https://econsultancy.com/trends-shaping-programmatic-advertising-2019/
https://go.forrester.com/blogs/predictions-2020-marketing-strategy/
https://go.forrester.com/blogs/predictions-2020-marketing-strategy/
https://www.mediapost.com/publications/article/325225/agency-client-trust-levels-hit-a-new-low.html
https://www.ana.net/content/show/id/53405
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and deteriorating. Agencies are brilliant and contain some of the most incredible creative minds on the 

planet. So, these trust statistics are appalling and sad. 

Finally, we come to the most important factor driving in-house programmatic, at least in terms of 

accomplishing the larger structural change of unifying marketing and advertising. Simply put, brands are 

taking programmatic in-house in order to control data integration. After all, integrated data is the key to 

integrating advertising with marketing ð a challenge agencies arenôt currently well built to solve. Why do 

agencies have trouble solving this? 

If you are perceived as a cost center in a company with a billable hours or percent of media 

spend business model (Iôm going to refer to any company with this business model as ñconsultanciesò to 

distinguish them from software companies), you will always lose internal funding battles with other 

executives who produce revenues and profits. It is just capitalism taking its effect over time. Companies 

with a high cost of goods sold, like consultancies (of which advertising agencies are one kind, but so are 

lawyers, traditional consulting firms like Accenture and Bain and McKinsey), donôt make long term capital 

investments well. Software companies ð often backed by risk-capital like venture capital and private 

equity ð will always beat them over time in building great software. If unit one costs a software company 

$50M to build, and unit two costs them a penny to deliver (the economics of software), they will always 

beat companies with a high marginal cost of goods sold. Always. The monetization model has to match 

the cost mentality. 

This brings us back to our question around why agencies struggle with being great at the kinds of 

advertising, marketing, data, CRM, customer experience, corporate database, loyalty program or market 

research integration required to deliver marketing and advertising greatness. There are additional issues 

beyond the inherently wrong monetization model. Agencies struggle to deliver because: 

They are often too siloed, and donôt collaborate as well as they need to across silos.  

No matter how hard they try, they are not world-class software and data science companies. Consultancies 

rarely are, so their ability to integrate data in a strategic way often falls short of client expectations and 

needs. Look only at the turnover of remarkably skilled chief data officers at big agencies to see how hard 

this job is to do inside an agency business model. 

Consequently, brands are taking programmatic in-house and, increasingly, turning to more traditional IT 

consultants for their data integration needs. 

Know who youôre speaking with, so you know what to say 

https://www.ft.com/content/17e9900a-3ba1-11ea-b84f-a62c46f39bc2
https://www.ft.com/content/17e9900a-3ba1-11ea-b84f-a62c46f39bc2


 

 

 

32 

 

By integrating marketing and advertising, brands can have relevant conversations with individuals at scale. 

Those conversations can get very nuanced, especially if the brand leans into the two-way capabilities of 

digital video. But broadly speaking, every conversation must fall into one of two categories at the outset 

ð one for customers and a different one for potential customers. 

Hereôs an example of what happens when a brand doesnôt know its audience. Not too long ago, a bankôs 

telemarketer called my father-in-law to pitch him on becoming a customer. My father-in-law listened, then 

he gave the telemarketer an earful of colorful language, reflecting the Texas oil roughneck he was, and 

hung up angry. Was my father-in-law upset by the telemarketerôs interruption? No. If that were the case, 

he wouldôve just hung up the phone without listening to the pitch. My father-in-law was upset because the 

telemarketer was from his own bank! That bank had kept my father-in-lawôs money safe for decades, 

promising in every interaction ð advertising, marketing materials, web and mobile experience ð that they 

knew my father-in-law intimately. Doesnôt that promise ring hollow in light of my father-in-lawôs 

experience?   

The reason brands are working to integrate marketing and advertising (and the overall customer 

experience) is so those conversations donôt ring hollow. As a recent Forrester Wave report observed, the 

growing importance of customer experience means that each brand touchpoint needs to feel as though 

thereôs a holistic intelligence behind it ð one that meets people precisely where they are é and listens. 

Put simply, the interaction is the brand, and the brand is each and every interaction. What CMOs need to 

achieve is ñCustomer Experience Managementò ð a practice that incorporates advertising, marketing and 

other aspects of delivering and measuring the quality of what your customers and prospects experience 

about your brand. 

Hereôs where programmatic plays a key role, and why itôs so important for the brand to manage their 

programmatic data pipeline and execution in-house. Every brand has existing customers and future 

customers. The first step is to know the difference ð but to do that you need to house programmatic media 

buying right alongside marketing, CRM, e-commerce and loyalty programs. Once the brand knows who 

itôs talking to, it can engage individual consumers with the right conversation. They might be existing 

customers, or they might be next yearôs customers ð your all-important prospective customers. A 

competing bank might run a programmatic campaign to find prospects like my father-in-law and ask them 

if their current bank really understands their needs. Meanwhile, my father-in-lawôs bank needs to integrate 

CRM with programmatic and telephone marketing to make certain that it doesnôt treat valued customers 

like prospects. 

Every CMO needs to work toward this larger goal, even if their initial motive for taking programmatic in-

house was to save money or end a troubled agency relationship. Regardless of what motivates the CMOôs 

https://www.forrester.com/report/The+Forrester+Wave+Enterprise+Marketing+Software+Suites+Q3+2019/-/E-RES148095
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decision, the brand needs to come out on the other side knowing exactly who its audiences are and what 

to say to them. And this involves integrating talking and listening in ways that most brands are not yet good 

at. 

 

Google is extending identity verification requirements to all advertisers 

https://techcrunch.com/2020/04/23/google-is-extending-identity-verification-requirements-to-all-

advertisers/ 

In a blog post today, Googleôs Director of Product Management, Ads Integrity. John Canfield, announced 

that the company will be extending its identity verification policy for all advertisers. Introduced in 2018, the 

feature required political advertisers to go through a verify their identity, which was then displayed as part of 

the ad itself. 

The process was designed to created increased transparency, amid growing mistrust around the sources 

behind political ad buys in recent years. Moving forward, the company will make identity verification a 

required part of the ad buying process, regardless of topic. 

Personal identification and business incorporation documents will be required for all parties buying an ad on 

Googleôs network. That information will begin popping up in the ad unit units over the summer, letting users 

click through to view information including the name and location of the party that purchased the ad. 

 

ñThis change will make it easier for people to understand who the advertiser is behind the ads they see from 

Google and help them make more informed decisions when using our advertising controls,ò  Canfield writes. 

https://techcrunch.com/2020/04/23/google-is-extending-identity-verification-requirements-to-all-advertisers/
https://techcrunch.com/2020/04/23/google-is-extending-identity-verification-requirements-to-all-advertisers/
https://www.blog.google/products/ads/advertiser-identity-verification-for-transparency/
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ñIt will also help support the health of the digital advertising ecosystem by detecting bad actors and limiting 

their attempts to misrepresent themselves.ò 

The political verification process is currently in place in 30 countries. The wider push will begin in the U.S. 

and build out from there. Google says it expects the entire thing to take ña few yearsò to be in place globally, 

given the massive scale of its advertising network. Once advertisers have been notified, they will have 30 

days to fill out the form. The documents will then be vetted by a Google employee. 

Tying advertisements to real people and businesses could go a long way in identifying bad actors on the 

massive network.  

 

ɺʀɼɽʆʈɽʂʃɸʄɸ ééé..é.ééééééééééééééééééééééé 

çʗʥʜʝʢʩ.ɼʟʝʥè ʟʘʧʫʩʪʠʣ ʨʝʢʣʘʤʫ ʚ ʚʠʜʝʦʨʦʣʠʢʘʭ 

ʇʣʘʪʬʦʨʤʘ ʩʜʝʣʘʣʘ ʧʨʦʱʝ ʧʨʘʚʠʣʘ ʤʦʥʝʪʠʟʘʮʠʠ ʜʣʷ ʙʣʦʛʝʨʦʚ 

https://www.sostav.ru/publication/yandeks-dzen-razreshil-vklyuchat-reklamy-vo-vstroennye-videoroliki-

43078.html 

çʗʥʜʝʢʩ.ɼʟʝʥè ʧʦʜʢʣʶʯʠʣ ʚʦʟʤʦʞʥʦʩʪʴ ʚʩʪʨʘʠʚʘʥʠʷ ʨʝʢʣʘʤʳ ʚ ʚʠʜʝʦ ð ʪʝʧʝʨʴ ʙʣʦʛʝʨʳ ʤʦʛʫʪ 

ʟʘʨʘʙʘʪʳʚʘʪʴ ʥʝ ʪʦʣʴʢʦ ʥʘ ʩʪʘʪʴʷʭ, ʥʦ ʠ ʥʘ ʨʦʣʠʢʘʭ, ʧʠʰʝʪ ʧʨʝʩʩ-ʩʣʫʞʙʘ ʢʦʤʧʘʥʠʠ. ʅʦʚʳʡ ʚʠʜ 

ʟʘʨʘʙʦʪʢʘ ʙʫʜʝʪ ʜʦʩʪʫʧʝʥ ʢʘʥʘʣʘʤ, ʫ ʢʦʪʦʨʳʭ ʧʦʜʢʣʶʯʝʥʘ ʤʦʥʝʪʠʟʘʮʠʷ. 

ʈʝʢʣʘʤʥʳʝ ʙʣʦʢʠ ʙʫʜʫʪ ʧʦʜʢʣʶʯʝʥʳ ʢ ʨʦʣʠʢʘʤ, ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʴ ʢʦʪʦʨʳʭ ʩʦʩʪʘʚʣʷʝʪ ʙʦʣʝʝ 

ʜʚʫʭ ʤʠʥʫʪ. ʅʘ ʧʝʨʚʦʤ ʵʪʘʧʝ ʨʝʢʣʘʤʫ ʫʚʠʜʷʪ ʪʦʣʴʢʦ ʪʝ ʧʦʣʴʟʦʚʘʪʝʣʠ, ʢʦʪʦʨʳʝ ʟʘʭʦʜʷʪ ʚ çɼʟʝʥè 

ʩ ʢʦʤʧʴʶʪʝʨʘ. ɼʦʩʪʫʧʥʳ ʜʚʘ ʪʠʧʘ ʨʘʟʤʝʱʝʥʠʡ ð ʵʪʦ ʩʪʘʪʠʯʥʳʡ ʙʘʥʥʝʨ ʠ ʙʣʦʢ ʩ ʧʨʦʩʪʦʡ 

ʘʥʠʤʘʮʠʝʡ. 

ʂʘʢ ʠ ʨʝʢʣʘʤʘ ʚ ʩʪʘʪʴʷʭ, ʨʝʢʣʘʤʘ ʚ ʚʠʜʝʦ ʙʫʜʝʪ ʦʧʨʝʜʝʣʷʪʴʩʷ ʠʥʪʝʨʝʩʘʤʠ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʘ ʝʝ ʪʠʧ 

ʚʳʙʠʨʘʝʪ ʨʝʢʣʘʤʦʜʘʪʝʣʴ. ɼʦʭʦʜʳ ʦʪ ʤʦʥʝʪʠʟʘʮʠʠ ʚ ʚʠʜʝʦ ʙʫʜʫʪ ʧʦʩʪʫʧʘʪʴ ʥʘ ʙʘʣʘʥʩ ʢʘʥʘʣʘ. 

ʂʨʦʤʝ ʪʦʛʦ, ʧʣʘʪʬʦʨʤʘ ʦʙʥʦʚʠʣʘ ʧʨʘʚʠʣʘ ʤʦʥʝʪʠʟʘʮʠʠ ʢʘʥʘʣʦʚ ʠ ʩʜʝʣʘʣʘ ʠʭ ʧʨʦʱʝ. ʈʘʥʴʰʝ ʜʣʷ 

ʧʦʜʢʣʶʯʝʥʠʷ ʨʝʢʣʘʤʳ ʥʫʞʥʦ ʙʳʣʦ ʥʘʙʨʘʪʴ ʥʝ ʤʝʥʝʝ 7 ʪʳʩ. ʜʦʯʠʪʳʚʘʥʠʡ ʟʘ ʩʝʤʴ ʜʥʝʡ ʚ ʩʪʘʪʴʷʭ, 

ʩʨʝʜʥʝʝ ʚʨʝʤʷ ʥʘ ʯʪʝʥʠʝ ʢʦʪʦʨʳʭ ʩʦʩʪʘʚʣʷʝʪ ʦʢʦʣʦ 40 ʩʝʢʫʥʜ. 

https://www.sostav.ru/publication/yandeks-dzen-razreshil-vklyuchat-reklamy-vo-vstroennye-videoroliki-43078.html
https://www.sostav.ru/publication/yandeks-dzen-razreshil-vklyuchat-reklamy-vo-vstroennye-videoroliki-43078.html
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ʅʦʚʳʡ ʧʦʢʘʟʘʪʝʣʴ ʫʯʠʪʳʚʘʝʪ ʦʙʱʝʝ ʚʨʝʤʷ, ʢʦʪʦʨʦʝ ʧʦʣʴʟʦʚʘʪʝʣʠ ʧʨʦʚʝʣʠ ʢʘʢ ʚ ʚʠʜʝʦ, ʪʘʢ 

ʠ ʚ ʩʪʘʪʴʷʭ. ʄʦʥʝʪʠʟʘʮʠʷ ʧʦʜʢʣʶʯʘʝʪʩʷ, ʢʦʛʜʘ ʚʨʝʤʷ ʯʪʝʥʠʷ ʠ ʧʨʦʩʤʦʪʨʘ ʚ ʢʘʥʘʣʝ ʙʣʦʛʝʨʘ 

ʜʦʩʪʠʛʘʝʪ 10 000 ʤʠʥʫʪ. ɽʩʣʠ ʩʨʘʚʥʠʚʘʪʴ ʩ ʧʨʝʜʳʜʫʱʝʡ ʤʝʪʨʠʢʦʡ, ʪʦ 7000 ʜʦʯʠʪʳʚʘʥʠʡ ð ʵʪʦ 

ʦʢʦʣʦ 12 000 ʤʠʥʫʪ ʯʪʝʥʠʷ. ʉʣʝʜʠʪʴ ʟʘ ʧʨʦʛʨʝʩʩʦʤ ʧʦʢʘʟʘʪʝʣʷ ʙʣʦʛʝʨʳ ʩʤʦʛʫʪ ʚ ʨʝʜʘʢʪʦʨʝ. 

ɸʣʝʢʩʘʥʜʨ ʉʦʙʦʣʴ, ʨʫʢʦʚʦʜʠʪʝʣʴ ʩʣʫʞʙʳ çɼʟʝʥʘè ʧʦ ʨʘʙʦʪʝ ʩ ʧʘʨʪʥʝʨʘʤʠ: 

ɺʠʜʝʦ ʚ çɼʟʝʥʝè ʩʪʘʥʦʚʠʪʩʷ ʚʩʝ ʙʦʣʝʝ ʧʦʧʫʣʷʨʥʳʤ ʬʦʨʤʘʪʦʤ. ɺʠʜʝʦʨʦʣʠʢʠ ʫʞʝ ʩʝʡʯʘʩ ʩʦʙʠʨʘʶʪ 

1 ʤʣʨʜ ʧʨʦʩʤʦʪʨʦʚ ʚ ʥʝʜʝʣʶ. ʉ ʟʘʧʫʩʢʦʤ ʤʦʥʝʪʠʟʘʮʠʠ ʚʠʜʝʦʙʣʦʛʝʨʳ ʩʤʦʛʫʪ ʥʝ ʪʦʣʴʢʦ ʧʨʠʚʣʝʯʴ 

ʥʦʚʫʶ ʘʫʜʠʪʦʨʠʶ ʩʨʝʜʠ 16 ʤʠʣʣʠʦʥʦʚ ʝʞʝʜʥʝʚʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ɼʟʝʥʘ, ʥʦ ʠ ʧʦʣʫʯʘʪʴ 

ʜʦʧʦʣʥʠʪʝʣʴʥʳʡ ʜʦʭʦʜ. 

çʗʥʜʝʢʩ.ɼʟʝʥè ʘʢʪʠʚʥʦ ʨʘʟʚʠʚʘʝʪ ʥʘʧʨʘʚʣʝʥʠʝ ʚʠʜʝʦʢʦʥʪʝʥʪʘ ʩ ʢʦʥʮʘ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. ʂʘʢ 

ʨʘʩʩʢʘʟʘʣʠ ʚ ʢʦʤʧʘʥʠʠ, ʩʝʡʯʘʩ ʥʘ ʧʣʘʪʬʦʨʤʝ ʫʞʝ ʙʦʣʴʰʝ 4 ʪʳʩ. ʚʠʜʝʦʙʣʦʛʝʨʦʚ, ʢʦʪʦʨʳʝ ʩʦʟʜʘʶʪ 

ʦʢʦʣʦ 10 ʪʳʩ. ʚʠʜʝʦ ʚ ʥʝʜʝʣʶ. ɺ 2019 ʛʦʜʫ çɼʟʝʥè ʚʳʧʣʘʪʠʣ ʙʣʦʛʝʨʘʤ ʟʘ ʨʘʟʤʝʱʝʥʠʝ ʨʝʢʣʘʤʳ 

ʚ ʩʪʘʪʴʷʭ ʙʦʣʝʝ 1 ʤʣʨʜ ʨʫʙʣʝʡ. 

ʅʝʜʘʚʥʦ çʗʥʜʝʢʩ.ʕʬʠʨè ʦʪʢʨʳʣ ʩʚʦʶ ʧʣʘʪʬʦʨʤʫ ʜʣʷ ʚʠʜʝʦʙʣʦʛʝʨʦʚ. ʊʘʢʠʤ ʦʙʨʘʟʦʤ, ʢʘʢ 

ʨʘʩʩʯʠʪʳʚʘʝʪ çʗʥʜʝʢʩè, ʟʨʠʪʝʣʠ ʧʣʘʪʬʦʨʤʳ ʧʦʣʫʯʘʪ ʢʘʯʝʩʪʚʝʥʥʳʡ ʢʦʥʪʝʥʪ, ʘ ʚʣʦʛʝʨʳ ð ʜʦʩʪʫʧ 

ʢ ʤʥʦʛʦʤʠʣʣʠʦʥʥʦʡ ʘʫʜʠʪʦʨʠʠ ʧʣʦʱʘʜʢʠ. 

 

ONLINE AUDIO é.ééé..é.ééééééééééééééééééééééé 

Spotify ʚ ʦʯʝʨʝʜʥʦʡ ʨʘʟ ʧʝʨʝʥʸʩ ʟʘʧʫʩʢ ʚ ʈʦʩʩʠʠ 

ʅʘ ʵʪʦʪ ʨʘʟ ʧʨʠʯʠʥʦʡ ʩʪʘʣ ʢʦʨʦʥʘʚʠʨʫʩ 

https://www.sostav.ru/publication/spotify-v-ocherednoj-raz-perenes-zapusk-v-rossii-43137.html 

ʄʫʟʳʢʘʣʴʥʳʡ ʩʝʨʚʠʩ Spotify ʚʥʦʚʴ ʦʪʣʦʞʠʣ ʟʘʧʫʩʢ ʚ ʈʦʩʩʠʠ, ʥʘʤʝʯʝʥʥʳʡ ʥʘ ʢʦʥʝʮ ʚʪʦʨʦʛʦ 

ʢʚʘʨʪʘʣʘ. ʅʘ ʵʪʦʪ ʨʘʟ ʚʳʭʦʜʫ ʧʦʤʝʰʘʣʘ ʵʧʠʜʝʤʠʷ ʢʦʨʦʥʘʚʠʨʫʩʘ, ʩʦʦʙʱʘʝʪ Bloomberg ʩʦ ʩʩʳʣʢʦʡ 

ʥʘ ʠʩʪʦʯʥʠʢʠ. 

