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ʊʈɽʅɼʓ éééééééé...ééééééééééééééééééééééé 

ʀʩʩʣʝʜʦʚʘʥʠʝ: ʨʦʩʩʠʡʩʢʠʝ ʦʥʣʘʡʥ-ʠʟʜʘʥʠʷ ʧʦʣʫʯʘʶʪ ʙʦʣʴʰʫʶ ʯʘʩʪʴ ʚʳʨʫʯʢʠ 

ʦʪ ʧʨʦʜʘʞ ʥʝʘʚʪʦʤʘʪʠʟʠʨʦʚʘʥʥʦʡ ʨʝʢʣʘʤʳ 

ʆʢʦʣʦ 20% ʚʳʨʫʯʢʠ ʧʨʠʭʦʜʠʪʩʷ ʥʘ ʨʘʟʤʝʱʝʥʠʝ ʨʝʢʣʘʤʳ ʧʦ programmatic-ʤʦʜʝʣʠ 

https://www.sostav.ru/publication/issledovanie-rossijskie-onlajn-izdaniya-poluchayut-naibolshuyu-chast-

vyruchki-ot-klassicheskoj-reklamy-44007.html 

ʈʦʩʩʠʡʩʢʠʝ ʦʥʣʘʡʥ-ʠʟʜʘʥʠʷ ʧʦʣʫʯʘʶʪ ʙʦʣʴʰʫʶ ʯʘʩʪʴ ʚʳʨʫʯʢʠ ð 82% - ʦʪ ʢʣʘʩʩʠʯʝʩʢʦʡ 

(ʥʝʘʚʪʦʤʘʪʠʟʠʨʦʚʘʥʥʦʡ) ʧʨʦʜʘʞʠ ʨʝʢʣʘʤʳ. ʊʘʢʠʝ ʜʘʥʥʳʝ ʧʨʠʚʦʜʷʪ ʚ ɸʩʩʦʮʠʘʮʠʠ 

ʢʦʤʤʫʥʠʢʘʮʠʦʥʥʳʭ ʘʛʝʥʪʩʪʚ ʈʦʩʩʠʠ (ɸʂɸʈ), çʄʝʜʠʘʧʨʦʝʢʪʘʭ Mail.ruè ʠ ʘʛʝʥʪʩʪʚʝ Data Insight 

ʧʦ ʨʝʟʫʣʴʪʘʪʘʤ ʩʦʚʤʝʩʪʥʦʛʦ ʠʩʩʣʝʜʦʚʘʥʠʷ. 

ʆʩʪʘʣʴʥʘʷ ʯʘʩʪʴ ʚʳʨʫʯʢʠ ʚ ʠʥʪʝʨʥʝʪ-ʠʟʜʘʥʠʷʭ ʧʨʠʭʦʜʠʪʩʷ ʥʘ programmatic-ʤʦʜʝʣʴ ð 18%. ʇʨʠ 

ʵʪʦʤ ʚ ʘʛʝʥʪʩʪʚʘʭ ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʵʪʦʡ ʤʦʜʝʣʠ ʜʦʭʦʜʠʪ ʜʦ 36%, ʚ ʪʦ ʚʨʝʤʷ ʢʘʢ ʢʣʘʩʩʠʯʝʩʢʦʡ ð 

ʜʦ 64%. 

 

https://www.sostav.ru/publication/issledovanie-rossijskie-onlajn-izdaniya-poluchayut-naibolshuyu-chast-vyruchki-ot-klassicheskoj-reklamy-44007.html
https://www.sostav.ru/publication/issledovanie-rossijskie-onlajn-izdaniya-poluchayut-naibolshuyu-chast-vyruchki-ot-klassicheskoj-reklamy-44007.html
http://mediaformat.mail.tilda.ws/
http://mediaformat.mail.tilda.ws/
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ɺʳʨʫʯʢʘ ʠʟʜʘʪʝʣʝʡ ʦʪ ʜʝʩʢʪʦʧʥʦʛʦ, ʤʦʙʠʣʴʥʦʛʦ ʠ ʢʨʦʩʩʧʣʘʪʬʦʨʤʝʥʥʦʛʦ ʨʘʟʤʝʱʝʥʠʡ ʧʦʯʪʠ 