ʉʠʪʫʘʮʠʷ ʧʦ ʟʘʧʫʩʢʫ ʫʩʣʦʞʥʷʝʪʩʷ ʪʝʤ, ʯʪʦ ʥʘ ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʣʠʯʥʳʝ ʚʩʪʨʝʯʠ ʜʣʷ ʫʨʝʛʫʣʠʨʦʚʘʥʠʷ 

ʚʦʧʨʦʩʦʚ ʧʦ ʨʘʙʦʪʝ ʩʝʨʚʠʩʘ ʧʨʠʦʩʪʘʥʦʚʣʝʥʳ ʠʟ-ʟʘ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʷ ʚʠʨʫʩʘ. ɼʦʛʦʚʦʨʝʥʥʦʩʪʠ 

https://www.sostav.ru/publication/yandeks-efir-otkryl-platformu-dlya-videoblogerov-42444.html
https://www.sostav.ru/publication/spotify-v-ocherednoj-raz-perenes-zapusk-v-rossii-43137.html
https://www.bloomberg.com/news/articles/2020-04-28/spotify-s-push-into-key-markets-of-russia-and-south-korea-delayed-by-pandemic?srnd=premium-europe&sref=Y0jVLcFo
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ʧʦ ʧʨʘʚʘʤ ʧʦʢʘ ʥʝ ʟʘʢʣʶʯʝʥʳ ʩ ʤʝʩʪʥʳʤʠ ʟʚʫʢʦʟʘʧʠʩʳʚʘʶʱʠʤʠ ʢʦʤʧʘʥʠʷʤʠ, ʩ Warner Music Group 

ʠ Sony ʵʪʦʪ ʚʦʧʨʦʩ ʫʨʝʛʫʣʠʨʦʚʘʥ. 

ʇʨʠ ʵʪʦʤ ʧʨʦʝʢʪ ʚʩʝ ʝʱʝ ʧʣʘʥʠʨʫʶʪ ʟʘʧʫʩʪʠʪʴ ʚ 2020 ʛʦʜʫ, ʭʦʪʷ ʧʘʥʜʝʤʠʷ ʥʘʥʝʩʣʘ ʩʝʨʴʝʟʥʳʡ 

ʩʪʨʠʤʠʥʛʦʚʳʤ ʩʝʨʚʠʩʘʤ, ʧʦʩʢʦʣʴʢʫ ʣʶʜʠ ʧʦ ʧʨʠʯʠʥʝ ʩʘʤʦʠʟʦʣʷʮʠʠ ʩʪʘʣʠ ʧʨʦʚʦʜʠʪʴ ʤʝʥʴʰʝ 

ʚʨʝʤʝʥʠ ʚ ʜʦʨʦʛʝ. 

Spotify ʧʳʪʘʝʪʩʷ ʥʘʯʘʪʴ ʨʘʙʦʪʫ ʚ ʈʦʩʩʠʠ ʩ 2014 ʛʦʜʘ, ʦʜʥʘʢʦ ʥʝʩʢʦʣʴʢʦ ʨʘʟ ʦʪʢʘʟʳʚʘʣʩʷ ʦʪ ʵʪʦʡ 

ʠʜʝʠ. ʇʨʠʯʠʥʘʤʠ ʩʪʘʣʠ ʵʢʦʥʦʤʠʯʝʩʢʠʡ ʢʨʠʟʠʩ, ʥʝʩʪʘʙʠʣʴʥʳʡ ʨʫʙʣʴ ʠ ʥʦʚʳʝ ʟʘʢʦʥʳ, ʨʝʛʫʣʠʨʫʶʱʠʝ 

ʠʥʪʝʨʥʝʪ. ɺ ʬʝʚʨʘʣʝ ʵʪʦʛʦ ʛʦʜʘ Spotify ʥʘʟʥʘʯʠʣ ʛʝʥʝʨʘʣʴʥʦʛʦ ʜʠʨʝʢʪʦʨʘ ʚ ʈʦʩʩʠʠ: ʠʤ ʩʪʘʣ ʀʣʴʷ 

ɸʣʝʢʩʝʝʚ, ʵʢʩ-ʜʠʨʝʢʪʦʨ ʧʦ ʧʨʦʜʘʞʘʤ Facebook ʚ ʈʦʩʩʠʠ. ʀ ʢʦʤʘʥʜʘ Spotify ʚʥʦʚʴ 

ʥʘʯʘʣʘ ʨʘʙʦʪʫ ʥʘʜ ʪʝʤ, ʯʪʦʙʳ ʜʦʙʘʚʠʪʴ ʈʦʩʩʠʶ ʚ ʩʧʠʩʦʢ ʜʦʩʪʫʧʥʳʭ ʩʪʨʘʥ. 

 

SOCIAL MEDIA & INFLUENCERS ééééééééééééééééééééé 

ʈʦʩʩʠʡʩʢʠʝ YouTube-ʙʣʦʛʝʨʳ ʥʘʯʘʣʠ ʪʝʨʷʪʴ ʜʦʭʦʜʳ ʦʪ ʨʝʢʣʘʤʳ 

ɺ ʫʩʣʦʚʠʷʭ ʧʘʥʜʝʤʠʠ ʣʠʜʝʨʳ ʤʥʝʥʠʡ ʩʥʠʞʘʶʪ ʩʪʦʠʤʦʩʪʴ ʨʘʟʤʝʱʝʥʠʡ ʥʘ 50% 

https://www.sostav.ru/publication/rossijskie-youtube-blogery-nachali-teryat-dokhody-ot-reklamy-

43086.html 

ʈʳʥʦʢ YouTube-ʚʠʜʝʦ, ʦʙʲʝʤ ʨʝʢʣʘʤʳ ʚ ʢʦʪʦʨʦʤ ʚ ʧʨʦʰʣʦʤ ʛʦʜʫ ʩʦʩʪʘʚʠʣ ʦʢʦʣʦ 4 ʤʣʨʜ ʨʫʙ., 

ʟʘʪʨʦʥʫʣ ʢʨʠʟʠʩ. ɸʫʜʠʪʦʨʠʷ ʙʣʦʛʝʨʦʚ ʧʨʦʜʦʣʞʘʝʪ ʨʘʩʪʠ, ʥʦ ʪʝʧʝʨʴ ʧʨʠʥʦʩʠʪ ʟʥʘʯʠʪʝʣʴʥʦ ʤʝʥʴʰʝ 

ʜʦʭʦʜʦʚ, ʧʠʰʝʪ çʂʦʤʤʝʨʩʘʥʪè ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʜʘʥʥʳʝ ʢʦʤʧʘʥʠʠ Yoola. 

ʇʦʢʘʟʘʪʝʣʴ CPM (ʮʝʥʘ ʟʘ ʪʳʩʷʯʫ ʧʦʢʘʟʦʚ) ʚ ʵʪʦʤ ʩʝʛʤʝʥʪʝ ʫʧʘʣ ʟʘ ʤʘʨʪ ʥʘ 26% ʚ ʜʦʣʣʘʨʘʭ 

ʠ ʥʘ 13% ʚ ʨʫʙʣʷʭ. ʇʨʠ ʵʪʦʤ ʯʠʩʣʦ ʤʦʥʝʪʠʟʠʨʦʚʘʥʥʳʭ ʧʨʦʩʤʦʪʨʦʚ ʚʠʜʝʦ ʚʳʨʦʩʣʦ ʚʩʝʛʦ ʥʘ 8%. 

ʆʙʱʝʝ ʢʦʣʠʯʝʩʪʚʦ ʧʨʦʩʤʦʪʨʦʚ ʚ ʨʫʩʩʢʦʷʟʳʯʥʦʤ YouTube, ʚʳʨʦʩʣʦ ʟʘ ʪʦʪ ʞʝ ʧʝʨʠʦʜ ʥʘ 27%, 

ʘ ʚʨʝʤʷ ʩʤʦʪʨʝʥʠʷ ð ʥʘ 23%. ɺ ʘʧʨʝʣʝ ʧʨʦʩʤʦʪʨʳ ʧʨʦʜʦʣʞʘʶʪ ʨʘʩʪʠ, ʘ CPM ʧʘʜʘʪʴ. 

ʏʘʩʪʴ ʙʣʦʛʝʨʦʚ ʥʘ YouTube ʩʥʠʟʠʣʠ ʮʝʥʳ ʥʘ 20ī30%, ʥʝʢʦʪʦʨʳʝ ʩʥʠʞʘʶʪ ʠ ʥʘ 50%, ʧʦʜʪʚʝʨʞʜʘʝʪ 

ʪʝʥʜʝʥʮʠʶ PR-ʜʠʨʝʢʪʦʨ ʩʝʨʚʠʩʘ Epicstars ʖʣʠʷ ʄʘʛʘʩʴ. ɹʦʣʴʰʝ ʚʩʝʛʦ ʩʦʢʨʘʪʠʣ ʙʶʜʞʝʪʳ 

ʥʘ ʨʘʟʤʝʱʝʥʠʷ ʫ ʙʣʦʛʝʨʦʚ ʙʠʟʥʝʩ ʢʘʪʝʛʦʨʠʠ FMCG, ʘ ʥʘʨʘʱʠʚʘʶʪ ʙʶʜʞʝʪʳ ʦʥʣʘʡʥ-ʩʝʨʚʠʩʳ, 

ʥʘʧʨʠʤʝʨ, ʠʟ ʩʬʝʨʳ ʦʙʨʘʟʦʚʘʥʠʷ. ʅʦ ʪʘʢʠʝ ʩʝʨʚʠʩʳ ʥʝ ʩʤʦʛʫʪ ʢʦʤʧʝʥʩʠʨʦʚʘʪʴ ʧʘʜʝʥʠʝ ʜʦʭʦʜʦʚ 

ʚ ʮʝʣʦʤ, ʪʘʢ ʢʘʢ ʢʦʥʪʝʥʪ ʧʦʜʭʦʜʠʪ ʧʦ ʪʝʤʘʪʠʢʝ ʥʝ ʚʩʝʤ ʙʣʦʛʝʨʘʤ, ʧʦʷʩʥʷʝʪ ʦʥʘ. 

https://www.sostav.ru/publication/byvshij-direktor-po-prodazham-rossijskogo-facebook-naznachen-gendirektorom-spotify-41962.html
https://www.sostav.ru/publication/spotify-zapustitsya-v-rossii-vo-vtorom-kvartale-2020-goda-42235.html
https://www.sostav.ru/publication/rossijskie-youtube-blogery-nachali-teryat-dokhody-ot-reklamy-43086.html
https://www.sostav.ru/publication/rossijskie-youtube-blogery-nachali-teryat-dokhody-ot-reklamy-43086.html
https://www.kommersant.ru/doc/4332400
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ʂʨʦʤʝ ʪʦʛʦ, ʨʦʩʪ ʘʫʜʠʪʦʨʠʠ ð ʩʧʦʨʥʳʡ ʬʘʢʪʦʨ, ʪʘʢ ʢʘʢ ʦʥ ʩʦʧʨʦʚʦʞʜʘʝʪʩʷ ʝʝ ʨʘʟʤʳʪʠʝʤ, ʦʪʤʝʯʘʝʪ 

ʖʣʠʷ ʄʘʛʘʩʴ. ʉʝʡʯʘʩ ʥʘʙʣʶʜʘʝʪʩʷ ʧʝʨʝʨʘʩʧʨʝʜʝʣʝʥʠʝ ʘʫʜʠʪʦʨʠʠ, ʪʦ ʝʩʪʴ, ʝʩʣʠ ʨʘʥʝʝ ʨʦʣʠʢʠ 

ʯʘʩʪʦ ʩʤʦʪʨʝʣʠ ʧʦ ʜʦʨʦʛʝ ʜʦʤʦʡ ʠʣʠ ʥʘ ʨʘʙʦʪʫ, ʚ ʦʙʝʜʝʥʥʳʝ ʧʝʨʝʨʳʚʳ, ʪʦ ʪʝʧʝʨʴ ʟʨʠʪʝʣʠ ʩʠʜʷʪ 

ʧʦ ʜʦʤʘʤ ʠ ʤʦʛʫʪ ʨʘʟʚʣʝʯʴ ʩʝʙʷ ʥʝ ʪʦʣʴʢʦ ʩ ʧʦʤʦʱɹʁ YouTube. ʇʦ ʩʣʦʚʘʤ ʨʫʢʦʚʦʜʠʪʝʣʷ 

ʨʦʩʩʠʡʩʢʦʛʦ ʧʦʜʨʘʟʜʝʣʝʥʠʷ Admitad ɸʥʥʳ ɻʠʜʠʨʠʤ, ʫ ʙʣʦʛʝʨʦʚ-ʛʝʡʤʝʨʦʚ ʧʘʜʝʥʠʝ ʚʳʨʫʯʢʠ 

ʦʪ ʨʝʢʣʘʤʳ ʥʘ YouTube ʩʦʩʪʘʚʠʣʦ ʟʘ ʧʦʩʣʝʜʥʠʡ ʤʝʩʷʮ 30ī50%, ʭʦʪʷ ʪʨʘʬʠʢ ʚʳʨʦʩ ʠ ʫ ʥʠʭ ð 

ʚ ʮʝʣʦʤ ʧʦ ʨʳʥʢʫ ʥʘ 15ī30%. 

ɺ ʈʦʩʩʠʠ YouTube ʙʳʣ ʦʜʥʠʤ ʠʟ ʩʘʤʳʭ ʙʳʩʪʨʦʨʘʩʪʫʱʠʭ ʩʝʛʤʝʥʪʦʚ ʨʝʢʣʘʤʥʦʛʦ ʨʳʥʢʘ. ɺ ʘʛʝʥʪʩʪʚʝ 

Carat ʦʮʝʥʠʚʘʣʠ, ʯʪʦ ʨʘʩʭʦʜʳ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʥʘ ʦʥʣʘʡʥ-ʚʠʜʝʦ ʚ 2019 ʛʦʜʫ ʚʳʨʦʩʣʠ ʥʘ 53%, ʜʦ 13 

ʤʣʨʜ ʨʫʙ., ʘ ʜʦʣʷ YouTube ʩʦʩʪʘʚʣʷʝʪ ʥʝ ʤʝʥʝʝ 30% (3,9 ʤʣʨʜ ʨʫʙ.). ɺ Yoola ʨʘʩʩʯʠʪʳʚʘʶʪ, ʯʪʦ 

ʘʢʪʠʚʥʦʩʪʴ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʤʦʞʝʪ ʚʝʨʥʫʪʴʩʷ ʚ ʪʨʝʪʴʝʤ ʢʚʘʨʪʘʣʝ, ʥʘ ʢʦʪʦʨʳʡ ʩʝʡʯʘʩ 

ʧʝʨʝʨʘʩʧʨʝʜʝʣʷʶʪʩʷ ʙʶʜʞʝʪʳ ʠʟ-ʟʘ ʧʘʥʜʝʤʠʠ, ʚ ʯʘʩʪʥʦʩʪʠ FMCG-ʨʠʪʝʡʣʝʨʳ. 

ʅʘ ʟʘʨʫʙʝʞʥʳʭ ʨʳʥʢʘʭ ʧʦʭʦʞʠʝ ʪʨʝʥʜʳ. ʇʦ ʧʦʜʩʯʸʪʘʤ OneZero, ʥʘ ʤʥʦʛʠʭ ʢʘʥʘʣʘʭ ʨʝʢʣʘʤʥʳʝ 

ʩʪʘʚʢʠ ʫʧʘʣʠ ʚ ʩʨʝʜʥʝʤ ʥʘ 50% ʩ ʥʘʯʘʣʘ ʬʝʚʨʘʣʷ 2020 ʛʦʜʘ, ʭʦʪʷ ʪʨʘʬʠʢ ʥʘ YouTube, ʧʦ ʜʘʥʥʳʤ 

New York Times, ʚʳʨʦʩ ʩ ʢʦʥʮʘ ʬʝʚʨʘʣʷ ʢ 24 ʤʘʨʪʘ ʥʘ 15%. 

 

Facebook ʟʘʧʫʩʪʠʪ ʘʥʘʣʦʛ Zoom 

ʉʝʨʚʠʩ ʜʣʷ ʛʨʫʧʧʦʚʳʭ ʚʠʜʝʦʟʚʦʥʢʦʚ ʧʦʷʚʠʪʩʷ ʚ ʩʦʮʩʝʪʠ, ʘ ʪʘʢʞʝ ʚ Instagram ʠ WhatsApp 

https://www.sostav.ru/publication/facebook-zapustit-analog-zoom-43084.html 

Facebook ʧʣʘʥʠʨʫʝʪ ʟʘʧʫʩʪʠʪʴ ʩʦʙʩʪʚʝʥʥʳʡ ʩʝʨʚʠʩ ʛʨʫʧʧʦʚʳʭ ʚʠʜʝʦʟʚʦʥʢʦʚ, ʢʦʪʦʨʳʝ ʚ ʫʩʣʦʚʠʷʭ 

ʧʘʥʜʝʤʠʠ ʢʦʨʦʥʘʚʠʨʫʩʘ ʩʪʘʣʠ ʦʯʝʥʴ ʧʦʧʫʣʷʨʥʳ. ʂʦʤʧʘʥʠʷ ʨʘʟʨʘʙʘʪʳʚʘʝʪ ʩʦʙʩʪʚʝʥʥʳʝ çʢʦʤʥʘʪʳè 

ʜʣʷ ʚʠʜʝʦʟʚʦʥʢʦʚ, ʦʙʲʝʜʠʥʷʶʱʠʝ ʚ ʨʝʞʠʤʝ ʨʝʘʣʴʥʦʛʦ ʚʨʝʤʝʥʠ ʜʦ 50 

ʯʝʣʦʚʝʢ, ʩʦʦʙʱʘʝʪʩʷ ʚ ʙʣʦʛʝ ʢʦʤʧʘʥʠʠ. 

ʉʝʨʚʠʩ ʧʦʣʫʯʠʪ ʥʘʟʚʘʥʠʝ Messenger Rooms. ʉʦʟʜʘʚʘʪʴ ʢʦʥʬʝʨʝʥʮʠʠ ʚ ʥʸʤ ʤʦʞʥʦ ʧʨʠ ʧʦʤʦʱʠ 

ʘʢʢʘʫʥʪʦʚ ʚ Facebook ʠʣʠ Facebook Messenger, ʧʨʠ ʵʪʦʤ ʧʨʠʩʦʝʜʠʥʠʪʴʩʷ ʢ ʚʠʜʝʦʟʚʦʥʢʫ ʩʤʦʛʫʪ ʠ ʪʝ, 

ʢʪʦ ʥʝ ʟʘʨʝʛʠʩʪʨʠʨʦʚʘʥ ʚ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ. ʆʨʛʘʥʠʟʘʪʦʨʳ ʙʫʜʫʪ ʩʘʤʠ ʜʦʙʘʚʣʷʪʴ ʠ ʫʜʘʣʷʪʴ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʠʟ ʢʦʥʬʝʨʝʥʮʠʠ, ʘ ʪʘʢʞʝ ʦʛʨʘʥʠʯʠʚʘʪʴ ʢ ʥʝʡ ʜʦʩʪʫʧ. 

Messenger Rooms ʙʫʜʝʪ ʜʦʩʪʫʧʝʥ ʚ ʥʝʢʦʪʦʨʳʭ ʩʪʨʘʥʘʭ ʫʞʝ ʥʘ ʵʪʦʡ ʥʝʜʝʣʝ, ʟʘʪʝʤ ʬʫʥʢʮʠʷ 

ʧʦʷʚʠʪʩʷ ʫ ʚʩʝʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ. ɺʧʦʩʣʝʜʩʪʚʠʠ ʩʝʨʚʠʩ ʧʦʷʚʠʪʩʷ ʚ Instagram ʠ WhatsApp, ʧʦʦʙʝʱʘʣʠ 

https://www.sostav.ru/publication/reklamnye-dokhody-youtube-blogerov-postradali-ot-pandemii-42875.html
https://www.sostav.ru/publication/facebook-zapustit-analog-zoom-43084.html
https://about.fb.com/news/2020/04/introducing-messenger-rooms/
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ʚ ʢʦʤʧʘʥʠʠ. ɺ ʚʠʜʝʦʢʦʥʬʝʨʝʥʮʠʷʭ ʚ WhatsApp ʩʤʦʛʫʪ ʫʯʘʩʪʚʦʚʘʪʴ ʦʜʥʦʚʨʝʤʝʥʥʦ ʜʦ ʚʦʩʴʤʠ 

ʯʝʣʦʚʝʢ, ʦʥʠ ʙʫʜʫʪ ʟʘʱʠʱʝʥʳ ʩʢʚʦʟʥʳʤ ʰʠʬʨʦʚʘʥʠʝʤ. 

 

ɺ ʢʦʤʧʘʥʠʠ ʦʪʤʝʪʠʣʠ ʨʦʩʪ ʩʧʨʦʩʘ ʥʘ ʚʠʜʝʦʟʚʦʥʢʠ ʚ ʧʨʠʣʦʞʝʥʠʷʭ WhatsApp ʠ Messenger. ʊʘʢ, 

ʢʘʞʜʳʡ ʜʝʥʴ ʚ ʚʠʜʝʦʟʚʦʥʢʘʭ ʫʯʘʩʪʚʫʶʪ ʙʦʣʝʝ 700 ʤʠʣʣʠʦʥʦʚ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʵʪʠʭ ʤʝʩʩʝʥʜʞʝʨʦʚ, 

ʚʦ ʤʥʦʛʠʭ ʩʪʨʘʥʘʭ ʯʠʩʣʦ ʚʠʜʝʦʟʚʦʥʢʦʚ ʚʳʨʦʩʣʦ ʟʘ ʧʦʩʣʝʜʥʝʝ ʚʨʝʤʷ ʚʜʚʦʝ. ʋ ʚʠʜʝʦʩʝʨʚʠʩʘ Zoom, 

ʢʦʪʦʨʳʡ ʦʙʨʝʣ ʟʥʘʯʠʪʝʣʴʥʫʶ ʧʦʧʫʣʷʨʥʦʩʪʴ ʚʦ ʚʨʝʤʷ ʠʟʦʣʷʮʠʠ, ʚ ʘʧʨʝʣʝ ʯʠʩʣʦ ʘʢʪʠʚʥʳʭ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʚ ʩʫʪʢʠ ʜʦʩʪʠʛʣʦ 300 ʤʠʣʣʠʦʥʦʚ. 

ʈʘʥʝʝ ʦ ʧʣʘʥʘʭ ʟʘʧʫʩʪʠʪʴ ʛʨʫʧʧʦʚʳʝ ʚʠʜʝʦʟʚʦʥʢʠ ʦʙʲʷʚʠʣ ʦʩʥʦʚʘʪʝʣʴ Telegram ʇʘʚʝʣ ɼʫʨʦʚ. 

ʆʥ ʫʢʘʟʘʣ ʥʘ ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʩʝʨʚʠʩʘ ʜʣʷ ʚʠʜʝʦʩʚʷʟʠ ʥʘ ʬʦʥʝ ʩʘʤʦʠʟʦʣʷʮʠʠ ʠ ʜʨʫʛʠʭ ʦʛʨʘʥʠʯʝʥʠʡ 

ʠʟ-ʟʘ ʢʦʨʦʥʘʚʠʨʫʩʘ ʚ ʤʠʨʝ. ʇʨʠ ʵʪʦʤ ʥʝʦʙʭʦʜʠʤʦ ʦʜʥʦʚʨʝʤʝʥʥʦ ʙʝʟʦʧʘʩʥʦʝ ʠ ʫʜʦʙʥʦʝ 

ʧʨʠʣʦʞʝʥʠʝ. 

 

çʗʥʜʝʢʩè ʧʝʨʝʚʳʧʫʩʪʠʣ ʩʚʦʡ ʤʝʩʩʝʥʜʞʝʨ 

ɼʣʷ ʦʙʱʝʥʠʷ ʚ ʥʝʤ ʥʝ ʦʙʷʟʘʪʝʣʴʥʦ ʩʢʘʯʠʚʘʪʴ ʧʨʠʣʦʞʝʥʠʝ 

https://www.sostav.ru/publication/yandeks-perevypustil-svoj-messendzher-43025.html 
 

ɺ ʩʨʝʜʫ, 22 ʘʧʨʝʣʷ, çʗʥʜʝʢʩè ʧʨʝʜʩʪʘʚʠʣ ʦʙʥʦʚʣʝʥʥʳʡ ʤʝʩʩʝʥʜʞʝʨ, ʚ ʢʦʪʦʨʦʤ ʝʩʪʴ ʯʘʪʳ 

ʠ ʚʠʜʝʦʟʚʦʥʢʠ, ʛʦʣʦʩʦʚʳʝ ʩʦʦʙʱʝʥʠʷ ʩ ʪʝʢʩʪʦʚʦʡ ʨʘʩʰʠʬʨʦʚʢʦʡ, ʢʘʥʘʣʳ ʧʦʧʫʣʷʨʥʳʭ ʉʄʀ 

ʠ ʚʦʟʤʦʞʥʦʩʪʴ ʜʝʣʠʪʴʩʷ ʢʦʥʪʝʥʪʦʤ. ʆʙ ʵʪʦʤ ʩʦʦʙʱʘʝʪ ʧʨʝʩʩ-ʩʣʫʞʙʘ ʢʦʤʧʘʥʠʠ. 

ɺ ʤʝʩʩʝʥʜʞʝʨʝ ʫʞʝ ʝʩʪʴ ʚʩʝ ʧʦʣʴʟʦʚʘʪʝʣʠ çʗʥʜʝʢʩʘè, ʢʦʪʦʨʳʝ ʝʩʪʴ ʚ ʢʦʥʪʘʢʪʘʭ ʧʦʣʴʟʦʚʘʪʝʣʷ. 

ɼʦʩʪʘʪʦʯʥʦ ʨʘʟʨʝʰʠʪʴ ʧʨʠʣʦʞʝʥʠʶ ʜʦʩʪʫʧ ʢ ʥʠʤ ʠ ʤʦʞʥʦ ʥʘʯʠʥʘʪʴ ʧʝʨʝʧʠʩʢʫ. ʉʦʦʙʱʝʥʠʷ ʤʦʞʥʦ 

ʧʨʦʯʠʪʘʪʴ ʚ ʧʨʠʣʦʞʝʥʠʠ çʗʥʜʝʢʩè, çɹʨʘʫʟʝʨʝè ʠʣʠ ʥʘ ʛʣʘʚʥʦʡ ʩʪʨʘʥʠʮʝ çʗʥʜʝʢʩʘè. 

ʋʩʪʘʥʘʚʣʠʚʘʪʴ ʧʨʠʣʦʞʝʥʠʝ ʥʝ ʦʙʷʟʘʪʝʣʴʥʦ. 

ɺ ʤʝʩʩʝʥʜʞʝʨʝ ʝʩʪʴ ʩʧʝʮʠʘʣʴʥʘʷ ʪʝʭʥʦʣʦʛʠʷ çSpeechKitè, ʢʦʪʦʨʘʷ ʧʨʝʚʨʘʱʘʝʪ ʛʦʣʦʩʦʚʳʝ 

ʩʦʦʙʱʝʥʠʷ ʚ ʪʝʢʩʪ. çʃʶʜʠ ʤʦʛʫʪ ʩʦʟʜʘʚʘʪʴ ʛʨʫʧʧʦʚʳʝ ʯʘʪʳ, ʚ ʪʦʤ ʯʠʩʣʝ ʤʛʥʦʚʝʥʥʦ ʟʘʚʦʜʠʪʴ 

ʩʝʤʝʡʥʳʝ ʯʘʪʳ ʜʣʷ ʙʣʠʟʢʠʭ. ɸ ʜʣʷ ʪʝʭ, ʢʪʦ ʧʨʝʜʧʦʯʠʪʘʝʪ ʞʠʚʦʝ ʦʙʱʝʥʠʝ, ʝʩʪʴ ʘʫʜʠʦ- 

ʠ ʚʠʜʝʦʚʳʟʦʚʳè, ð ʧʠʰʝʪ ʢʦʤʧʘʥʠʷ. 

https://www.sostav.ru/publication/za-nedelyu-prilozheniya-dlya-videosvyazi-skachali-62-mln-raz-42629.html
https://www.sostav.ru/publication/telegram-sobiraetsya-vnedrit-funktsiyu-videozvonkov-iz-za-rasprostraneniya-koronavirusa-43080.html
https://www.sostav.ru/publication/yandeks-perevypustil-svoj-messendzher-43025.html
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ʊʘʢʞʝ ʚ ʤʝʩʩʝʥʜʞʝʨʝ ʤʦʞʥʦ ʧʦʣʫʯʘʪʴ ʘʢʪʫʘʣʴʥʫʶ ʠʥʬʦʨʤʘʮʠʶ ð ʟʜʝʩʴ ʝʩʪʴ ʢʘʥʘʣʳ ʢʨʫʧʥʳʭ 

ʉʄʀ, çʗʥʜʝʢʩè, çʂʠʥʦʇʦʠʩʢè ʠ ʜʨʫʛʠʝ. ɿʘʚʝʩʪʠ ʢʘʥʘʣ ʚ ʄʝʩʩʝʥʜʞʝʨʝ ʠ ʨʘʩʩʢʘʟʘʪʴ ʦ ʩʝʙʝ 

ʘʫʜʠʪʦʨʠʠ ʗʥʜʝʢʩʘ ʤʦʞʝʪ ʢʪʦ ʫʛʦʜʥʦ: ʉʄʀ, ʙʣʦʛʝʨʳ ʠ ʦʙʳʯʥʳʝ ʧʦʣʴʟʦʚʘʪʝʣʠ 

 

çʆʜʥʦʢʣʘʩʩʥʠʢʠè ʜʦʙʘʚʠʣʠ ʚʦʟʤʦʞʥʦʩʪʴ ʚʳʭʦʜʠʪʴ ʚ ʧʨʷʤʦʡ ʵʬʠʨ ʚ ʨʝʞʠʤʝ 

ʚʠʜʝʦʟʚʦʥʢʘ 

https://www.sostav.ru/publication/odnoklassniki-dobavili-vozmozhnost-vykhodit-v-pryamoj-efir-v-rezhime-

videozvonka-43019.html 

ʅʦʚʘʷ ʬʫʥʢʮʠʷ ʧʦʟʚʦʣʠʪ ʧʨʦʚʦʜʠʪʴ ʧʨʷʤʳʝ ʵʬʠʨʳ ʚ ʣʠʯʥʦʤ ʧʨʦʬʠʣʝ ʠʣʠ ʚ ʛʨʫʧʧʝ 

ʉʦʮʠʘʣʴʥʘʷ ʩʝʪʴ çʆʜʥʦʢʣʘʩʩʥʠʢʠè ʜʦʙʘʚʠʣʘ ʚʦʟʤʦʞʥʦʩʪʴ ʚʳʭʦʜʠʪʴ ʚ ʧʨʷʤʳʝ ʵʬʠʨʳ ʩ ʧʦʤʦʱʴʶ 

ʚʠʜʝʦʟʚʦʥʢʦʚ, ʧʠʰʝʪ ʧʨʝʩʩ-ʩʣʫʞʙʘ ʢʦʤʧʘʥʠʠ. ʄʦʞʥʦ ʚʳʙʨʘʪʴ ʨʝʞʠʤ ʥʘ ʜʚʦʠʭ ʠʣʠ ʞʝ ʨʘʩʰʠʨʠʪʴ 

ʢʨʫʛ ʜʦ 100 ʫʯʘʩʪʥʠʢʦʚ, ʩʦʙʨʘʚ ʠʭ ʚ ʣʠʯʥʦʤ ʧʨʦʬʠʣʝ ʠʣʠ ʞʝ ʚ ʛʨʫʧʧʝ. 

ʂʦʤʧʘʥʠʷ ʥʘʜʝʝʪʩʷ, ʯʪʦ ʥʦʚʘʷ ʬʫʥʢʮʠʷ ʧʦʤʦʞʝʪ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʦʙʱʘʪʴʩʷ ʩ ʙʣʠʟʢʠʤʠ ʠ ʜʨʫʟʴʷʤʠ, 

ʘ ʪʘʢʞʝ ʨʝʰʠʪʴ ʚʦʧʨʦʩʳ, ʩʚʷʟʘʥʥʳʝ ʩ ʪʚʦʨʯʝʩʪʚʦʤ, ʙʠʟʥʝʩʦʤ ʠʣʠ ʨʘʙʦʪʦʡ. ʇʨʠ ʵʪʦʤ ʘʚʪʦʨʳ 

ʪʨʘʥʩʣʷʮʠʠ ʟʚʦʥʢʘ ʩʤʦʛʫʪ ʨʘʟʛʨʘʥʠʯʠʚʘʪʴ ʜʦʩʪʫʧ ʢ ʧʨʦʩʤʦʪʨʫ: ʜʣʷ ʚʩʝʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩʦʮʩʝʪʠ, 

ʪʦʣʴʢʦ ʜʣʷ ʜʨʫʟʝʡ ʠʣʠ ʫʯʘʩʪʥʠʢʦʚ ʛʨʫʧʧʳ, ʣʠʙʦ ʚ ʬʦʨʤʘʪʝ ʧʨʠʚʘʪʥʦʡ ʪʨʘʥʩʣʷʮʠʠ ʩ ʜʦʩʪʫʧʦʤ 

ʧʦ ʩʩʳʣʢʝ.  

ʅʘ ʧʣʘʪʬʦʨʤʝ ʝʩʪʴ ʬʫʥʢʮʠʷ ʟʘʧʠʩʠ ʟʚʦʥʢʦʚ ʩ ʚʦʟʤʦʞʥʦʩʪʴʶ ʜʘʣʴʥʝʡʰʝʡ ʧʫʙʣʠʢʘʮʠʠ ʨʦʣʠʢʘ 

ʚ ʩʦʮʩʝʪʠ. ʆʧʫʙʣʠʢʦʚʘʪʴ ʟʘʧʠʩʴ ʟʚʦʥʢʘ ʠʣʠ ʩʦʟʜʘʪʴ ʪʨʘʥʩʣʷʮʠʶ ʤʦʞʥʦ ʢʘʢ ʦʪ ʣʠʯʥʦʛʦ ʧʨʦʬʠʣʷ, ʪʘʢ 

ʠ ʦʪ ʠʤʝʥʠ ʛʨʫʧʧʳ. ʏʪʦʙʳ ʪʨʘʥʩʣʷʮʠʷ ʥʝ ʩʪʘʣʘ ʩʶʨʧʨʠʟʦʤ ʜʣʷ ʩʦʙʝʩʝʜʥʠʢʦʚ, ʩʩʳʣʢʘ ʥʘ ʚʠʜʝʦ ʠʣʠ 

ʵʬʠʨ ʩʨʘʟʫ ʧʦʷʚʣʷʝʪʩʷ ʚ ʯʘʪʝ, ʛʜʝ ʧʨʦʚʦʜʠʪʩʷ ʟʚʦʥʦʢ. ʅʘ ʵʢʨʘʥʝ ʟʚʦʥʢʘ ʧʨʠ ʵʪʦʤ ʦʪʦʙʨʘʞʘʝʪʩʷ 

ʥʘʜʧʠʩʴ çɺʘʰ ʟʚʦʥʦʢ ʚ ʧʨʷʤʦʤ ʵʬʠʨʝè ʠʣʠ çʀʜʝʪ ʟʘʧʠʩʴ ʟʚʦʥʢʘè. 

ɼʣʷ ʚʳʚʦʜʘ ʟʚʦʥʢʘ ʚ ʧʨʷʤʦʡ ʵʬʠʨ ʚ ʤʝʥʶ ʚʳʟʦʚʘ ʥʫʞʥʦ ʙʫʜʝʪ ʚʳʙʨʘʪʴ ʧʫʥʢʪ çʊʨʘʥʩʣʷʮʠʷ ʟʚʦʥʢʘè. 

ʊʨʘʥʩʣʠʨʦʚʘʪʴ ʟʚʦʥʢʠ ʤʦʞʥʦ ʚ ʚʝʙ-ʚʝʨʩʠʠ ʆʂ ʠ Android-ʧʨʠʣʦʞʝʥʠʠ, ʚ ʙʣʠʞʘʡʰʝʝ ʚʨʝʤʷ ʵʪʘ 

ʬʫʥʢʮʠʷ ʧʦʷʚʠʪʩʷ ʠ ʥʘ iOS. ɼʣʷ ʟʘʧʠʩʠ ʟʚʦʥʢʘ ʥʫʞʥʦ ʙʫʜʝʪ ʚʳʙʨʘʪʴ ʧʫʥʢʪ çɿʘʧʠʩʴ ʟʚʦʥʢʘè ʧʨʠ 

ʨʘʟʛʦʚʦʨʝ. 

ʊʘʢʞʝ ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʫʪ ʧʨʝʚʨʘʪʠʪʴ ʟʚʦʥʦʢ ʚ ʟʘʨʘʥʝʝ ʟʘʧʣʘʥʠʨʦʚʘʥʥʳʡ ʩʪʨʠʤ ʩ ʦʙʨʘʪʥʳʤ 

ʦʪʩʯʝʪʦʤ ʚ ʣʠʯʥʦʤ ʧʨʦʬʠʣʝ ʠʣʠ ʚ ʛʨʫʧʧʝ. ʕʪʦ ʧʦʟʚʦʣʠʪ ʧʨʦʘʥʦʥʩʠʨʦʚʘʪʴ ʪʨʘʥʩʣʷʮʠʶ ʥʘ ʥʫʞʥʫʶ 

ʘʫʜʠʪʦʨʠʶ, ʘ ʟʨʠʪʝʣʷʤ ð ʧʦʜʧʠʩʘʪʴʩʷ ʥʘ ʵʬʠʨ, ʯʪʦʙʳ ʥʝ ʧʨʦʧʫʩʪʠʪʴ ʝʛʦ ʥʘʯʘʣʦ. 

https://www.sostav.ru/publication/odnoklassniki-dobavili-vozmozhnost-vykhodit-v-pryamoj-efir-v-rezhime-videozvonka-43019.html
https://www.sostav.ru/publication/odnoklassniki-dobavili-vozmozhnost-vykhodit-v-pryamoj-efir-v-rezhime-videozvonka-43019.html
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Where Your Audience Is Watching, Discovering, and Buying in 2020 [Infographic] 

https://animoto.com/blog/news/audience-watching-discovering-buying-2020 

Everyone engages with brands on social media differently. This is doubly true when it comes to different 

generations of consumers. Understanding your customers' social media habits is key to reaching them 

where theyôre browsing and purchasing online. And memorable content caters to your audience's platforms 

of choice, and their behaviors on those platforms. 

Curious how your customers engage with social media? We dove into our Consumer Insights for 2020 to 

find out. Here are a few highlights from the research: 

75% of millennials said a brandôs social media presence impacts their purchase decisions. 

Gen Z, Millennials, and Gen X rated YouTube as the platform where they make purchase decisions. 

60% of Gen Xers prefer video when learning about a new brand or product. 

52% of Gen Xers and 41% of Boomers said video was most helpful when making a purchase decision 

online. 

Want to learn more about your target customer? Check out the infographic below. 

 

The future of social media at the turn of the decade 

https://www.thedrum.com/opinion/2020/04/21/the-future-social-media-the-turn-the-decade 

At the close of 2019, the number of social media users worldwide had hit 3.5 billion. Social mediaôs rapid 

growth has had a significant impact on our daily lives ï transforming how we connect with not only each 

other, but also with the media and brands. So, at the turn of the decade what future changes can we 

predict to see on the horizon? 

Enforced regulation 

Although social media has clearly brought benefits to society and companies, it also brings downsides and 

dangers such as cyberbullying, online harassment, depression, body image insecurities and fear of 

missing out (FOMO). Previously left to self-regulate, the UK government has recently announced that more 

https://animoto.com/blog/news/audience-watching-discovering-buying-2020
https://animoto.com/blog/news/social-video-trends-consumers-2020
https://animoto.com/blog/news/audience-watching-discovering-buying-2020
https://www.thedrum.com/opinion/2020/04/21/the-future-social-media-the-turn-the-decade
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power will be given to watchdog Ofcom to force social media companies to take increased responsibility 

for their content. 

The pressure to regulate in the digital sphere will almost certainly restrict how advertisers can target and 

what content can be promoted, thus leading to greater transparency on how data is being used. For 

instance, Facebook already allows users to manage interest-based ads under account settings and we 

should expect more companies to follow this trend. 

Enforced regulations could encourage users to increase trust in social media networks. This will potentially 

reflect in higher engagement. On the other hand, advertisers will have restricted targeting capabilities 

which might translate to media spend wastage, lower ad engagement and reduced opportunities for 

advertising customisation. 

Organically, social platforms may see a diminished capability to serve users curated content if they are 

limited in data collection. 

Data and privacy 

Events such as the Cambridge Analytica scandal made us realise the power of social media and data as 

well as the limitations of current social media regulations. Users are becoming aware that data is power. 

One sign of this is that searches for óMy Activityô on Google have been increasing year on year. 

Users are already changing their privacy settings in order to include the minimum information on social 

media and accounts are being deleted. Users will continue to push for this with heightened privacy 

concerns as the world becomes ever more digital. Demographically, younger audiences are increasingly 

conscious of data privacy and security, which will further add to the soft and hard restrictions placed upon 

social media. 