ʦʜʠʥʘʢʦʚʘʷ (34%, 33% ʠ 33% ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ). ɸʛʝʥʪʩʪʚʘ ʧʨʝʜʧʦʯʠʪʘʶʪ ʜʝʩʢʪʦʧʥʦʝ ʨʘʟʤʝʱʝʥʠʝ 

(44%) ʤʦʙʠʣʴʥʦʤʫ (28%) ʠ ʢʨʦʩʩʧʣʘʪʬʦʨʤʝʥʥʦʤʫ (ʪʦʞʝ 28%). 

 

ʉʘʤʳʤ ʧʦʧʫʣʷʨʥʳʤ ʬʦʨʤʘʪʦʤ ʚ ʦʥʣʘʡʥ-ʠʟʜʘʥʠʷʭ ʩʪʘʣʠ ʙʘʥʥʝʨʳ (35%), ʦʥʠ ʞʝ ʧʨʠʥʦʩʷʪ ʧʦʣʦʚʠʥʫ 

ʚʳʨʫʯʢʠ ʠ ʚʦʟʛʣʘʚʣʷʶʪ ʪʨʦʡʢʫ ʣʠʜʝʨʦʚ ʬʦʨʤʘʪʦʚ ʧʦ ʚʳʨʫʯʢʝ ʚ ʨʘʟʨʝʟʝ ʫʩʪʨʦʡʩʪʚ. ʉʧʝʮʧʨʦʝʢʪʳ 

ʧʨʠʥʦʩʷʪ ʙʦʣʴʰʝ ʚʳʨʫʯʢʠ ʚ ʢʨʦʩʩʧʣʘʪʬʦʨʤʝʥʥʳʭ ʨʘʟʤʝʱʝʥʠʷʭ, ʘ ʥʘʪʠʚʥʘʷ ʨʝʢʣʘʤʘ ð 

ʥʘ ʜʝʩʢʪʦʧʝ ʠ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚʘʭ. 

http://mediaformat.mail.tilda.ws/
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ʇʨʠ ʵʪʦʤ ʘʛʝʥʪʩʪʚʘ ʠʩʧʦʣʴʟʫʶʪ ʙʘʥʥʝʨʳ ʪʦʣʴʢʦ ʚ ʢʘʞʜʦʤ ʪʨʝʪʴʝʤ ʩʣʫʯʘʝ. ʅʘ ʚʪʦʨʦʤ ʠ ʪʨʝʪʴʝʤ 

ʤʝʩʪʝ ð ʚʠʜʝʦʨʝʢʣʘʤʘ ʠ ʘʫʜʠʦʨʝʢʣʘʤʘ ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ. ɹʘʥʥʝʨʳ ʯʘʱʝ ʨʘʟʤʝʱʘʶʪʩʷ 

ʚ ʤʦʙʠʣʴʥʦʤ ʬʦʨʤʘʪʝ, ʚʠʜʝʦʨʝʢʣʘʤʘ ð ʥʘ ʜʝʩʢʪʦʧʝ, ʘ ʘʫʜʠʦʨʝʢʣʘʤʘ ð ʢʨʦʩʩʧʣʘʪʬʦʨʤʝʥʥʦ. 

 



 

 

 

7 

 

 

 

ʀʩʩʣʝʜʦʚʘʥʠʝ ʧʨʦʚʦʜʠʣʠ ʟʘ 2019 ʛʦʜ. ɺ ʥʝʤ ʫʯʘʩʪʚʦʚʘʣʠ 152 ʧʨʝʜʩʪʘʚʠʪʝʣʷ ʦʥʣʘʡʥ-ʠʟʜʘʥʠʡ 

ʠ ʨʝʢʣʘʤʥʳʭ ʘʛʝʥʪʩʪʚ. 