This trend may well open alternative commercial models for social media networks, such as subscriptions 

which allow a reduced need for personal data. Another possible solution would be to reward users that 

share their data. 

WeChat-like social networks 

As more people rely on their phones to make payments, store boarding passes and manage their finances, 

the opportunity for social media players to blend social and financial functionalities into one platform is 

growing. 
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WeChat is the perfect example of how social media, commerce and entertainment can merge. More than 

a social media network, it allows users to do day-to-day tasks such as storing their IDs, paying their utilities 

and getting access to public services, including booking doctor appointments, applying for visas and 

checking driving records. 

Facebook is already experimenting in this space and it had plans to launch its own cryptocurrency named 

Libra this year. This service might not necessarily be integrated with the Facebook social media platform, 

but it gives a hint on future possibilities. 

Western social platforms will inevitably try to follow WeChat but it is unlikely that they will be allowed to 

play the role as fully as WeChat does in China. This is because in most countries, data privacy concerns 

and increases in regulation will be pushing social networks in the opposite direction. 

Multi-networking 

The number of social media accounts per person has been growing among all demographics. The multi-

networking effect is a response to the increase number of platforms options, but it's also being caused by 

a degree of specialization (e.g. Twitch, Pinterest, and TikTok). 

Social media usage will continue to increase in developing countries, but it has generally plateaued among 

in advanced economies. As more specialised social media platforms arise, the number of social media 

platforms per user can still increase across all age groups, particularly among millennials and Gen X. 

However, time spend on social media will be similar to what it currently is. 

How we consume content will change 

The way we consume content is always changing and therefore new social media networks will emerge 

as a natural response to these changes. Younger demographics will be the earlier adopters, as we saw 

with Snapchat and are seeing with TikTok. 

Video has become by far the most popular format. Views of branded video content increased by 258% 

since 2016, and on Twitter a video is 6x more likely to be retweeted than a photo. Itôs not hard to guess 

that new social media platforms will be focused on video and powered by AI. 

Additionally, voice search is exponentially increasing which will also impact social media behaviour in the 

coming decade as people type less and start relying voice recognition systems to do this job for them. 
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While phones will remain the main device for accessing social media, the usage of AR and VR devices 

will also increase in the next decade as they get lighter and more versatile, expanding their usage beyond 

gaming. 

Shifts from the current climate 

At the close of the decade social media was making headlines for its negative impacts. Due to COVID-19, 

screen time will increase as individuals re/download apps to stay connected with friends and family, and 

to keep entertained. Some platforms will emerge from this dark time with a larger, more diverse and more 

engaged user base than ever before and perhaps social media will regain respect through reigniting its 

original charm as a way for us to all stay connected. 

It can be challenging to predict the future of social media as itôs a fast-changing environment but hopefully 

it will move towards a safer and more democratic place. 

 

MOBILE & MESSANGERS ééééééééééééééééééééé 

Telegram ʩʦʙʠʨʘʝʪʩʷ ʚʥʝʜʨʠʪʴ ʬʫʥʢʮʠʶ ʚʠʜʝʦʟʚʦʥʢʦʚ ʠʟ-ʟʘ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʷ 

ʢʦʨʦʥʘʚʠʨʫʩʘ 

ɽʞʝʤʝʩʷʯʥʦ Telegram ʧʦʩʝʱʘʝʪ ʙʦʣʝʝ 400 ʤʣʥ ʯʝʣʦʚʝʢ 

https://www.sostav.ru/publication/telegram-sobiraetsya-vnedrit-funktsiyu-videozvonkov-iz-za-

rasprostraneniya-koronavirusa-43080.html 

ʄʝʩʩʝʥʜʞʝʨ Telegram ʘʥʦʥʩʠʨʦʚʘʣ ʚʥʝʜʨʝʥʠʝ ʬʫʥʢʮʠʠ ʚʠʜʝʦʟʚʦʥʢʦʚ ʚ 2020 ʛʦʜʫ ʠʟ-ʟʘ 

ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʷ ʧʘʥʜʝʤʠʠ ʢʦʨʦʥʘʚʠʨʫʩʥʦʡ ʠʥʬʝʢʮʠʠ, ʩʦʦʙʱʘʝʪʩʷ ʚ ʙʣʦʛʝ ʢʦʤʧʘʥʠʠ. 

ɽʞʝʤʝʩʷʯʥʘʷ ʘʫʜʠʪʦʨʠʷ ʧʨʠʣʦʞʝʥʠʷ ʧʨʝʚʳʩʠʣʘ 400 ʤʣʥ ʯʝʣʦʚʝʢ, ʯʪʦ ʥʘ 100 ʤʣʥ ʙʦʣʴʰʝ, ʯʝʤ ʛʦʜ 

ʥʘʟʘʜ. 

ʂʘʞʜʳʡ ʜʝʥʴ ʢ ʘʫʜʠʪʦʨʠʠ ʤʝʩʩʝʥʜʞʝʨʘ ʧʨʠʩʦʝʜʠʥʷʝʪʩʷ ʝʱʝ ʢʘʢ ʤʠʥʠʤʫʤ 1,5 ʤʣʥ ʯʝʣʦʚʝʢ. 

ʆʥ ʥʘʭʦʜʠʪʩʷ ʥʘ ʧʝʨʚʦʤ ʤʝʩʪʝ ʩʨʝʜʠ ʜʨʫʛʠʭ ʩʦʮʠʘʣʴʥʳʭ ʧʣʘʪʬʦʨʤ ʧʦ ʢʦʣʠʯʝʩʪʚʫ ʟʘʛʨʫʟʦʢ ʚ 20 

ʩʪʨʘʥʘʭ ʤʠʨʘ. 

https://www.sostav.ru/publication/telegram-sobiraetsya-vnedrit-funktsiyu-videozvonkov-iz-za-rasprostraneniya-koronavirusa-43080.html
https://www.sostav.ru/publication/telegram-sobiraetsya-vnedrit-funktsiyu-videozvonkov-iz-za-rasprostraneniya-koronavirusa-43080.html
https://telegram.org/blog/400-million
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Telegram ʦʙʲʷʩʥʠʣ ʩʚʦʝ ʞʝʣʘʥʠʝ ʜʦʙʘʚʠʪʴ ʚ ʧʣʘʪʬʦʨʤʫ ʚʠʜʝʦʟʚʦʥʢʠ ʪʝʤ, ʯʪʦ ʠʟ-ʟʘ ʵʧʠʜʝʤʠʠ 

ʞʝʣʘʥʠʝ ʣʶʜʝʡ ʦʙʱʘʪʴʩʷ ʜʨʫʛ ʩ ʜʨʫʛʦʤ ʧʦ ʫʜʘʣʝʥʥʦʡ ʩʚʷʟʠ ʟʥʘʯʠʪʝʣʴʥʦ ʚʳʨʦʩʣʦ, ʥʦ ʠʤʝʶʱʠʝʩʷ 

ʥʘ ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʠʥʩʪʨʫʤʝʥʪʳ ʣʠʙʦ ʥʝ ʦʯʝʥʴ ʫʜʦʙʥʳʝ, ʣʠʙʦ ʚʦʚʩʝ ʥʝʙʝʟʦʧʘʩʥʳ. 

ʈʘʥʝʝ ʜʝʧʫʪʘʪʳ ɻʦʩʜʫʤʳ ʦʪ çʉʧʨʘʚʝʜʣʠʚʦʡ ʈʦʩʩʠʠè ʌʝʜʦʪ ʊʫʤʫʩʦʚ ʠ ɼʤʠʪʨʠʡ 

ʀʦʥʠʥ ʧʨʝʜʣʦʞʠʣʠ ʦʪʤʝʥʠʪʴ ʙʣʦʢʠʨʦʚʢʫ ʤʝʩʩʝʥʜʞʝʨʘ Telegram ʠ ʧʦʜʛʦʪʦʚʠʣʠ ʩʦʦʪʚʝʪʩʪʚʫʶʱʠʡ 

ʟʘʢʦʥʦʧʨʦʝʢʪ. 

 

ʅʆɺʆʉʊʀ ʀʅʊɽʈʅɽʊ-ʈɽʂʃɸʄʓ ɹɽʃɸʈʋʉʀ ...é.éééééééééééé. 

ɺʣʠʷʥʠʝ ʢʦʨʦʥʘʚʠʨʫʩʘ ʥʘ ʨʳʥʦʢ ʨʝʢʣʘʤʳ ʚ ɹʝʣʘʨʫʩʠ: ʦʢʦʣʦ 50% ʘʛʝʥʪʩʪʚ 

ʜʦʧʫʩʢʘʶʪ ʧʝʨʝʧʨʦʬʠʣʠʨʦʚʘʥʠʝ ʠʣʠ ʟʘʢʨʳʪʠʝ ʩʚʦʠʭ ʢʦʤʧʘʥʠʡ 

https://marketing.by/analitika/vliyanie-koronavirusa-na-rynok-reklamy-v-belarusi-okolo-50-agentstv-

dopuskayut-pereprofilirovanie-il/ 

ɺ ʘʧʨʝʣʝ IAB Belarus ʠ ɸʩʩʦʮʠʘʮʠʷ ʨʝʢʣʘʤʥʳʭ ʦʨʛʘʥʠʟʘʮʠʡ ʧʨʦʚʝʣʠ  ʩʦʚʤʝʩʪʥʳʡ ʘʥʦʥʠʤʥʳʡ 

ʦʧʨʦʩ ʩʨʝʜʠ ʢʦʤʧʘʥʠʡ, ʨʘʙʦʪʘʶʱʠʭ ʚ ʨʘʟʣʠʯʥʳʭ ʩʝʛʤʝʥʪʘʭ ʨʝʢʣʘʤʥʦʡ ʠʥʜʫʩʪʨʠʠ, ʩ ʮʝʣʴʶ ʦʮʝʥʢʠ 

ʩʪʝʧʝʥʠ ʚʣʠʷʥʠʷ ʥʘ ʠʭ ʨʘʙʦʪʫ ʩʣʦʞʠʚʰʝʡʩʷ ʵʧʠʜʝʤʠʦʣʦʛʠʯʝʩʢʦʡ ʩʠʪʫʘʮʠʠ.  ʆʧʨʦʩ ʧʨʦʚʝʜʝʥ ʩʨʝʜʠ 

ʯʣʝʥʦʚ IAB Belarus ʠ ɸʈʆ, ʘ ʪʘʢʞʝ ʨʝʢʣʘʤʥʳʭ ʘʛʝʥʪʩʪʚ ʠʟ ʄʠʥʩʢʘ, ɻʨʦʜʥʦ, ɻʦʤʝʣʷ, ɺʠʪʝʙʩʢʘ, 

ʄʦʛʠʣʝʚʘ, ʄʦʣʦʜʝʯʥʦ, ɹʦʙʨʫʡʩʢʘ.        

ʉʬʝʨʘ ʜʝʷʪʝʣʴʥʦʩʪʠ ʦʧʨʦʰʝʥʥʳʭ ʨʝʢʣʘʤʥʳʭ ʘʛʝʥʪʩʪʚ ï ʩʝʪʝʚʳʝ ʘʛʝʥʪʩʪʚʘ ʧʦʣʥʦʛʦ ʮʠʢʣʘ, 

ʣʦʢʘʣʴʥʳʝ ʘʛʝʥʪʩʪʚʘ ʧʦʣʥʦʛʦ ʮʠʢʣʘ, ʠʥʪʝʨʥʝʪ-ʘʛʝʥʪʩʪʚʘ, ʦʧʝʨʘʪʦʨʳ indoor ʠ outdoor ʨʝʢʣʘʤʳ, 

ʦʧʝʨʘʪʦʨʳ ʨʝʢʣʘʤʳ ʥʘ ʪʨʘʥʩʧʦʨʪʝ, ʧʨʦʜʘʢʰʥ-ʢʦʤʧʘʥʠʠ. ɺʦʧʨʦʩʦʚ ʙʳʣʦ ʚʩʝʛʦ ʰʝʩʪʴ, ʥʦ ʦʥʠ ʩ 

ʙʦʣʴʰʦʡ ʪʦʯʥʦʩʪʴʶ ʦʧʨʝʜʝʣʠʣʠ çʩʨʝʜʥʶʶ ʪʝʤʧʝʨʘʪʫʨʫè ʚ ʨʝʢʣʘʤʥʦʡ ʦʪʨʘʩʣʠ. 

ʇʦʯʪʠ ʧʦʣʦʚʠʥʘ ʦʧʨʦʰʝʥʥʳʭ ʘʛʝʥʪʩʪʚ ʫʢʘʟʘʣʠ ʥʘ ʩʦʢʨʘʱʝʥʠʝ ʬʦʥʜʘ ʟʘʨʘʙʦʪʥʦʡ ʧʣʘʪʳ  ʠ 

ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʠ  ʨʘʙʦʯʝʛʦ ʜʥʷ, ʫʭʦʜ ʩʦʪʨʫʜʥʠʢʦʚ ʚ ʥʝʦʧʣʘʯʠʚʘʝʤʳʡ ʦʪʧʫʩʢ ʠ ʩʦʢʨʘʱʝʥʠʝ 

ʘʨʝʥʜʫʝʤʳʭ ʧʣʦʱʘʜʝʡ.   

ʕʪʠ ʤʝʨʳ ʙʳʣʠ ʧʨʠʥʷʪʳ ʚ ʩʚʷʟʠ ʩ ʩʦʢʨʘʱʝʥʠʝʤ ʙʦʣʝʝ ʯʝʤ ʚ ʜʚʘ ʨʘʟʘ ʨʝʢʣʘʤʥʳʭ ʙʶʜʞʝʪʦʚ 

ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʥʘ 2020 ʛʦʜ, ʧʝʨʝʥʦʩʦʤ ʵʪʠʭ ʙʶʜʞʝʪʦʚ ʥʘ ʥʝʦʧʨʝʜʝʣʝʥʥʳʡ ʩʨʦʢ ʠʣʠ ʦʪʤʝʥʦʡ 

ʨʝʢʣʘʤʥʳʭ ʪʝʥʜʝʨʦʚ, ʯʪʦ ʩʫʱʝʩʪʚʝʥʥʦ ʧʦʚʣʠʷʣʦ ʥʘ ʨʘʟʤʝʨ ʚʳʨʫʯʢʠ ʘʛʝʥʪʩʪʚ. 

https://www.sostav.ru/publication/v-gosdume-predlozhili-otmenit-blokirovku-telegram-43036.html
https://marketing.by/analitika/vliyanie-koronavirusa-na-rynok-reklamy-v-belarusi-okolo-50-agentstv-dopuskayut-pereprofilirovanie-il/
https://marketing.by/analitika/vliyanie-koronavirusa-na-rynok-reklamy-v-belarusi-okolo-50-agentstv-dopuskayut-pereprofilirovanie-il/
https://aro.by/
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ʇʨʦʛʥʦʟʠʨʫʷ ʧʦʩʣʝʜʩʪʚʠʷ ʜʣʷ ʙʠʟʥʝʩʘ ʙʝʟ ʜʘʣʴʥʝʡʰʝʛʦ ʫʣʫʯʰʝʥʠʷ ʵʧʠʜʝʤʠʦʣʦʛʠʯʝʩʢʦʡ 

ʩʠʪʫʘʮʠʠ ʚ ʪʝʯʝʥʠʝ ʪʨʝʭ ʤʝʩʷʮʝʚ, ʙʦʣʝʝ 50% ʢʦʤʧʘʥʠʡ ʫʢʘʟʘʣʠ ʚʝʨʦʷʪʥʳʤ ʧʝʨʝʧʨʦʬʠʣʠʨʦʚʘʥʠʝ 

ʜʝʷʪʝʣʴʥʦʩʪʠ ʠʣʠ ʟʘʢʨʳʪʠʝ ʩʚʦʠʭ ʧʨʝʜʧʨʠʷʪʠʡ.
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ʈʝʟʫʣʴʪʘʪʳ ʦʧʨʦʩʘ ʥʘʧʨʘʚʣʝʥʳ ʨʝʛʫʣʷʪʦʨʫ ʜʣʷ ʦʮʝʥʢʠ ʩʠʪʫʘʮʠʠ ʧʨʠ ʧʦʜʛʦʪʦʚʢʝ ʥʦʨʤʘʪʠʚʥʦ-

ʧʨʘʚʦʚʦʛʦ ʘʢʪʘ ʧʦ ʧʦʜʜʝʨʞʢʝ ʨʝʢʣʘʤʥʦʡ ʦʪʨʘʩʣʠ. 

 

ʊʨʘʬʠʢ ʥʝ ʨʘʚʥʦ ʜʝʥʴʛʠ. ʏʪʦ ʧʨʦʠʩʭʦʜʠʪ ʩ ʨʝʢʣʘʤʥʳʤʠ ʜʦʭʦʜʘʤʠ ʙʝʣʘʨʫʩʢʠʭ 

ʤʝʜʠʘ 

https://marketing.by/analitika/trafik-ne-ravno-dengi-chto-proiskhodit-s-reklamnymi-dokhodami-

belaruskikh-media/ 

ʀʩʩʣʝʜʦʚʘʥʠʷ ʤʝʜʠʡʥʳʭ ʢʘʥʘʣʦʚ ʚ ʧʝʨʠʦʜ ʧʘʥʜʝʤʠʠ ʛʦʚʦʨʷʪ ʦ ʪʦʤ, ʯʪʦ ʣʶʜʠ ʤʘʩʩʦʚʦ ʧʝʨʝʰʣʠ ʚ 

ʦʥʣʘʡʥ. ʇʦʪʨʝʙʣʝʥʠʝ ʚʩʝʚʦʟʤʦʞʥʦʛʦ ʢʦʥʪʝʥʪʘ ʚʳʨʦʩʣʦ ʚ ʨʘʟʳ, ʧʨʠʯʝʤ ʭʦʨʦʰʦ ʧʨʠʙʘʚʠʣʠ ʠʤʝʥʥʦ 

ʣʦʢʘʣʴʥʳʝ ʤʝʜʠʘ, ʛʜʝ ʣʶʜʠ ʠʱʫʪ ʠʥʬʦʨʤʘʮʠʶ ʦ ʩʠʪʫʘʮʠʠ ʚ ʩʚʦʝʡ ʩʪʨʘʥʝ ʠ ʨʝʛʠʦʥʝ. ʊʘʢ, ʧʦ ʜʘʥʥʳʤ 

Gemius, ʘʢʪʠʚʥʦʩʪʴ ʘʫʜʠʪʦʨʠʠ ɹʘʡʥʝʪʘ ʚ ʤʘʨʪʝ 2020 ʛʦʜʘ ʧʦʢʘʟʘʣʘ ʨʦʩʪ. ʇʨʦʩʤʦʪʨʳ ʩʪʨʘʥʠʮ 

ʚʳʨʦʩʣʠ ʥʘ 22%, ʘ ʦʙʱʝʝ ʚʨʝʤʷ, ʧʨʦʚʝʜʝʥʥʦʝ ʧʦʣʴʟʦʚʘʪʝʣʷʤʠ ʦʥʣʘʡʥ, ʚ ʤʘʨʪʝ ʧʨʠʙʘʚʠʣʦ ʥʘ 17%, 

ʧʦ ʩʨʘʚʥʝʥʠʶ ʬʝʚʨʘʣʝʤ.  

 

ʂʘʢ ʵʪʘ ʩʠʪʫʘʮʠʷ ʦʪʨʘʟʠʣʘʩʴ ʥʘ ʜʦʭʦʜʘʭ ʙʝʣʘʨʫʩʢʠʭ ʤʝʜʠʘ? ʉ ʦʜʥʦʡ ʩʪʦʨʦʥʳ, ʣʦʛʠʯʥʦ 

ʧʨʝʜʧʦʣʦʞʠʪʴ, ʯʪʦ ʤʘʨʢʝʪʦʣʦʛʠ ʧʝʨʝʢʠʥʫʣʠ ʙʶʜʞʝʪʳ ʥʘ ʜʠʜʞʠʪʘʣ. ʉ ʜʨʫʛʦʡ - ʘ ʝʩʪʴ ʣʠ ʩʝʡʯʘʩ ʯʪʦ 

ʧʝʨʝʢʠʜʳʚʘʪʴ ʚ ʩʚʷʟʠ ʩ ʧʘʜʝʥʠʝʤ ʩʧʨʦʩʘ ʥʘ ʨʷʜ ʢʘʪʝʛʦʨʠʡ ʠ ʢʦʣʣʘʧʩ ʩʬʝʨʳ ʦʪʜʳʭʘ, ʧʫʪʝʰʝʩʪʚʠʡ, 

ʨʘʟʚʣʝʯʝʥʠʡ?  

 

ʀʥʬʦʨʤʘʮʠʷ ʠʟ ʧʝʨʚʳʭ ʫʩʪ - marketing.by ʩʦʙʨʘʣ ʦʮʝʥʢʫ ʩʠʪʫʘʮʠʠ ʩʦ ʩʪʦʨʦʥʳ ʨʫʢʦʚʦʜʠʪʝʣʝʡ 

ʢʦʤʤʝʨʯʝʩʢʠʭ ʦʪʜʝʣʦʚ ʨʝʜʘʢʮʠʡ TUT.BY, CityDog, ʅʘʰʘ ʅiʚʘ, Tribuna.com. 

ʄʘʨʠʷ ɽʨʸʤʘ, TUT.BY 

ʊʨʘʬʠʢ ʥʘ ʩʘʡʪ ʧʦʩʪʦʷʥʥʦ ʨʘʩʪʝʪ, ʘ ʤʳ ʚ ʩʧʝʮʧʨʦʝʢʪʘʭ ʪʝʤ ʚʨʝʤʝʥʝʤ, ʢʦʥʝʯʥʦ, ʦʱʫʱʘʝʤ 

ʧʝʨʝʨʘʩʧʨʝʜʝʣʝʥʠʝ ʨʝʢʣʘʤʥʦʛʦ ʧʠʨʦʛʘ.  

 

ʇʦʣʥʦʩʪʴʶ ʦʪʤʝʥʝʥʦ ʚʩʝ ʚ ʢʘʪʝʛʦʨʠʠ ʪʨʝʚʝʣ, ʧʨʦʩʝʣ ʣʘʡʬʩʪʘʡʣ, ʧʝʨʝʥʦʩʠʤ ʧʨʦʝʢʪʳ, ʢʦʪʦʨʳʝ ʪʘʢ 

ʠʣʠ ʠʥʘʯʝ ʩʚʷʟʘʥʳ ʩ ʢʨʫʧʥʳʤʠ ʤʝʨʦʧʨʠʷʪʠʷʤʠ. ʅʘʩʣʘʞʜʘʝʤʩʷ, ʢʘʢ ʠ ʚʩʷ ʠʥʜʫʩʪʨʠʷ, ʧʨʝʣʝʩʪʷʤʠ 

ñʫʧʘʚʰʝʛʦ ʦʬʣʘʡʥʘò. ʇʨʠ ʵʪʦʤ ʚʳʨʦʩʣʘ ʜʦʣʷ ʩʝʛʤʝʥʪʦʚ FMCG, ʬʘʨʤʘ ʠ ʦʥʣʘʡʥ-ʩʝʨʚʠʩʳ. 

ʈʝʛʫʣʷʨʥʦ ʧʦʩʪʫʧʘʶʪ ʟʘʧʨʦʩʳ ʦʪ ʙʨʝʥʜʦʚ ʥʘ ʚʩʪʨʘʠʚʘʥʠʝ ʚ ʧʦʚʝʩʪʢʫ - ʧʦʧʫʣʷʨʥʳ ʪʝʤʳ 

ʩʘʤʦʠʟʦʣʷʮʠʠ, ʜʦʩʫʛʘ ʠ ʨʘʙʦʪʳ ʥʘ ʫʜʘʣʝʥʢʝ, ʙʝʩʢʦʥʪʘʢʪʥʦʛʦ ʚʩʝʛʦ (ʦʪ ʙʘʥʢʦʚʩʢʠʭ ʩʝʨʚʠʩʦʚ ʜʦ 

ʟʘʧʨʘʚʢʠ ʘʚʪʦ).  

https://arobelarus.files.wordpress.com/2020/04/d092d0bbd0b8d18fd0bdd0b8d0b5-d0bad0bed180d0bed0bdd0b0d0b2d0b8d180d183d181d0b0-d0bdd0b0-d180d18bd0bdd0bed0ba-d180d0b5d0bad0bbd0b0d0bcd18b-d0b2-d091d0b5d0bbd0b0d180d183d181d0b8.pdf
https://marketing.by/analitika/trafik-ne-ravno-dengi-chto-proiskhodit-s-reklamnymi-dokhodami-belaruskikh-media/
https://marketing.by/analitika/trafik-ne-ravno-dengi-chto-proiskhodit-s-reklamnymi-dokhodami-belaruskikh-media/
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ʇʨʦʝʢʪʳ ʤʳ ʧʨʦʜʦʣʞʘʝʤ ʚʳʧʫʩʢʘʪʴ: ʪʝʧʝʨʴ - ʩ ʬʦʢʫʩʦʤ ʥʘ ʙʝʟʦʧʘʩʥʳʡ ʧʨʦʜʘʢʰʥ. ʋʩʠʣʝʥʥʦ 

ʛʝʥʝʨʠʨʫʝʤ ʠʜʝʠ ʜʣʷ ʙʨʝʥʜʦʚ, ʥʦ ʠ ʩʪʨʦʞʝ ʬʠʣʴʪʨʫʝʤ ʩʦʙʩʪʚʝʥʥʳʝ ʠʜʝʠ ʥʘ ʧʨʝʜʤʝʪ ʫʤʝʩʪʥʦʩʪʠ.  

 

ɺ ʢʦʤʘʥʜʝ ʧʦʣʴʟʫʝʤʩʷ ʩʠʪʫʘʮʠʝʡ, ʯʪʦʙʳ ʧʦʩʤʦʪʨʝʪʴ ʥʘ ʩʚʦʠ ʧʨʦʮʝʩʩʳ ʚʥʠʤʘʪʝʣʴʥʦ ʠ ʧʦʬʠʢʩʠʪʴ ʠ 

ʦʪʣʘʜʠʪʴ ʩʚʦʶ ʨʘʙʦʪʫ, ʧʨʠʯʝʩʘʪʴ ʩʫʱʝʩʪʚʫʶʱʠʝ ʬʦʨʤʘʪʳ ʠ ʨʘʟʨʘʙʦʪʘʪʴ ʥʦʚʳʝ. 

ɸʣʝʩʷ ɾʫʢ, Citydog.by 

ʉʠʪʠʜʦʛʫ ʧʦʚʝʟʣʦ, ʯʪʦ ʤʳ ʥʝ ʟʘʚʠʩʠʤ ʦʪ ʩʧʝʮʠʬʠʯʝʩʢʠʭ ʙʠʟʥʝʩʦʚ (ʣʦʛʠʩʪʠʢʘ, ʪʫʨʠʟʤ, ʫʩʣʫʛʠ) ʠ 

ʤʦʞʝʤ ʣʝʛʢʦ ʘʜʘʧʪʠʨʦʚʘʪʴʩʷ ʠ ʧʝʨʝʩʪʨʘʠʚʘʪʴʩʷ ʥʘ ʜʨʫʛʠʝ ʩʝʛʤʝʥʪʳ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ.  

 

ʈʦʩʪ ʪʨʘʬʠʢʘ ʥʝ ʨʘʚʥʦ ʨʦʩʪ ʜʝʥʝʛ, ʢ ʩʦʞʘʣʝʥʠʶ. ʆʪʢʘʟʘ ʦʪ ʧʨʝʜʚʘʨʠʪʝʣʴʥʳʭ ʜʦʣʛʦʚʨʝʤʝʥʥʳʭ 

ʜʦʛʦʚʦʨʸʥʥʦʩʪʝʡ ʧʦʢʘ ʥʝʪ. ɹʳʣ ʪʦʣʴʢʦ ʦʜʠʥ ʢʣʠʝʥʪ ð ʠ ʪʦ ʥʝ ʦʪʢʘʟ, ʘ ʧʝʨʝʥʦʩ ʢʘʤʧʘʥʠʠ ʥʘ ʦʩʝʥʴ 

ð ʥʦ ʪʦ ʪʦʨʛʦʚʳʝ ʮʝʥʪʨʳ. ʅʘʤ ʙʳ ʩʘʤʠʤ ʫʯʠʪʳʚʘʷ ʨʝʜʧʦʣʠʪʠʢʫ ʠ ʧʦʚʝʩʪʢʫ ʙʳʣʦ ʧʨʷʤʦ ʩʢʘʟʘʪʴ 

ʢʦʥʬʣʠʢʪʦʤ ʠʥʪʝʨʝʩʦʚ ʟʚʘʪʴ ʣʶʜʝʡ ʚ ʊʎ.  

ʆʯʝʥʴ ʤʥʦʛʠʝ, ʢʪʦ ʜʦʣʞʝʥ ʙʳʪʴ ʩʝʡʯʘʩ ʟʘʠʥʪʝʨʝʩʦʚʘʥ ʚ ʘʢʪʠʚʥʦʩʪʠ, ʥʘ ʥʘʰ ʚʳʭʦʜ ʠ ʧʨʝʜʣʦʞʝʥʠʷ 

ʨʝʘʛʠʨʫʶʪ çʘ ʩʢʦʣʴʢʦ ʙʫʜʝʪ ʩʪʦʠʪʴ? ʚʳ ʞʝ ʧʦʥʠʤʘʝʪʝ, ʯʪʦ ʜʦʣʞʥʦ ʙʳʪʴ ʜʝʰʝʚʣʝ, ʯʝʤ ʚ 

ʜʦʢʨʠʟʠʩʥʳʝ ʚʨʝʤʝʥʘè. 

ʉʝʡʯʘʩ ʩʦ ʩʪʦʨʦʥʳ ʤʥʦʛʠʭ ʢʣʠʝʥʪʦʚ ʠʥʪʝʨʝʩ ʚ ʦʩʥʦʚʥʦʤ ʩʪʦʨʦʥʫ ʨʘʟʦʚʦʛʦ, ʥʝʜʦʣʛʦʚʨʝʤʝʥʥʦʛʦ. ʀ 

ʧʨʦʜʫʢʪʦʚʦʛʦ, ʥʝ ʠʤʠʜʞʝʚʦʛʦ. 

ʀʟʚʝʩʪʥʳʝ ʢʨʫʧʥʳʝ ʙʨʝʥʜ rʣʠʙʦ ʥʝ ʚʢʣʘʜʳʚʘʶʪʩʷ ʚ ʧʨʦʜʚʠʞʝʥʠʝ, ʣʠʙʦ ʚʢʣʘʜʳʚʘʶʪʩʷ ʦʯʝʥʴ 

ʥʝʦʭʦʪʥʦ (ʧʦʥʷʪʥʦ, ʯʪʦ ʥʝʢʦʪʦʨʳʝ ʠʟ ʥʠʭ ʥʝ ʤʦʛʫʪ ʪʘʢ ʙʳʩʪʨʦ ʧʝʨʝʩʪʨʦʠʪʴ ʙʠʟʥʝʩ ʥʘ ʨʝʟʢʦ 

ʚʦʟʨʦʩʰʠʡ ʩʧʨʦʩ ʠ ʜʫʤʘʶʪ, ʢʘʢ ʙʳ ʭʦʪʴ ʩ ʥʠʤ ʩʧʨʘʚʠʪʴʩʷ).  ʉʨʝʜʥʠʝ ʙʠʟʥʝʩʳ ʧʦ ʦʱʫʱʝʥʠʷʤ 

ʚʢʠʜʳʚʘʶʪʩʷ ʚ ʩʘʤʳʝ ʜʝʰʝʚʳʝ ʠʥʩʪʨʫʤʝʥʪʳ ʠʣʠ ʦʙʦʨʦʪʢʫ. 

 

ʅʝʢʦʪʦʨʳʝ ʨʝʙʷʪʘ ʫʣʦʚʠʣʠ, ʯʪʦ ʪʘʢʦʝ ʫʤʝʩʪʥʳʡ ʩʠʪʫʘʪʠʚʥʳʡ ʤʘʨʢʝʪʠʥʛ ʠ ʧʦʥʷʣʠ, ʢʘʢ ʤʝʩʩʝʜʞʠ 

ʪʨʘʥʩʬʦʨʤʠʨʦʚʘʪʴ ʚʦʚʨʝʤʷ. ɺʦʪ ʧʨʠʤʝʨ ʙʳʩʪʨʦʛʦ ʩʠʪʫʘʪʠʚʥʦʛʦ ʨʘʟʤʝʱʝʥʠʷ: ʊʘʢʩʠ 135 ʩʥʠʞʘʝʪ 

ʮʝʥʳ ï ʠ ʚʦʪ ʧʦʯʝʤʫ.  ɼʣʷ ʢʣʠʝʥʪʦʚ ʚʘʞʥʘ ʩʢʦʨʦʩʪʴ. ʄʳ, ʢʦʥʝʯʥʦ, ʤʦʛʣʠ ʧʨʝʜʣʦʞʠʪʴ ʥʘʪʠʚʥʳʝ 

ʬʦʨʤʘʪʳ, ʥʦ ʵʪʦ ʚʨʝʤʷ (ʥʘ ʠʜʝʶ, ʨʝʘʣʠʟʘʮʠʶ) ʠ ʚʳʭʦʜ ʨʝʜʘʢʮʠʠ ʠʟ ʩʘʤʦʠʟʦʣʷʮʠʠ, ʩʢʦʨʝʝ ʚʩʝʛʦ.  

ʄʳ ʧʦʥʠʤʘʝʤ, ʯʪʦ ʤʘʨʢʝʪʦʣʦʛʘʤ ʥʫʞʥʦ ʨʝʰʠʪʴ ʨʷʜ ʚʦʧʨʦʩʦʚ ʧʦ ʘʜʘʧʪʘʮʠʠ ʙʠʟʥʝʩʦʚ, ʦʨʛʘʥʠʟʘʮʠʠ 

ʧʨʦʮʝʩʩʦʚ ʚ ʢʘʨʜʠʥʘʣʴʥʦ ʠʟʤʝʥʠʚʰʠʭʩʷ ʫʩʣʦʚʠʷʭ. ʀ ʩʚʦʠ ʘʢʪʠʚʥʦʩʪʠ ʩʦʝʜʠʥʠʪʴ ʩ ʫʭʫʜʰʝʥʠʝʤ 

ʬʠʥʘʥʩʦʚʳʭ ʧʦʢʘʟʘʪʝʣʝʡ (ʜʣʷ ʙʦʣʴʰʠʥʩʪʚʘ ʩʬʝʨ). ʋ ʤʥʦʛʠʭ ʤʘʨʢʝʪʠʥʛʦʚʳʝ ʙʶʜʞʝʪʳ ʧʨʠʚʷʟʘʥʳ ʢ 

http://hot.citydog.by/taxi-price/
http://hot.citydog.by/taxi-price/
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ʚʳʨʫʯʢʝ, ʘ ʝʩʪʴ ʧʨʦʛʥʦʟ, ʯʪʦ ʦʥʘ ʙʫʜʝʪ ʧʘʜʘʪʴ ʝʱʝ ʥʝ ʦʜʠʥ ʤʝʩʷʮ ʜʣʷ ʙʦʣʴʰʠʥʩʪʚʘ ʦʪʨʘʩʣʝʡ. ʋ 

ʩʝʙʷ ʚʠʜʠʤ, ʯʪʦ ʤʥʦʛʠʝ ʫʩʧʝʰʥʦ ʨʝʘʛʠʨʫʶʪ ʥʘ ʚʳʟʦʚʳ, ʚʦʪ ʧʨʠʤʝʨ: ɹʠʟʥʝʩ-ʰʢʦʣʘ ʟʘʧʫʩʢʘʝʪ 

ʜʠʩʪʘʥʮʠʦʥʥʳʝ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʝ ʧʨʦʛʨʘʤʤʳ ï ʤʳ ʚʘʤ ʦʯʝʥʴ ʩʦʚʝʪʫʝʤ. 

 

ɽʱʝ ʦʜʠʥ ʠʟ ʧʨʠʤʝʨʦʚ, ʢʦʪʦʨʳʡ ʭʦʯʫ ʧʨʠʚʝʩʪʠ -- ʪʨʘʥʩʬʦʨʤʘʮʠʷ ʧʨʦʝʢʪʘ Play, ʢʦʪʦʨʳʡ ʤʳ 

ʨʝʘʣʠʟʫʝʤ ʚ ʧʘʨʪʥʝʨʩʪʚʝ ʩ ʄʊʉ ʩ ʮʝʣʴʶ ʧʨʦʜʚʠʞʝʥʠʷ ʩʝʨʚʠʩʘ çʄʊʉ ʄʫʟʳʢʘè.  ʋ ʥʘʩ ʙʳʣʘ 

ʟʘʧʣʘʥʠʨʦʚʘʥʘ ʩʝʨʠʷ ʤʘʪʝʨʠʘʣʦʚ ʦ ʤʫʟʳʢʝ ʚ ʄʠʥʩʢʝ, ʦʙ ʦʪʥʦʰʝʥʠʠ ʢ çʩʪʘʨʦʡè ʠ çʘʢʪʫʘʣʴʥʦʡè 

ʤʫʟʳʢʝ ʣʶʜʝʡ ʨʘʟʥʳʭ ʧʦʢʦʣʝʥʠʡ, ʦ ʪʦʤ, ʢʘʢʫʶ ʨʦʣʴ ʤʫʟʳʢʘ ʠʛʨʘʝʪ ʚ ʥʘʰʝʡ ʯʘʩʪʥʦʡ ʠ ʦʙʱʝʩʪʚʝʥʥʦʡ 

ʞʠʟʥʠ. ʈʘʟʫʤʝʝʪʩʷ, ʤʫʟʳʢʘ ʥʝ ʧʦʪʝʨʷʣʘ ʚ ʩʚʦʝʡ ʘʢʪʫʘʣʴʥʦʩʪʠ.  ʄʳ ʧʝʨʝʩʤʦʪʨʝʣʠ ʪʝʤʘʪʠʢʠ ʚ 

ʩʪʦʨʦʥʫ ʙʦʣʝʝ ʥʘʩʫʱʥʦʛʦ. ɺ ʨʝʟʫʣʴʪʘʪʝ ʧʦʷʚʠʣʩʷ ʤʘʪʝʨʠʘʣ ʦ ʤʫʟʳʢʝ, ʧʦʜ ʢʦʪʦʨʫʶ ʣʫʯʰʝ 

ʟʘʥʠʤʘʪʴʩʷ ʬʠʪʥʝʩʦʤ, ʝʩʣʠ ʪʳ ʧʨʘʢʪʠʢʫʝʰʴ ʜʦʤʘʰʥʠʝ ʪʨʝʥʠʨʦʚʢʠ.  

ʅʦ ʥʝʢʦʪʦʨʳʝ ʬʦʨʤʘʪʳ ʤʳ ʙʳʣʠ ʚʳʥʫʞʜʝʥʳ ʧʝʨʝʥʝʩʪʠ ʥʘ ʙʦʣʝʝ ʧʦʟʜʥʠʝ ʧʝʨʠʦʜʳ ʠʣʠ ʠʟʤʝʥʠʪʴ 

ʪʝʤʘʪʠʢʠ.  ɺ ʯʘʩʪʥʦʩʪʠ, ʠʟ ʩʘʤʦʠʟʦʣʷʮʠʠ ʥʝʚʦʟʤʦʞʥʦ ʩʥʠʤʘʪʴ ʚʠʜʝʦ ʩ ʛʝʨʦʷʤʠ ʚ ʩʪʫʜʠʠ. ʄr  ʞʝ ʥʝ 

ʭʦʪʠʤ ʧʦʜʚʝʨʛʘʪʴ ʦʧʘʩʥʦʩʪʠ ʥʠ ʩʝʙʷ, ʥʠ ʛʝʨʦʝʚ, ʥʠ ʧʘʨʪʥʝʨʦʚ.   