 

ɺʳʨʫʯʢʘ ʚʣʘʜʝʣʴʮʘ TikTok ʚʳʨʦʩʣʘ ʥʘ 130% ʚ ʧʝʨʚʦʤ ʢʚʘʨʪʘʣʝ 

ʆʩʥʦʚʥʦʡ ʜʦʭʦʜ ʢʦʤʧʘʥʠʷ ʧʦʣʫʯʘʝʪ ʟʘ ʩʯʝʪ ʨʝʢʣʘʤʳ ʚ ʧʨʠʣʦʞʝʥʠʷʭ ʚ ʂʠʪʘʝ 

https://www.sostav.ru/publication/vyruchka-vladeltsa-tiktok-vyrosla-na-130-v-pervom-kvartale-43905.html 

ɺʳʨʫʯʢʘ ʢʠʪʘʡʩʢʦʡ ʢʦʤʧʘʥʠʠ ByteDance (ʚʣʘʜʝʝʪ ʚʠʜʝʦʩʝʨʚʠʩʦʤ TikTok) ʚ ʷʥʚʘʨʝ-ʤʘʨʪʝ ʚʳʨʦʩʣʘ 

ʥʘ 130% ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʘʥʘʣʦʛʠʯʥʳʤ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. ʆʥʘ ʩʦʩʪʘʚʠʣʘ 40 ʤʣʨʜ ʶʘʥʝʡ 

($5,64 ʤʣʨʜ), ʧʠʰʝʪ Reuters ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʠʩʪʦʯʥʠʢʠ, ʟʥʘʢʦʤʳʝ ʩ ʩʠʪʫʘʮʠʝʡ. 

ʆʩʥʦʚʥʦʡ ʜʦʭʦʜ ʢʦʤʧʘʥʠʷ ʧʦʣʫʯʘʝʪ ʟʘ ʩʯʝʪ ʨʝʢʣʘʤʳ ʚ ʝʝ ʧʨʠʣʦʞʝʥʠʷʭ ʚ ʂʠʪʘʝ. ʇʨʠ ʵʪʦʤ ʨʝʯʴ ʠʜʝʪ 

ʩʢʦʨʝʝ ʥʝ ʦ TikTok, ʘ ʦ ʝʛʦ ʤʝʩʪʥʦʤ ʘʥʘʣʦʛʝ Douyin ʠ ʦ ʥʦʚʦʩʪʥʦʤ ʘʛʨʝʛʘʪʦʨʝ Jinri Toutiao, ʫʪʦʯʥʷʝʪ 

ʠʟʜʘʥʠʝ. 

https://www.sostav.ru/publication/vyruchka-vladeltsa-tiktok-vyrosla-na-130-v-pervom-kvartale-43905.html
https://www.reuters.com/article/us-bytedance-results/tiktok-owner-bytedance-first-quarter-revenue-soared-to-around-5-6-billion-idUSKBN23O114
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ʇʦ ʩʣʦʚʘʤ ʦʜʥʦʛʦ ʠʟ ʩʦʙʝʩʝʜʥʠʢʦʚ ʠʟʜʘʥʠʷ, ʮʝʣʴ ByteDance ð ʧʦ ʠʪʦʛʘʤ ʛʦʜʘ ʧʦʣʫʯʠʪʴ ʚʳʨʫʯʢʫ 

ʦʢʦʣʦ 200 ʤʣʨʜ ʶʘʥʝʡ. ɺ ʢʦʤʧʘʥʠʠ ʦʪʢʘʟʘʣʠʩʴ ʢʦʤʤʝʥʪʠʨʦʚʘʪʴ ʠʥʬʦʨʤʘʮʠʶ. 