ɽʱʝ ʤʳ ʟʘʧʫʩʢʘʝʤ ʥʦʚʳʡ ʧʨʦʝʢʪ ʩ Samsung ʠ ʙʳʣʠ ʦʧʨʝʜʝʣʝʥʥʳʝ ʧʣʘʥʳ ʧʦ ʠʥʪʝʛʨʘʮʠʠ ʧʨʦʜʫʢʪʘ 

ʚ ʤʘʪʝʨʠʘʣʳ. ʅʘ ʩʝʛʦʜʥʷʰʥʠʡ ʜʝʥʴ ʦʥʠ ʥʝʨʝʘʣʠʟʫʝʤʳ. ʀ ʤʳ ʙʣʘʛʦʜʘʨʥʳ ʢʣʠʝʥʪʫ, ʢʦʪʦʨʳʡ ʵʪʦ 

ʧʦʥʠʤʘʝʪ ʪʘʢʞʝ, ʢʘʢ ʠ ʤʳ. ʀ ʧʦʰʝʣ ʥʘʤ ʥʘ ʚʩʪʨʝʯʫ ʚ ʥʘʰʝʤ ʥʦʚʦʤ ʚʠʜʝʥʠʠ. 

 

ɺ ʙʣʠʞʘʡʰʠʭ ʜʚʘ ʤʝʩʷʮʘ ʥʘʩ ʙʫʜʫʪ ʝʱʸ çʚʳʪʷʛʠʚʘʪʴè ʟʘʧʣʘʥʠʨʦʚʘʥʥʳʝ ʧʨʦʝʢʪʳ ʠ 

ʜʦʛʦʚʦʨʸʥʥʦʩʪʠ. ʅʦ ʫʞʝ ʩʝʡʯʘʩ ʚʠʜʠʤ ʟʘʤʝʜʣʝʥʠʝ ʜʝʣʦʚʦʡ ʘʢʪʠʚʥʦʩʪʠ ʩʨʝʜʠ ʙʠʟʥʝʩʦʚ, ʨʝʟʫʣʴʪʘʪʳ 

ʵʪʦʛʦ ʦʪʨʘʟʷʪʩʷ ʥʘ ʥʘʩ ʯʝʨʝʟ 2-3 ʤʝʩ (ʚʝʨʦʷʪʥʦ ʝʱʸ ʧʦʟʞʝ). 

ʅʘʩʪʘʩʩʷ ʈʦ˄ʜʘ, NN.by / ñʅʘʰʘ ʅʽʚʘò 

ʗ ʙ ʭʘʮʝʣʘ ʘʜʟʥʘʯʳʮʴ ʥʝʢʘʣʴʢʽ ʚʘʞʥʳʭ ʨʵʘʢʮʳʡ ʨʳʥʢʘ, ʷʢʽʷ ʤʳ ˄ NN.by / ñʅʘʰʘ ʅʽʚʘò ʥʘʟʽʨʘʝʤ. 

 

1. ʄʥʦʛʽʷ ʨʵʢʣʘʤʘʜʘ˄ʮʳ ʧʘʢʫʣʴ ʥʝ ʟʥʘʡʰʣʽ ʘʜʢʘʟʫ, ʷʢ ʫ ʩʽʪʫʘʮʳʽ ʧʘʥʜʵʤʽʽ ʧʨʘʚʽʣʴʥʘ ʩʷʙʝ 

ʧʘʟʽʮʳʷʥʘʚʘʮʴ ʽ ʧʘʣʽʯʳʣʽ ʟʘ ʥʘʡʣʝʧʰʘʝ ʧʨʳʧʳʥʽʮʴ ʥʘ ʥʝʢʘʪʦʨʳ ʯʘʩ ʢʘʤʫʥʽʢʘʮʳʶ ʟ ʘ˄ʜʳʪʦʨʳʷʡ, ʢʘʙ 

ʧʘʥʘʟʽʨʘʮʴ ʟʘ ʨʘʟʚʽʮʮʸʤ ʩʽʪʫʘʮʳʽ. ʇʘʜ ñʧʨʘʚʽʣʴʥʘò ʷ ʤʘʶ ʥʘ ˄ʚʘʟʝ, ʷʢ ʥʝ ʨʘʟʜʨʘʞʥʷʮʴ 

ʢʘʨʳʩʪʘʣʴʥʽʢʘ˄, ʨʘʟʫʤʝʶʯʳ, ʰʪʦ ʤʥʦʛʽʷ ʧʝʨʘʞʳʚʘʶʮʴ ʤʦʮʥʳ ʩʪʨʵʩ ʽ ʘʜʯʫʚʘʶʮʴ ʟʘʢʣʘʧʦʯʘʥʘʩʮʴ 

ʧʨʘʟ ʢʘʨʘʥʘʚʽʨʫʩ. 

 

ʗ ˄ʩʮʝʰʘʥʘʷ, ʰʪʦ ʰʤʘʪ ʷʢʽʷ ʙʨʵʥʜʳ ʥʘʢʽʨʘʚʘʣʽ ʩʨʦʜʢʽ ʽ ʩʽʣʳ ʥʘ ʜʘʧʘʤʦʛʫ ʤʝʜʳʢʘʤ ʫ ʙʘʨʘʮʴʙʝ ʟ 

ʢʘʨʘʥʘʚʽʨʫʩʘʤ ï ʛʵʪʘ ʥʘʡʣʝʧʰʘʷ ʽʤʽʜʞʘʚʘʷ ʨʵʢʣʘʤʘ ˄ ʪʘʢʽ ʯʘʩ. ʄʳ ʽʤʢʥʸʤʩʷ ʽʥʬʘʨʤʘʮʳʡʥʘ 

ʧʘʜʪʨʳʤʣʽʚʘʮʴ ʪʘʢʦʛʘ ʢʰʪʘʣʪʫ ʽʥʽʮʳʷʪʳʚʳ ʢʘʤʧʘʥʽʡ. 

https://citydog.by/vedy/event/get-smarted/
https://citydog.by/vedy/event/get-smarted/
https://citydog.by/post/play-trener/
https://citydog.by/post/play-trener/
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2. ʅʝʢʘʪʦʨʳʷ ʨʵʢʣʘʤʘʜʘ˄ʮʳ, ʧʨʘʛʥʘʟʫʶʯʳ ʤʘʛʯʳʤʳʷ ʩʪʨʘʪʳ ʘʜ ʟʤʷʥʰʵʥʥʷ ʘʙʘʨʦʪʘ˄, ʩʢʘʨʘʮʽʣʽ 

ʨʵʢʣʘʤʥʳʷ ʙʶʜʞʵʪʳ ʽ ʘʜʢʣʘʣʽ ʥʷʪʘʥʥʘʝ ʧʨʘʩʦ˄ʚʘʥʥʝ ʧʨʘʟ ʥʘʪʳ˄ʥʳʷ ʤʘʪʵʨʳʷʣʳ ʥʘ ʧʘʟʥʝʡʰʳ ʯʘʩ. 

 

3. ʏʘʩʪʢʘ ʨʵʢʣʘʤʘʜʘ˄ʮʘ˄ ʯʘʩʦʚʘ ʩʳʰʣʘ ʧʨʘʟ ʪʦʝ, ʰʪʦ ʽʭ ʩʬʝʨʘ ʬʘʢʪʳʯʥʘ ʮʘʣʢʘʤ ʩʧʳʥʽʣʘ 

ʘʢʪʳ˄ʥʘʩʮʴ. ʋ ʧʝʨʰʫʶ ʯʘʨʛʫ ʛʵʪʘ ʩʧʦʨʪ ʽ ʧʘʜʘʨʦʞʞʳ. 

 

ʋ ʪʦʡ ʞʘ ʯʘʩ ʤʳ ʙʘʯʳʤ, ʰʪʦ ʢʘʤʧʘʥʽʽ, ʷʢʽʷ ʜʘʧʘʤʘʛʘʶʮʴ ʣʶʜʟʷʤ ʘʨʛʘʥʽʟʘʚʘʮʴ ʢʘʤʬʦʨʪʥʘʝ 24-

ʛʘʜʟʽʥʥʘʝ ʟʥʘʭʦʜʞʘʥʥʝ ʜʦʤʘ, ʥʘʘʜʚʘʨʦʪ ʧʨʘʷ˄ʣʷʶʮʴ ʙʦʣʴʰʫʶ ʘʢʪʳ˄ʥʘʩʮʴ ʽ ʤʘʶʮʴ ʟʘʮʽʢʘ˄ʣʝʥʘʩʮʴ 

ʫ ʨʵʢʣʘʤʝ ʤʝʥʘʚʽʪʘ ˄ ʛʵʪʳ ʧʝʨʳʷʜ. ɸʜʥʘʢ ʧʨʘʟ ʪʦʝ, ʰʪʦ ʤʥʦʛʽʷ ʧʨʘʮʫʶʮʴ ʘʜʜʘʣʝʥʘ, ʢʘʤʫʥʽʢʘʮʳʷ ʟ 

ʥʦʚʳʤʽ ʢʣʽʝʥʪʘʤʽ ʩʪʘʥʦʚʽʮʮʘ ʜʘ˄ʞʵʡʰʘʡ. ʐʤʘʪʵʪʘʧʥʳʷ ˄ʟʛʘʜʥʝʥʥʽ, ʷʢʽʷ ʨʘʥʝʡ ʤʘʛʣʽ ʧʨʘʡʩʮʽ ʟʘ 

ʥʝʢʘʣʴʢʽ ʜʟʸʥ, ʩʸʥʥʷ ʨʘʩʮʷʛʚʘʶʮʮʘ ʥʘ ʥʝʢʘʣʴʢʽ ʪʳʜʥʷ˄. 

ʄʫʰʫ ʪʫʪ ʞʘ ʘʜʟʥʘʯʳʮʴ, ʰʪʦ ʥʝʢʘʪʦʨʳʷ ʩʵʨʚʽʩʳ (ʥʘʧʨʳʢʣʘʜ, ʜʘʩʪʘ˄ʢʘ ʝʞʳ ʮʽ ʧʨʘʜʫʢʪʘ˄), ʷʢʽʷ ʩʸʥʥʷ 

ʘʩʘʙʣʽʚʘ ʟʘʧʘʪʨʘʙʘʚʘʥʳʷ, ʥʝ ʛʘʪʦʚʳʷ ʨʵʢʣʘʤʘʚʘʮʮʘ ʘʢʫʨʘʪ ʧʨʘʟ ʟʚʳʰʧʦʧʳʪ. ʋ ʯʘʩ, ʢʘʣʽ 

ʟʘʜʟʝʡʥʽʯʘʥʳʷ ˄ʩʝ ʨʵʩʫʨʩʳ ʽ ʥʷʤʘ ʤʘʛʯʳʤʘʩʮʷ˄ ʮʽ ʞʘʜʘʥʥʷ ʤʘʰʪʘʙʽʨʘʚʘʮʮʘ, ʨʵʢʣʘʤʘ ʪʘʢʩʘʤʘ 

ʘʢʘʟʚʘʝʮʮʘ ʥʝʟʘʧʘʪʨʘʙʘʚʘʥʘʡ. 

ɺʷʣʽʢʽʷ ʙʨʵʥʜʳ, ʧʨʘʜʫʢʪʳ ʤʘʩʘʚʘʛʘ ʩʧʘʞʳʚʘʥʥʷ, ʘʥʣʘʡʥ-ʩʵʨʚʽʩʳ ʪʨʳʤʘʶʮʮʘ ʟʘʧʣʘʥʘʚʘʥʳʭ ʧʨʦʤʘ-

ʢʘʤʧʘʥʽʡ ʫ ʘʥʣʘʡʥʝ, ʯʘʩʘʤ ʢʘʨʵʢʪʫʶʯʳ ʽʭ ʤʵʩʵʜʞ ʽ ʜʘʟʚʘʣʷʶʯʳ ʥʘʤ ʘʜʳʭʦʜʟʽʮʴ ʘʜ ʧʝʨʰʘʩʥʘʛʘ 

ʬʘʨʤʘʪʫ ʟ ʫʣʽʢʘʤ ʨʘʟʚʽʮʮʷ ʩʽʪʫʘʮʳʽ ʟ ʢʘʨʘʥʘʚʽʨʫʩʘʤ. 

 

ʋ ʤʷʥʝ ʥʷʤʘ ʚʷʣʽʢʘʛʘ ʧʝʩʽʤʽʟʤʫ ʟ ʪʦʡ ʥʘʛʦʜʳ, ʰʪʦ ʧʨʘʟ ʵʢʘʥʘʤʽʯʥʳ ʢʨʳʟʽʩ ʨʵʢʣʘʤʘ ʟ ʘʥʣʘʡʥ-ʤʝʜʳʷ˄ 

ʟʥʽʢʥʝ. ʇʘ-ʧʝʨʰʘʝ, ʫ ʘʥʣʘʡʥ ʧʝʨʘʥʘʢʽʨʦ˄ʚʘʶʮʮʘ ʙʶʜʞʵʪʳ, ʟʘʧʣʘʥʘʚʘʥʳʷ ʷʰʯʵ ˄ ʤʽʥʫʣʳʤ ʛʦʜʟʝ ʥʘ 

ʘʬʣʘʡʥ (ʚʦʩʴ ʜʟʝ ʩʸʥʥʷ ʩʘʧʨʘ˄ʜʥʳ ʢʨʳʟʽʩ). ʇʘ-ʜʨʫʛʦʝ, ʨʵʢʣʘʤʘʜʘ˄ʮʳ ʰʫʢʘʶʮʴ ʧʣʷʮʦ˄ʢʽ, ʜʟʝ ʸʩʮʴ 

ʨʵʘʣʴʥʳʷ ʢʘʨʳʩʪʘʣʴʥʽʢʽ. ɸ ʽʭ ʫʚʘʛʘ ʩʸʥʥʷ ʢʘʥʮʵʥʪʨʫʝʮʮʘ ʚʘʢʦʣ ʪʵʤʳ ʢʘʨʘʥʘʚʽʨʫʩʫ, ʷʢʘʷ ʘʢʪʳ˄ʥʘ 

ʘʩʚʷʪʣʷʝʮʮʘ ʛʨʘʤʘʜʩʢʘ-ʧʘʣʽʪʳʯʥʳʤʽ ʤʝʜʳʷʤʽ. ʄʳ ʙʘʯʳʤ ʥʝʡʤʘʚʝʨʥʳ ʨʦʩʪ ʥʘʚʝʜʚʘʣʴʥʘʩʮʽ. ʂʘʣʽ 

ʧʘʨʘ˄ʥʘʮʴ ʢʦʣʴʢʘʩʮʴ ʫʥʽʢʘʣʴʥʳʭ ʥʘʚʝʜʥʽʢʘ˄ ʫ ʩʥʝʞʥʽ 2019 ʛʦʜʘ ʽ ˄ ʩʘʢʘʚʽʢʫ 2020-ʛʘ ï ʨʦʩʪ +70%. 

ʐʪʦʜʟʝʥʴ ʢʘʨʳʩʪʘʣʴʥʽʢʽ ʧʨʘʛʣʷʜʘʶʮʴ 700-800 ʪʳʩʷʯ ʩʪʘʨʦʥʘʢ ʥʘ NN.by. ʄʳ ʥʘʟʽʨʘʝʤ ʟʥʘʯʥʘʝ 

ʧʘʚʝʣʽʯʵʥʥʝ ʜʘʭʦʜʘ˄ ʘʜ ʢʘʥʪʵʢʩʪʥʘʡ ʨʵʢʣʘʤʳ, ʰʪʦ ʩʪʘʥʝ ʢʘʤʧʝʥʩʘʮʳʷʡ ʯʘʩʦʚʘʛʘ ʩʧʘʜʫ ʘʢʪʳ˄ʥʘʩʮʽ 

ʨʵʢʣʘʤʘʜʘ˄ʮʘ˄, ʷʢʽʷ ʧʘʥʷʩʫʮʴ ʥʘʡʙʦʣʴʰʳ ˄ʨʦʥ ʧʨʘʟ ʢʨʳʟʽʩ, ʚʳʢʣʽʢʘʥʳ COVID-19.  

ʀʛʦʨʴ ʇʝʪʨʫʣʝʚʠʯ, Tribuna.com 

ʆʙʩʪʘʥʦʚʢʘ ʧʦʨʦʡ ʤʝʥʷʝʪʩʷ ʯʫʪʴ ʣʠ ʝʞʝʜʥʝʚʥʦ. ʇʨʝʞʜʝ ʯʝʤ ʧʝʨʝʡʪʠ ʢ ʢʘʢʠʤ-ʣʠʙʦ ʨʘʩʩʫʞʜʝʥʠʷʤ, 

ʜʘʚʘʡʪʝ ʟʘʬʠʢʩʠʨʫʝʤ. ʉʝʡʯʘʩ ʥʘʯʘʣʦ ʪʨʝʪʴʝʡ ʜʝʢʘʜʳ ʘʧʨʝʣʷ. ɹʝʣʘʨʫʩʴ. ʆʬʠʮʠʘʣʴʥʦʛʦ ʢʘʨʘʥʪʠʥʘ 

ʥʝʪ, ʥʦ ʤʥʦʛʦ ʣʶʜʝʡ ʥʘ ʩʘʤʦʠʟʦʣʷʮʠʠ. ʈʷʜ ʢʦʤʧʘʥʠʡ ʨʘʙʦʪʘʝʪ ʚ ʦʙʳʯʥʦʤ ʨʝʞʠʤʝ, ʨʷʜ ï ʚ 
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ʫʜʘʣʝʥʥʦʤ ʚʘʨʠʘʥʪʝ, ʯʘʩʪʴ ʙʠʟʥʝʩʦʚ ʧʝʨʝʞʠʚʘʝʪ ʦʯʝʥʴ ʪʷʞʝʣʳʝ ʚʨʝʤʝʥʘ. ʅʦ ʚ ʮʝʣʦʤ ʥʘʜʦ 

ʩʢʘʟʘʪʴ, ʯʪʦ ʩʠʪʫʘʮʠʷ ʧʨʷʤʦ ʩʝʡʯʘʩ ʚ ɹʝʣʘʨʫʩʠ ʙʦʣʝʝ ʞʠʚʘʷ, ʯʝʤ ʚ ʩʦʩʝʜʥʠʭ ʋʢʨʘʠʥʝ ʠ ʈʦʩʩʠʠ, ʥʘ 

ʨʳʥʢʘʭ ʢʦʪʦʨʳʭ ʤʳ ʪʘʢʞʝ ʨʘʙʦʪʘʝʤ. ɺʦʪ ʪʘʢʦʝ ʜʘʥʦ.  

ʂʨʦʤʝ ʨʘʟʛʦʚʦʨʦʚ ʦ ʜʝʥʴʛʘʭ ʠ ʨʝʢʣʘʤʝ, ʥʘʤ ʚʘʞʥʦ ʧʦʥʠʤʘʪʴ, ʯʪʦ ʫ ʥʘʩ ʩ ʘʫʜʠʪʦʨʠʝʡ. ʇʦʩʣʝʜʥʠʝ 

ʥʝʩʢʦʣʴʢʦ ʤʝʩʷʮʝʚ ʤʳ ʬʠʢʩʠʨʦʚʘʣʠ ʧʦʩʪʝʧʝʥʥʳʡ ʨʦʩʪ ʢʦʣʠʯʝʩʪʚʘ ʧʦʣʴʟʦʚʘʪʝʣʝʡ. ʕʪʘ ʧʨʠʷʪʥʘʷ 

ʪʝʥʜʝʥʮʠʷ ʜʘʞʝ ʩʦʭʨʘʥʠʣʘʩʴ. ɺʳʜʝʣʠʣ ʙʳ ʟʜʝʩʴ ʩʨʘʟʫ ʥʝʩʢʦʣʴʢʦ ʦʩʥʦʚʥʳʭ ʧʨʠʯʠʥ.  

ɺʦ-ʧʝʨʚʳʭ, ʥʘʰ ʛʣʘʚʥʳʡ ʜʨʘʡʚʝʨ - ʯʝʤʧʠʦʥʘʪ ɹʝʣʘʨʫʩʠ ʧʦ ʬʫʪʙʦʣʫ - ʚʦʧʨʝʢʠ ʚʩʝʤ ʨʝʢʦʤʝʥʜʘʮʠʷʤ 

ʦ ʧʨʠʦʩʪʘʥʦʚʢʝ ʧʨʦʜʦʣʞʘʝʪʩʷ ʠ ʛʝʥʝʨʠʨʫʝʪ ʤʥʦʛʦ ʠʥʬʦʧʦʚʦʜʦʚ (ʥʦ, ʝʩʣʠ ʯʪʦ, ʤʳ ʚʩʝ ʨʘʚʥʦ ʩ 

ʩʘʤʦʛʦ ʥʘʯʘʣʘ ʪʦʧʠʣʠ ʠ ʧʨʦʜʦʣʞʘʝʤ ʪʦʧʠʪʴ ʟʘ ʝʛʦ ʦʩʪʘʥʦʚʢʫ). 