ʇʘʥʜʝʤʠʷ COVID-19 ʫʩʢʦʨʠʣʘ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʝ ʩʝʨʚʠʩʦʚ ʢʦʤʧʘʥʠʠ. ɺ ʷʥʚʘʨʝ ʰʝʩʪʴ ʠʟ ʜʝʩʷʪʠ 

ʩʘʤʳʭ ʧʦʧʫʣʷʨʥʳʭ ʧʨʠʣʦʞʝʥʠʡ ʚ ʢʠʪʘʡʩʢʦʤ App Store ʧʨʠʥʘʜʣʝʞʘʣʠ ByteDance, ʫʪʦʯʥʷʝʪ ʠʟʜʘʥʠʝ 

ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʜʘʥʥʳʝ ʘʥʘʣʠʪʠʯʝʩʢʦʡ ʧʣʘʪʬʦʨʤʳ App Annie. 

ɼʦ ʧʦʷʚʣʝʥʠʷ ByteDance ʥʘ ʨʝʢʣʘʤʥʦʤ ʨʳʥʢʝ ʂʠʪʘʷ ʜʦʤʠʥʠʨʦʚʘʣʠ ʣʠʜʝʨ e-commerce Alibaba 

Group, ʦʧʝʨʘʪʦʨ ʧʦʠʩʢʦʚʦʡ ʩʠʩʪʝʤʳ Baidu Inc. ʠ ʭʦʣʜʠʥʛ Tencent, ʦʪʤʝʯʘʝʪ Reuters. ʇʦ ʜʘʥʥʳʤ 

iResearch, ʨʳʥʦʢ ʚ ʧʝʨʚʦʤ ʢʚʘʨʪʘʣʝ ʚʳʨʦʩ ʥʘ 1,9% ʢ ʧʨʦʰʣʦʤʫ ʛʦʜʫ ð ʜʦ 121,2 ʤʣʨʜ ʶʘʥʝʡ. 

ʈʘʥʝʝ ʩʪʘʣʦ ʠʟʚʝʩʪʥʦ, ʯʪʦ ʧʦ ʠʪʦʛʘʤ 2019 ʛʦʜʘ ʚʳʨʫʯʢʘ ByteDance ʩʦʩʪʘʚʠʣʘ $17 ʤʣʨʜ ð ʚ ʜʚʘ 

ʨʘʟʘ ʙʦʣʴʰʝ, ʯʝʤ ʚ 2018 ʛʦʜʫ. ʈʝʟʫʣʴʪʘʪ ʦʙʲʷʩʥʷʝʪʩʷ ʨʦʩʪʦʤ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʦʛʦ ʪʨʘʬʠʢʘ. ʏʠʩʪʘʷ 

ʧʨʠʙʳʣʴ ʢʦʤʧʘʥʠʠ ʜʦʩʪʠʛʣʘ $3 ʤʣʨʜ. 

 

Global ad marketplace to drop 7% this year, rebound next year, Magna says 

https://www.marketingdive.com/news/global-ad-marketplace-to-drop-7-this-year-rebound-next-year-

magna-says/579778/ 

Dive Brief: 

Total media owner advertising revenues, which includes linear and digital formats, are expected to decline 

by 7.2% to $42 billion in 2020, according to a new Magna report shared with Marketing Dive that reflects 

the media landscape after COVID-19. A rebound is expected in the second half of 2020 and will continue 

into next year, with 2021 ad revenues forecast to grow 6.1% for a total of $573 billion. However, that total 

is still $9 billion less than the market pre-COVID-19. 

The U.S. market could be less impacted than other geographic regions, with Magna forecasting it to only 

shrink by 4% as political ad sales of $5 billion and the strength of digital formats help mitigate weakness 

elsewhere. For example, media owners' advertising revenues from linear ad sales are forecast to decline 

16% in 2020, including a 22% drop for out-of-home sales. 

Digital advertising sales, which include search, video, social and banners, are expected to increase 1% to 

$302 billion, with a second half recovery making up for declines during the first half. The growth will be 

driven in part by how COVID-19 has impacted consumer habits, with increased usage of streaming video 

https://www.sostav.ru/publication/materinskaya-kompaniya-tiktok-zarabotala-v-2019-godu-3-mlrd-43552.html
https://www.marketingdive.com/news/global-ad-marketplace-to-drop-7-this-year-rebound-next-year-magna-says/579778/
https://www.marketingdive.com/news/global-ad-marketplace-to-drop-7-this-year-rebound-next-year-magna-says/579778/
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and e-commerce. Search is expected to shrink 1% this year, social media and digital ad formats to grow 

by 8% each and banner ads sales to drop by 11%. 

Dive Insight: 

Magna's numbers point to an acceleration of troubles for advertising sales volume, which is now expected 

to shrink by 7.2% in 2020 compared to Magna's previous estimate of a 2.8% drop. For the linear advertising 

landscape, which was already in trouble before the pandemic took shape, things have gotten worse as 

consumer digital usage has grown during lockdowns. The drop in ad sales revenues now forecast by 

Manga for the segment is more than the organization predicted in March, with the latest figures expecting 

revenues from linear ad sales to decline 16% in 2020, instead of the previously predicted 12%. 

Digital remains the most solid in terms of ad revenues, as consumers spend more time online. The 

question is whether this will hold even as people return to physical businesses. 

Despite the strength of digital formats, COVID-19 is likely to have a long-term impact on the overall 

advertising industry, with Magna reducing its three-year growth forecast to 3.5% per year, with the global 

ad market expected to be 14% smaller than previously forecast. 

"Beyond the short-term V-shaped recession/recovery impact on the economy and the advertising market, 

the COVID crisis will have global and long-term effects on society, business models, consumption habits, 

mobility and media usage, all factors pointing to a more subdued economic growth and advertising spend 

than previously forecast for the 2022-2024 period," Vincent Letang, EVP of global market research at 

Magna and author of the report, said in a statement. 

The presidential election later this year could help the U.S. ad business fare better than other regions of 

the world. However, current instability on a number of fronts makes any forecast more tenuous than usual. 

Unemployment is still high and if consumers don't have money to spend, then advertisers may have to cut 

back. Additionally, social unrest could impact what is deemed appropriate in terms of advertising. 

Next year's expected rebound is based on the premise that a global economic recovery will take place, 

with major sports events such as the Summer Olympics and the UEFA Football Championship in Europe 

driving advertising budgets. 

 

https://www.marketingdive.com/news/magna-digital-ad-sales-will-dip-2-in-h1-and-rebound-in-h2/575002/
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GroupM: 2020 Global Ad Total To Fall $70 Billion (11.8%) 

https://www.mediapost.com/publications/article/352862/groupm-2020-global-ad-total-to-fall-70-

billion.html 

 

The global advertising economy will shed $70 billion this year and will fall 11.8% (excluding U.S. political 

advertising) to $517.5 billion, according to the latest forecast by GroupM. (Including political, the drop will 

be 9.9%.) 

A year ago when the firm issued its first forecast for 2020, it expected to see healthy growth of 4.8%. By 

December, seeing some weakening in the global economy, the firm pared back the growth estimate to 

3.9%. 

Now, of course, the pandemic has shredded the economy worldwide, leading to the firmôs much more 

negative reassessment and driving total advertising back down to approximately 2017 levels. 

https://www.mediapost.com/publications/article/352862/groupm-2020-global-ad-total-to-fall-70-billion.html
https://www.mediapost.com/publications/article/352862/groupm-2020-global-ad-total-to-fall-70-billion.html
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The good news: GroupM expects a partial rebound next year, when advertising growth is expected to 

reach 8.2% to nearly $560 billion. The firm expects 4.7% additional growth in 2022 which would bring total 

advertising back up to where it was in 2019 -- $586-plus billion. 