ɺʦ-ʚʪʦʨʳʭ, ʦʪʚʝʪ çʯʝ ʪʘʤ ʩʦ ʩʧʦʨʪʦʤ ʚ ʧʝʨʠʦʜ ʧʘʥʜʝʤʠʠè ʤʳ ʜʘʝʤ ʚʧʦʣʥʝ ʩʝʙʝ ʢʦʥʢʨʝʪʥʳʡ. ʤʳ 

ʥʘʜʝʞʥʦʝ ʣʦʢʘʣʴʥʦʝ ʤʝʜʠʘ, ʢʦʪʦʨʦʝ ʜʘʝʪ ʧʦʣʥʫʶ ʢʘʨʪʠʥʫ ʧʨʦʠʩʭʦʜʷʱʝʛʦ. 

ɺ-ʪʨʝʪʴʠʭ, ʠʤʝʥʥʦ ʥʘ ʩʧʦʨʪʠʚʥʦʡ ʧʣʦʱʘʜʢʝ ʚʳ ʤʦʞʝʪʝ ʠ ʦʪʜʦʭʥʫʪʴ ʦʪ ʧʦʪʦʢʘ ʧʫʛʘʶʱʠʭ ʥʦʚʦʩʪʝʡ. 

ʄʳ ʧʦʩʪʦʷʥʥʦ ʜʝʨʞʠʤ ʚ ʫʤʝ ʠ ʠʟʦʙʨʝʪʘʝʤ çʚʝʯʥʦʟʝʣʝʥʳʡ ʢʦʥʪʝʥʪè, ʠ ʚ ʩʣʫʯʘʝ ʦʩʪʘʥʦʚʢʠ ʚʦʦʙʱʝ 

ʚʩʝʛʦ ʫ ʥʘʩ ʙʫʜʝʪ ʯʪʦ ʧʦʯʠʪʘʪʴ ʠ ʛʜʝ ʟʘʣʠʧʥʫʪʴ. ɹʣʘʛʦ ʫ ʨʝʙʷʪ ʚ ʈʦʩʩʠʠ ʠ ʋʢʨʘʠʥʝ ʫʞʝ ʥʘʢʦʧʣʝʥ 

ʙʦʛʘʪʳʡ ʦʧʳʪ: ʩʪʨʠʤʳ ʠʛʨʳ ʚ FIFA ʩ ʫʯʘʩʪʠʝʤ ʩʧʦʨʪʩʤʝʥʦʚ, ʧʨʷʤʳʝ ʵʬʠʨʳ ʚ Instagram (ʢʩʪʘʪʠ, ʦʥʠ 

ʫ ʥʘʩ ʫʞʝ ʝʩʪʴ ï ʙʳʣʠ ʂʫʪʫʟʦʚ, ʃʠʯʢʘ, ɹʨʝʩʩʘʥ), ʨʝʪʨʦ-ʧʨʦʩʤʦʪʨʳ ʩʘʤʳʭ ʚʝʣʠʢʠʭ ʤʘʪʯʝʡ ʠ ʪʘʢ 

ʜʘʣʝʝ.  

ʅʦ ʤʳ ʪʦʯʥʦ ʥʝ ʚʠʪʘʝʤ ʚ ʦʙʣʘʢʘʭ. ʊʨʘʬʠʢ ʚ ʦʪʩʫʪʩʪʚʠʠ ʩʧʦʨʪʠʚʥʳʭ ʩʦʙʳʪʠʡ ʥʘʯʠʥʘʝʪ ʧʨʦʩʝʜʘʪʴ. 

ɹʣʘʛʦ, ʚ ʤʘʝ ʨʷʜ ʣʠʛ ʫʞʝ ʧʣʘʥʠʨʫʶʪ ʚʝʨʥʫʪʴʩʷ (ʥʘʧʨʠʤʝʨ, ʨʝʩʪʘʨʪ ʥʝʤʝʮʢʦʡ ɹʫʥʜʝʩʣʠʛʠ 

ʟʘʧʣʘʥʠʨʦʚʘʥ ʥʘ 9 ʤʘʷ). ʂʘʞʝʪʩʷ, ʵʪʦ ʚʳʟʦʚʝʪ ʠʥʪʝʨʝʩ, ʩʨʘʚʥʠʤʳʡ ʩ ɽʚʨʦ ʠʣʠ ʆʣʠʤʧʠʘʜʦʡ.  

ʀ ʚʦʪ ʚ ʵʪʦʡ ʚʩʝʡ ʦʙʩʪʘʥʦʚʢʝ ʛʦʚʦʨʠʤ ʩ ʢʣʠʝʥʪʘʤʠ ʦ ʜʝʥʴʛʘʭ. ʗ ʙʳ ʨʘʟʜʝʣʠʣ ʢʦʤʧʘʥʠʠ ʥʘ ʯʝʪʳʨʝ 

ʦʩʥʦʚʥʳʭ ʙʣʦʢʘ. ʇʝʨʚʳʡ. ʙʨʝʥʜʳ, ʢʦʪʦʨʳʝ ʨʘʙʦʪʘʶʪ ʩʪʨʦʛʦ ʚ ʦʥʣʘʡʥʝ (ʪʘʤ ʦʢʘʟʳʚʘʶʪ ʫʩʣʫʛʠ ʠ 

ʧʦʣʫʯʘʶʪ ʜʝʥʴʛʠ), ʙʫʜʪʦ ʞʠʚʫʪ ʚ ʧʘʨʘʣʣʝʣʴʥʦʡ ʚʩʝʣʝʥʥʦʡ, ʛʜʝ ʚʩʝ ʧʨʝʢʨʘʩʥʦ. ʵʪʦ ʦʥʣʘʡʥ-ʠʛʨʳ, 

ʙʨʦʢʝʨʳ ʠ ʨʘʟʣʠʯʥʳʝ ʩʝʨʚʠʩʳ, ʥʘ ʢʦʪʦʨʳʝ ʩʝʡʯʘʩ ʧʦʷʚʠʣʦʩʴ ʝʱʝ ʙʦʣʴʰʝ ʚʨʝʤʝʥʠ. ʉ ʥʠʤʠ 

ʦʙʱʝʥʠʝ ʥʘʠʙʦʣʝʝ ʧʦʟʠʪʠʚʥʦʝ. ʦʥʠ ʛʦʪʦʚʳ ʨʘʩʰʠʨʷʪʴʩʷ, ʠʩʢʘʪʴ ʥʦʚʳʝ ʬʦʨʤʘʪʳ. ʆʜʥʦ 

ʫʜʦʚʦʣʴʩʪʚʠʝ.  

ɸ ʚʪʦʨʦʡ ʙʣʦʢ, ʢʦʪʦʨʳʡ ʟʘʪʦʯʝʥ ʥʘ ʦʬʬʣʘʡʥ (ʠʚʝʥʪʳ, ʨʝʩʪʦʨʘʥʳ, ʪʨʘʥʩʧʦʨʪ), ʦʯʝʚʠʜʥʦ, ʟʘʜʝʣʦ ʚ 

ʥʝʛʘʪʠʚʥʦʤ ʩʤʳʩʣʝ. ʊʫʪ ʣʠʰʴ ʙʳ ʚʳʞʠʪʴ. ʄʳ ʵʪʦ ʧʨʝʢʨʘʩʥʦ ʧʦʥʠʤʘʝʤ.  

ɼʘʣʴʰʝ ʩʘʤʦʝ ʠʥʪʝʨʝʩʥʦʝ ʠ ʜʠʩʢʫʩʩʠʦʥʥʦʝ. ʊʨʝʪʠʡ ʙʣʦʢ, ʢʦʪʦʨʳʡ ʨʝʟʢʦ ʩʪʘʣ ʙʦʣʝʝ 

ʚʦʩʪʨʝʙʦʚʘʥʥʳʤ, ʯʝʤ ʨʘʥʴʰʝ. ʂ ʧʨʠʤʝʨʫ, ʜʦʩʪʘʚʢʘ ʝʜʳ, ʦʥʣʘʡʥ-ʢʠʥʦʪʝʘʪʨʳ ʠ, ʢ ʩʦʞʘʣʝʥʠʶ, ʧʦʠʩʢʠ 
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ʨʘʙʦʪʳ. ʄʥʦʛʠʤ ʠʟ ʥʠʭ ʥʫʞʥʦ ʟʘʷʚʣʷʪʴ ʦ ʩʝʙʝ ʥʘ ʨʳʥʢʝ. ʅʦ ʪʫʪ ʜʚʝ ʧʨʦʙʣʝʤʳ. ʇʝʨʚʘʷ - ʝʩʪʴ 

ʫʙʝʞʜʝʥʠʝ, ʯʪʦ ʩʧʨʦʩ ʠ ʪʘʢ ʚʳʩʦʢʠʡ. ɹʝʟ ʢʘʢʦʛʦ-ʣʠʙʦ ʧʨʦʜʚʠʞʝʥʠʷ. ɺʪʦʨʘʷ - ʨʝʟʢʦ ʧʝʨʝʩʪʨʦʠʪʴʩʷ 

ʤʦʛʫʪ ʜʘʣʝʢʦ ʥʝ ʚʩʝ. ʄʝʜʠʘ ʛʦʪʦʚʦ ʭʦʪʴ ʚ ʪʝʯʝʥʠʝ ʯʘʩʘ ʧʦʜʛʦʪʦʚʠʪʴ ʧʨʝʜʣʦʞʝʥʠʝ, ʥʦ ʙʨʝʥʜʘʤ, ʢ 

ʩʦʞʘʣʝʥʠʶ, ʪʦʞʝ ʥʫʞʥʦ ʚʨʝʤʷ ʥʘ ʨʘʩʢʘʯʢʫ, ʦʙʩʫʞʜʝʥʠʝ, ʩʦʛʣʘʩʦʚʘʥʠʝ ʠ ʪʘʢ ʜʘʣʝʝ. ɿʜʝʩʴ ʧʦʢʘ 

ʧʦʭʚʘʩʪʘʪʴʩʷ ʥʝʯʝʤ, ʥʦ ʧʝʨʝʛʦʚʦʨʦʚ ʚʝʜʝʤ ʤʥʦʛʦ.  

ʅʘʢʦʥʝʮ, ʥʘʠʙʦʣʝʝ ʦʙʰʠʨʥʳʡ ʙʣʦʢ. ʊʝ, ʢʪʦ ʧʦʩʪʘʚʠʣʠ ʣʶʙʫʶ ʨʝʢʣʘʤʥʫʶ ʘʢʪʠʚʥʦʩʪʴ, ʥʘ ʧʘʫʟʫ. 

ɼʘʚʘʡʪʝ ʫʞʝ ʧʦʩʣʝ ʤʘʡʩʢʠʭ, ʣʝʪʦʤ ʠ ʚʦʦʙʱʝ ʢʘʢ-ʥʠʙʫʜʴ ʧʦʪʦʤ. ɿʜʝʩʴ ʤʦʞʥʦ ʩʧʦʨʠʪʴ. ʉ ʦʜʥʦʡ 

ʩʪʦʨʦʥʳ, ʚʥʠʤʘʥʠʷ ʫ ʣʶʜʝʡ ʩʪʘʣʦ ʙʦʣʴʰʝ, ʧʦʵʪʦʤʫ ʠ ʣʶʙʳʡ ʨʝʢʣʘʤʥʳʡ ʤʝʩʩʝʜʞ ʙʫʜʝʪ ʙʦʣʝʝ 

ʟʘʤʝʪʥʳʤ. ʉ ʜʨʫʛʦʡ, ʚ ʧʝʨʠʦʜ ʟʘʪʠʰʴʷ ʩʥʠʞʘʶʪʩʷ ʜʦʭʦʜʳ ʠ ʩʧʨʦʩ. ʂʦʥʝʯʥʦ, ʵʪʦ ʩʢʘʟʳʚʘʝʪʩʷ ʥʘ 

ʨʝʢʣʘʤʥʳʭ ʙʶʜʞʝʪʘʭ.  

ɽʩʪʴ ʝʱʝ ʙʫʢʤʝʢʝʨʳ, ʩ ʢʦʪʦʨʳʤʠ ʫ ʥʘʩ ʠʩʪʦʨʠʯʝʩʢʠ ʪʝʩʥʳʝ ʦʪʥʦʰʝʥʠʷ. ʉʠʪʫʘʮʠʷ ʧʦ ʥʠʤ ʪʦʞʝ 

ʫʜʘʨʠʣʘ ï ʚ ʤʠʨʝ ʧʨʘʢʪʠʯʝʩʢʠ ʥʝ ʦʩʪʘʣʦʩʴ ʩʦʙʳʪʠʡ, ʥʘ ʢʦʪʦʨʳʝ ʣʶʜʠ ʤʦʛʫʪ ʧʦʩʪʘʚʠʪʴ. ɺʨʦʜʝ ʙʳ 

ʢʘʪʘʩʪʨʦʬʘ, ʥʦ ʢʦʤʧʘʥʠʠ ʪʦʞʝ ʚʝʜʫʪ ʩʝʙʷ ʧʦ-ʨʘʟʥʦʤʫ. ʂʪʦ-ʪʦ ʦʧʪʠʤʠʟʠʨʫʝʪ ʙʶʜʞʝʪʳ, ʢʪʦ-ʪʦ 

ʧʨʦʜʦʣʞʘʝʪ ʥʘʨʘʱʠʚʘʪʴ ʦʙʲʝʤʳ ʠ ʧʨʠʜʫʤʳʚʘʝʪ ʩʚʦʠ ʩʦʙʩʪʚʝʥʥʳʝ ʩʦʙʳʪʠʷ. ʉʦ ʚʩʝʤʠ ʩʪʘʨʘʝʤʩʷ 

ʥʘʡʪʠ ʦʙʱʠʡ ʷʟʳʢ ï ʛʦʪʦʚʳ ʠʜʪʠ ʥʘʚʩʪʨʝʯʫ ʧʦ ʧʝʨʝʩʤʦʪʨʫ ʫʩʣʦʚʠʡ, ʚ ʥʝʢʦʪʦʨʳʭ ʩʣʫʯʘʷʭ 

ʜʦʛʦʚʘʨʠʚʘʝʤʩʷ ʦʙ ʦʪʩʨʦʯʢʝ ʧʣʘʪʝʞʝʡ. ʈʘʜʫʝʪ, ʯʪʦ ʚʩʝ ʛʦʪʦʚʳ ʚʭʦʜʠʪʴ ʚ ʧʦʣʦʞʝʥʠʝ. ʊʘʢ ʧʦʙʝʜʠʤ.  

ʫ ʤʝʥʷ ʧʨʦʩʪʳʝ ʚʳʚʦʜʳ ʧʦ ʧʦʚʦʜʫ ʵʪʦʡ ʩʠʪʫʘʮʠʠ. ʥʘʩʢʦʣʴʢʦ ʙʳ ʠʟʙʠʪʦ ʥʝ ʟʚʫʯʘʣʦ, ʢʨʠʟʠʩ 

ʜʝʡʩʪʚʠʪʝʣʴʥʦ ʧʨʝʢʨʘʩʥʦʝ ʚʨʝʤʷ ʧʝʨʝʩʤʦʪʨʝʪʴ ʧʦʜʭʦʜʳ. ʝʱʝ ʨʘʟ ʧʦʥʷʪʴ, ʯʪʦ ʜʝʡʩʪʚʠʪʝʣʴʥʦ 

ʚʘʞʥʦ ʠ ʚ ʢʘʢʫʶ ʩʪʦʨʦʥʫ ʩʪʦʠʪ ʯʘʱʝ ʩʤʦʪʨʝʪʴ. ʧʨʘʚʜʘ, ʙʝʣʦʨʫʩʩʢʠʡ ʨʳʥʦʢ ʪʘʢ ʯʘʩʪʦ ʧʝʨʝʪʨʷʭʠʚʘʣʦ, 

ʯʪʦ ʥʘʤ ʫʞʝ ʥʝ ʧʨʠʚʳʢʘʪʴ. ʠ ʚʩʝ ʙʠʟʥʝʩ-ʧʨʦʮʝʩʩʳ ʫʞʝ ʤʠʣʣʠʦʥ ʨʘʟ ʧʝʨʝʩʤʦʪʨʝʣʠ ʠ ʥʘʣʘʜʠʣʠ (ʤʳ 

ʪʦʞʝ ʧʨʦʚʝʨʠʣʠ, ʛʜʝ ʥʘʤ ʤʦʞʥʦ ʫʞʘʪʴʩʷ ï ʠ ʧʦʢʘ ʥʝ ʥʘʰʣʠ ʯʝʛʦ-ʪʦ ʟʥʘʯʠʤʦʛʦ), ʧʦʵʪʦʤʫ, 

ʧʨʝʜʧʦʣʘʛʘʶ, ʧʘʜʝʥʠʝ ʥʝ ʙʫʜʝʪ ʩʪʦʣʴ ʩʝʨʴʝʟʥʳʤ.  

ɺʨʝʤʷ ʧʦʩʣʝ ʧʘʥʜʝʤʠʠ ʪʦʯʥʦ ʩʪʘʥʝʪ ʛʣʦʪʢʦʤ ʩʚʝʞʝʛʦ ʚʦʟʜʫʭʘ. ʇʦ ʟʘʧʨʦʩʘʤ ʢʣʠʝʥʪʦʚ ʠ ʢʘʢʠʤ-ʪʦ 

ʚʥʫʪʨʝʥʥʠʤ ʦʱʫʱʝʥʠʷʤ ʥʘʩ ʞʜʝʪ ʦʯʝʥʴ ʙʦʜʨʳʡ ʠʶʥʴ, ʢʦʛʜʘ, ʢ ʧʨʠʤʝʨʫ, ʚʦʟʦʙʥʦʚʷʪʩʷ ʧʨʘʢʪʠʯʝʩʢʠʝ 

ʚʩʝ ʝʚʨʦʧʝʡʩʢʠʝ ʯʝʤʧʠʦʥʘʪʳ. ʀ ʩʦʚʩʝʤ ʫʞ ʙʦʜʨʳʡ ʩʝʥʪʷʙʨʴ, ʢʦʛʜʘ ʦʪʢʨʦʝʪʩʷ ʠ ʟʘʣʝʪʘʝʪ ʚʦʦʙʱʝ 

ʚʩʝ. ɾʜʝʤ ʩ ʥʝʪʝʨʧʝʥʠʝʤ, ʛʦʪʦʚʳ (ʠ ʜʦʣʞʥʳ) ʨʘʙʦʪʘʪʴ 24/7. ʇʨʘʚʜʘ, ʧʦ ʵʪʦʤʫ ʧʦʚʦʜʫ ʥʠʢʪʦ ʥʝ 

ʩʦʚʝʪʦʚʘʣʩʷ ʩ ʢʦʨʦʥʘʚʠʨʫʩʦʤ. ɺʦʟʤʦʞʥʦ, ʫ ʥʝʛʦ ʩʚʦʠ ʧʣʘʥʳ, ʥʦ ʩʜʘʚʘʪʴʩʷ ʪʦʯʥʦ ʥʠʢʪʦ ʥʝ 

ʩʦʙʠʨʘʝʪʩʷ. 
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ɹʣʘʛʦʪʚʦʨʠʪʝʣʴʥʳʡ ʘʫʢʮʠʦʥ ʥʘ çʂʫʬʘʨè ʩʦʙʨʘʣ 37 000 ʪʳʩʷʯ ʨʫʙʣʝʡ ʥʘ 

ʧʦʤʦʱʴ ʤʝʜʠʢʘʤ 

https://marketing.by/novosti-rynka/blagotvoritelnyy-auktsion-na-kufar-sobral-37-000-tysyach-rubley-na-

pomoshch-medikam/ 

ʉ 15 ʧʦ 22 ʘʧʨʝʣʷ ʥʘ ʧʣʦʱʘʜʢʝ ʦʙʲʷʚʣʝʥʠʡ çʂʫʬʘʨè ʧʨʦʭʦʜʠʣ ʙʣʘʛʦʪʚʦʨʠʪʝʣʴʥʳʡ 

ʘʫʢʮʠʦʥ çɼɿʗʂʋʁ!è ʚ ʧʦʤʦʱʴ ʚʩʝʤ ʩʦʪʨʫʜʥʠʢʘʤ ʤʝʜʠʮʠʥʩʢʠʭ ʫʯʨʝʞʜʝʥʠʡ, ʢʦʪʦʨʳʝ ʙʦʨʶʪʩʷ ʩ 

ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʝʤ COVID-19. ɺʩʝ ʚʳʨʫʯʝʥʥʳʝ ʩʨʝʜʩʪʚʘ ʙʫʜʫʪ ʥʘʧʨʘʚʣʝʥʳ ʥʘ ʧʦʜʜʝʨʞʢʫ ʧʨʦʝʢʪʦʚ 

ʚ ʧʦʤʦʱʴ ʤʝʜʠʢʘʤ. 

ʇʦʩʣʝʜʥʠʝ ʩʪʘʚʢʠ ʙʣʘʛʦʪʚʦʨʠʪʝʣʴʥʦʛʦ ʘʫʢʮʠʦʥʘ çɼɿʗʂʋʁ!è ʙʳʣʠ ʩʜʝʣʘʥʳ ʚ 10:00 22 ʘʧʨʝʣʷ. 

ʅʘʠʙʦʣʴʰʠʡ ʠʥʪʝʨʝʩ ʩʨʝʜʠ ʧʦʢʫʧʘʪʝʣʝʡ ʚʳʟʚʘʣʠ 96 ʧʨʦʠʟʚʝʜʝʥʠʡ ʠʩʢʫʩʩʪʚʘ. ʀʤʝʥʥʦ ʧʦ ʥʠʤ ʙʳʣʠ 

ʩʜʝʣʘʥʳ ʩʪʘʚʢʠ. ʉʘʤʳʤ ʜʦʨʦʛʠʤ ʣʦʪʦʤ ʘʫʢʮʠʦʥʘ ʩʪʘʣʘ çʄʘʜʘʤ ɹʦʥʞʫʨè ʈʫʩʣʘʥʘ ɺʘʰʢʝʚʠʯʘ: 

ʨʘʙʦʪʘ ʙʳʣʘ ʧʨʦʜʘʥʘ ʟʘ 2500 ʨʫʙʣʝʡ. ɸʢʪʠʚʥʘʷ ʙʦʨʴʙʘ ʨʘʟʚʝʨʥʫʣʘʩʴ ʟʘ ʣʦʪ ɸʣʝʢʩʘʥʜʨʘ ɹʝʣʴʩʢʦʛʦ: 

ʩʪʘʨʪʦʚʘʷ ʮʝʥʘ ʝʛʦ ʨʘʙʦʪʳ ʧʦʜ ʥʘʟʚʘʥʠʝʤ ç91-ʡè ʧʦ ʠʪʦʛʘʤ ʪʦʨʛʦʚ ʚʦʟʨʦʩʣʘ ʚ 6 ʨʘʟ. ɺ ʙʦʨʴʙʫ ʟʘ 

ʣʦʪʳ ʚʢʣʶʯʘʣʠʩʴ ʠ ʙʠʟʥʝʩʳ. ʊʘʢ ʢʦʤʧʘʥʠʷ çʃʝʘʥɻʨʫʧʧè ʚʢʣʶʯʠʣʘʩʴ ʚ ʥʘʧʨʷʞʝʥʥʫʶ ʙʦʨʴʙʫ ʩʨʘʟʫ 

ʟʘ 5 ʢʘʨʪʠʥ, ʦʪʩʪʦʷʪʴ ʫʜʘʣʦʩʴ ʧʦʣʦʪʥʦ çʇʝʨʚʦʮʚʝʪʳè ʊʘʪʴʷʥʳ ɿʘʷʮ. 

ʇʦ ʜʘʥʥʳʤ ʧʨʝʩʩ-ʩʣʫʞʙʳ ʧʣʦʱʘʜʢʠ ʦʙʲʷʚʣʝʥʠʡ çʂʫʬʘʨè ʥʘ 24 ʘʧʨʝʣʷ, 17 260 ʙʝʣʦʨʫʩʩʢʠʭ ʨʫʙʣʝʡ 

ʫʞʝ ʦʪʧʨʘʚʣʝʥʳ ʥʘ ʩʯʝʪʘ ʙʣʘʛʦʪʚʦʨʠʪʝʣʴʥʳʭ ʠʥʠʮʠʘʪʠʚ, ʩʨʝʜʩʪʚʘ ʧʨʦʜʦʣʞʘʶʪ ʧʦʩʪʫʧʘʪʴ. ʏʪʦʙʳ 

ʧʦʣʫʯʠʪʴ ʩʚʦʡ ʣʦʪ, ʝʛʦ ʚʣʘʜʝʣʝʮ ʜʦʣʞʝʥ ʜʦ 26 ʘʧʨʝʣʷ ʚʢʣʶʯʠʪʝʣʴʥʦ ʧʝʨʝʯʠʩʣʠʪʴ ʩʫʤʤʫ, ʨʘʚʥʫʶ 

ʢʦʥʝʯʥʦʡ ʩʪʘʚʢʝ, ʚ ʧʦʜʜʝʨʞʢʫ ʣʶʙʦʛʦ ʧʨʦʝʢʪʘ ʧʦʤʦʱʠ ʤʝʜʠʮʠʥʩʢʠʤ ʨʘʙʦʪʥʠʢʘʤ ʠ ʫʯʨʝʞʜʝʥʠʷʤ ʥʘ 

ʧʣʘʪʬʦʨʤʝ MolaMola ð #BYCOVID19, #ʉʩʦʙʦʡʢʘɼʦʢʪʦʨʫ. ɺʩʝ ʢʘʤʧʘʥʠʠ ʬʦʨʤʠʨʫʶʪʩʷ ʩ ʫʯʝʪʦʤ 

ʧʨʷʤʳʭ ʦʙʨʘʱʝʥʠʡ ʙʝʣʦʨʫʩʩʢʠʭ ʤʝʜʠʢʦʚ ʦ ʥʝʜʦʩʪʘʶʱʠʭ ʚ ʨʘʙʦʪʝ ʩʨʝʜʩʪʚʘʭ ʧʝʨʚʦʡ 

ʥʝʦʙʭʦʜʠʤʦʩʪʠ. ʆʙʱʘʷ ʩʫʤʤʘ ʧʦʤʦʱʠ, ʢʦʪʦʨʫʶ ʩʤʦʛʫʪ ʧʦʣʫʯʠʪʴ ʙʝʣʦʨʫʩʩʢʠʝ ʤʝʜʠʢʠ ʧʦ ʠʪʦʛʘʤ 

ʙʣʘʛʦʪʚʦʨʠʪʝʣʴʥʦʛʦ ʘʫʢʮʠʦʥʘ çɼɿʗʂʋʁ!è, ʩʦʩʪʘʚʠʪ ʙʦʣʝʝ 37 ʪʳʩ. ʨʫʙʣʝʡ. ʀ ʫʞʝ ʩʝʡʯʘʩ ʢʘʢ 

ʤʠʥʠʤʫʤ ʪʨʝʪʴ ʩʫʤʤʳ ʧʝʨʝʯʠʩʣʝʥʘ ʚ ʧʦʜʜʝʨʞʢʫ ʚʨʘʯʝʡ, ʠ ʧʣʘʪʝʞʠ ʧʨʦʜʦʣʞʘʶʪ ʧʦʩʪʫʧʘʪʴ. 

 

ʅʆɺʆʉʊʀ IAB GLOBAL éééééééééé.....é.éééééééééééé. 

IAB Russia: ʨʝʟʫʣʴʪʘʪʳ ʚʪʦʨʦʡ ʚʦʣʥʳ ʠʩʩʣʝʜʦʚʘʥʠʷ ʚʣʠʷʥʠʷ covid-19 ʥʘ 

ʨʳʥʦʢ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ 
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ɺʪʦʨʘʷ ʚʦʣʥʘ ʦʧʨʦʩʘ ʯʣʝʥʦʚ IAB Russia ʧʨʦʜʝʤʦʥʩʪʨʠʨʦʚʘʣʘ ʦʧʪʠʤʠʩʪʠʯʝʩʢʠʝ ʥʘʩʪʨʦʝʥʠʷ ʫ 

ʠʛʨʦʢʦʚ ʨʳʥʢʘ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ: ʧʦʯʪʠ ʚʩʝ ʢʦʤʧʘʥʠʠ ʫʞʝ ʘʜʘʧʪʠʨʦʚʘʣʠʩʴ ʢ ʨʘʙʦʪʝ ʚ ʥʦʚʦʡ 

ʩʠʪʫʘʮʠʠ, ʠ ʫʚʝʣʠʯʠʣʩʷ ʧʨʦʮʝʥʪ ʪʝʭ, ʢʪʦ ʧʦʟʠʪʠʚʥʦ ʦʮʝʥʠʚʘʝʪ ʠʟʤʝʥʝʥʠʷ ʚ ʨʘʟʚʠʪʠʠ ʙʠʟʥʝʩʘ ʧʦʩʣʝ 

ʥʘʯʘʣʘ ʵʧʠʜʝʤʠʠ.  

ʇʦ-ʩʨʘʚʥʝʥʠʶ ʩ ʨʝʟʫʣʴʪʘʪʘʤʠ ʧʝʨʚʦʡ ʚʦʣʥʳ ʠʩʩʣʝʜʦʚʘʥʠʷ IAB Russia ʦ ʚʣʠʷʥʠʠ ʢʦʨʦʥʘʚʠʨʫʩʘ ʥʘ 

ʨʳʥʦʢ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ ʚ ʵʪʦʪ ʨʘʟ ʟʥʘʯʠʪʝʣʴʥʦ ʚʦʟʨʦʩʣʠ ʚʩʝ ʦʮʝʥʢʠ ʧʦʟʠʪʠʚʥʳʭ ʠʟʤʝʥʝʥʠʡ, 

ʩʚʷʟʘʥʥʳʭ ʩ ʨʘʙʦʪʦʡ ʢʦʤʧʘʥʠʡ ʚ ʫʩʣʦʚʠʷʭ ʵʧʠʜʝʤʠʠ. ʊʘʢ ʧʦʚʳʰʝʥʠʝ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʨʘʙʦʪʳ 

ʢʦʤʧʘʥʠʠ  ʦʪʤʝʪʠʣʠ 51% ʦʧʨʦʰʝʥʥʳʭ ʧʨʦʪʠʚ 23% ʚ ʧʝʨʚʫʶ ʚʦʣʥʫ, ʜʦ 46% ʫʚʝʣʠʯʠʣʦʩʴ  ʢʦʣʠʯʝʩʪʚʦ 

ʪʝʭ, ʢʪʦ ʚʥʝʜʨʷʝʪ ʚ ʙʠʟʥʝʩ ʥʦʚʳʝ ʪʝʭʥʦʣʦʛʠʠ, ʘ 44% ʩʦʢʨʘʱʘʶʪ ʠʟʜʝʨʞʢʠ, ʢʦʪʦʨʳʝ ʙʳ ʝʱʝ ʜʦʣʛʦ 

ʥʝ ʩʦʢʨʘʪʠʣʠ. ɺʘʞʥʦ, ʯʪʦ ʟʥʘʯʠʪʝʣʴʥʦ ʫʤʝʥʴʰʠʣʩʷ ʧʨʦʮʝʥʪ ʨʝʩʧʦʥʜʝʥʪʦʚ, ʢʦʪʦʨʳʝ ʩʯʠʪʘʣʠ, ʯʪʦ 

ñʥʠʯʝʛʦ ʭʦʨʦʰʝʛʦ ʥʝ ʧʨʦʠʟʦʰʣʦò ʩ 20% ʜʦ 2%. ʕʪʠ ʠʟʤʝʥʝʥʠʷ ʛʦʚʦʨʷʪ ʦʙ ʦʧʪʠʤʠʟʤʝ ʢʦʤʧʘʥʠʡ ï 

ʫʯʘʩʪʥʠʢʦʚ ʠʩʩʣʝʜʦʚʘʥʠʷ, ʘ ʪʘʢʞʝ ʦʙ ʠʭ ʞʝʣʘʥʠʠ ʠʩʧʦʣʴʟʦʚʘʪʴ ʥʦʚʳʝ ʚʦʟʤʦʞʥʦʩʪʠ ʜʣʷ ʫʢʨʝʧʣʝʥʠʷ 

ʙʠʟʥʝʩʘ. 

ʅʦ ʵʪʦ ʥʝ ʦʟʥʘʯʘʝʪ, ʯʪʦ ʘʜʘʧʪʘʮʠʷ ʧʨʦʭʦʜʠʪ ʙʝʟ ʪʨʫʜʥʦʩʪʝʡ. 31% ʫʯʘʩʪʥʠʢʦʚ ʦʧʨʦʩʘ ʩʪʦʣʢʥʫʣʠʩʴ 

ʩʦ ʩʣʦʞʥʦʩʪʷʤʠ ʩ ʜʦʢʫʤʝʥʪʦʦʙʦʨʦʪʦʤ, ʘ 20% ʦʪʤʝʯʘʶʪ ʫʭʫʜʰʝʥʠʝ ʧʝʨʩʦʥʘʣʴʥʦʡ ʢʦʤʤʫʥʠʢʘʮʠʠ. 

85% ʨʝʩʧʦʥʜʝʥʪʦʚ ʪʘʢʞʝ ʩʦʦʙʱʘʶʪ, ʯʪʦ ʧʘʨʪʥʝʨʳ ʠ ʢʣʠʝʥʪʳ ʧʝʨʝʥʦʩʷʪ ʙʶʜʞʝʪʳ ʥʘ ʙʦʣʝʝ ʧʦʟʜʥʠʝ 

ʩʨʦʢʠ, ʫʚʝʣʠʯʠʣʘʩʴ ʜʦʣʷ ʪʝʭ, ʢʪʦ ʢʦʥʩʪʘʪʠʨʫʝʪ ʩʦʢʨʘʱʝʥʠʝ ʨʝʢʣʘʤʥʳʭ 

ʙʶʜʞʝʪʦʚ ʩ 54% ʜʦ 71%, ʘ ʪʘʢʞʝ ʦʪʤʝʥʫ ʥʦʚʳʭ ʢʦʥʪʨʘʢʪʦʚ ʩ 14% ʜʦ 27%. 

ɺ ʩʚʷʟʠ ʩ ʵʪʠʤ ʥʝʠʟʙʝʞʥʦ ʩʦʢʨʘʱʝʥʠʝ ʨʘʩʭʦʜʦʚ. 46% ʦʧʨʦʰʝʥʥʳʭ ʩʦʢʨʘʱʘʶʪ ʘʨʝʥʜʥʫʶ ʧʣʘʪʫ ʟʘ 

ʦʬʠʩ, ʥʘ ʚʪʦʨʦʤ ʤʝʩʪʝ ʧʦ ʧʦʧʫʣʷʨʥʦʩʪʠ - ʩʦʢʨʘʱʝʥʠʝ ʟʘʨʘʙʦʪʥʦʡ ʧʣʘʪʳ (22%), ʥʘ ʪʨʝʪʴʝʤ ï 

ʩʦʢʨʘʱʝʥʠʝ ʧʝʨʩʦʥʘʣʘ (20%). ʊʘʢʞʝ ʢʦʤʧʘʥʠʠ ʪʨʘʜʠʮʠʦʥʥʦ ʫʤʝʥʴʰʘʶʪ ʨʘʩʭʦʜʳ ʥʘ ʢʦʤʘʥʜʠʨʦʚʢʠ, 

ʢʦʥʬʝʨʝʥʮʠʠ, ʤʘʨʢʝʪʠʥʛ, ʘʜʤʠʥʠʩʪʨʘʪʠʚʥʦ-ʭʦʟʷʡʩʪʚʝʥʥʫʶ ʜʝʷʪʝʣʴʥʦʩʪʴ, ʥʘ ʚʩʸ, ʯʪʦ ʚ 

ʢʨʘʪʢʦʩʨʦʯʥʦʡ ʧʝʨʩʧʝʢʪʠʚʝ ʥʝ ʟʘʪʨʘʛʠʚʘʝʪ ʞʠʟʥʝʥʥʦ ʚʘʞʥʳʝ ʵʣʝʤʝʥʪʳ ʨʘʙʦʪʳ ʢʦʤʧʘʥʠʠ.  

ʏʪʦ ʢʘʩʘʝʪʩʷ ʧʨʦʛʥʦʟʦʚ ʨʘʟʚʠʪʠʷ ʦʪʨʘʩʣʠ, ʪʦ 78% ʫʯʘʩʪʥʠʢʦʚ ʚʪʦʨʦʡ ʚʦʣʥʳ ʠʩʩʣʝʜʦʚʘʥʠʷ ʩʯʠʪʘʶʪ, 

ʯʪʦ ʦʙʲʝʤ ʨʦʩʩʠʡʩʢʦʛʦ ʨʳʥʢʘ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ ʩʦʢʨʘʪʠʪʩʷ. 17% ʥʘʩʪʨʦʝʥʳ ʦʧʪʠʤʠʩʪʠʯʥʦ ï 

ʦʙʲʝʤʳ ʚʦʟʨʘʩʪʫʪ, 6% ʦʧʨʦʰʝʥʥʳʭ ʩʯʠʪʘʶʪ, ʯʪʦ ʦʙʲʝʤʳ ʨʳʥʢʘ ʥʝ ʠʟʤʝʥʷʪʩʷ.  

ʇʦʵʪʦʤʫ ʤʥʦʛʠʝ ʞʜʫʪ ʧʦʜʜʝʨʞʢʠ ʦʪʨʘʩʣʠ ʦʪ ʛʦʩʫʜʘʨʩʪʚʘ. ɹʦʣʴʰʠʥʩʪʚʦ ʦʞʠʜʘʝʪ ʦʪʤʝʥʳ 

ʥʘʯʠʩʣʝʥʠʷ ʩʪʨʘʭʦʚʳʭ ʚʟʥʦʩʦʚ ʠ ʅɼʌʃ ʠʟ ʬʦʥʜʘ ʦʧʣʘʪʳ ʪʨʫʜʘ, ʘ ʪʘʢʞʝ ʦʪʤʝʥʳ ʅɼʉ ʠ ʥʘʣʦʛʘ ʥʘ 

ʧʨʠʙʳʣʴ ʥʘ 6 ʤʝʩʷʮʝʚ. ʊʘʢʞʝ ʘʢʪʫʘʣʴʥʳ ʝʜʠʥʦʚʨʝʤʝʥʥʘʷ ʬʠʥʘʥʩʦʚʘʷ ʧʦʤʦʱʴ ʢʦʤʧʘʥʠʷʤ ʠ 

ʩʫʙʩʠʜʠʠ ʥʘ ʚʳʧʣʘʪʫ ʟʘʨʧʣʘʪ.  
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ʆʪ ʠʥʜʫʩʪʨʠʘʣʴʥʳʭ ʘʩʩʦʮʠʘʮʠʡ IAB Russia, ɸʂɸʈ ʠ ʈɸʄʋ ʢʦʤʧʘʥʠʠ ʦʞʠʜʘʶʪ ʩʚʦʝʚʨʝʤʝʥʥʦʛʦ 

ʘʥʘʣʠʟʘ ʩʠʪʫʘʮʠʠ, ʚʳʨʘʙʦʪʢʠ ʨʝʢʦʤʝʥʜʘʮʠʡ ʠ ʦʪʩʣʝʞʠʚʘʥʠʷ ʪʨʝʥʜʦʚ ʥʘ ʨʳʥʢʝ. ʊʘʢʞʝ ʦʧʨʦʰʝʥʥʳʝ 

ʩʯʠʪʘʶʪ ʘʩʩʦʮʠʘʮʠʠ ʦʪʣʠʯʥʦʡ ʧʣʦʱʘʜʢʦʡ ʜʣʷ ʦʪʨʘʩʣʝʚʦʛʦ ʜʠʘʣʦʛʘ, ʘ ʪʘʢʞʝ ʜʣʷ ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ 

ʠʥʜʫʩʪʨʠʠ ʩ ʛʦʩʫʜʘʨʩʪʚʝʥʥʳʤʠ ʦʨʛʘʥʘʤʠ.  

ʆʟʥʘʢʦʤʠʪʴʩʷ ʩ ʨʝʟʫʣʴʪʘʪʘʤʠ ʚʪʦʨʦʡ ʚʦʣʥʳ ʠʩʩʣʝʜʦʚʘʥʠʷ IAB Russia:ʚʣʠʷʥʠʝ ʢʦʨʦʥʘʚʠʨʫʩʘ ʥʘ 

ʨʳʥʦʢ ʠʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ 

 