Next year, GroupM estimates that half of the top-10 markets will grow by double digits, while the other half 

will grow by single digits. 

According to the GroupM report, the declines this year will be relatively less pronounced in the top-two ad 

economies -- U.S. and China -- which combined account for more than half of the worldôs total advertising 

activity. 

Conversely, several mid-size or larger markets are expected to decline by more than 20% this year, 

including Brazil, Spain, India and the Middle East and North Africa region. 

With this forecast, GroupM is breaking out estimates for the first time of ñdigital extensionsò -- digital 

advertising associated with traditional media. The firm estimates that in 2020 digital extensions of TV, 

radio, print and outdoor advertising should equate to $31 billion, or 13% of total advertising activity (up 

from $22 billion, or 7%, five years ago). 

By sector, outdoor digital media will account for $9 billion or 31% of the total in 2020. Digital extensions of 

traditional television are estimated at $12 billion this year -- 9% of that mediumôs total. 

Digital advertising is expected to decline by 2.4% in 2020 to an estimated $278 billion, while the mediumôs 

global share will climb to nearly 54% from 48.5% in 2019.  This follows nearly a decade of double-digit 

growth, with many years exceeding 20% at a global level. 

Search ads will account for $109 billion of the digital total, falling 2.6%. Other forms of digital advertising 

that account for $172 billion (excluding digital extensions of traditional media) will fall by 0.6% this year. 

Television advertising is expected to decline by 17.6% in 2020 (excluding U.S. political) before rebounding 

a bit next year with projected growth of 5.9%. 

Digital extensions and related media, including advertising associated with traditional media ownersô 

streaming activities as well as Hulu, Roku, and others will fare better with growth of 3.7% this year and 

11.3% next year -- around 9% of total TV spending this year. 

Out-of-home advertising is expected to decline by 25%, including digital out-of-home media but next year 

GroupM expects a partial rebound with 14.9% growth. 
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ɿɸʑʀʊɸ ɼɸʅʅʓʍ ..ééé...ééééééééééééééééééééééé 

Google Experiments Hint At Cookie-Free Future 

https://www.adexchanger.com/data-driven-thinking/google-experiments-hint-at-cookie-free-future/ 

"Data-Driven Thinking" is written by members of the media community and contains fresh ideas on the 

digital revolution in media. 

Todayôs column is written by Martin Kihn, senior vice president of marketing strategy, Salesforce Marketing 

Cloud.  

In late April, Google announced in-market tests for some of the proposals in its Privacy Sandbox, where 

the cookie-free web is being born. In a Github post about the tests, Googleôs ñRTB teamò said it wanted to 

poke at the ñviability of ... proposals via small-scale real-world experiments conducted by exchanges and 

bidders.ò 

Still sketchy and short, the Sandbox proposals are debated in forums such as the W3Côs Privacy and Web 

Incubator Communities and its Improving Web Advertising Business Group. So far, these forums are 

dominated by highly credentialed, privacy-focused software engineers and not advertising boosters. 

Thatôs why Googleôs experiments are so important. They represent a tangible Phase 2 in the rapidly 

moving rollout of the post-cookie web. And the specific proposals in question point the way toward what 

that web may actually look like in 2022, when the last holdout ï Googleôs Chrome browser ï finally empties 

the cookie jar. 

In a phrase: It will be very different. 

Shepherd of the FLoC 

Among four Sandbox proposals singled out for testing, two are most relevant for ad buyers: ñFederated 

Learning of Cohortsò (FLoC) and the colorfully named ñTwo Uncorrelated Requests, Then Locally-

Executed Decision On Victoryò (TURTLEDOVE). Both were proposed by Google engineers. 

Federated learning is a technique that lets a bunch of different nodes ï such as browsers or smartphones 

ï build machine-learning models and upload parameters to a master model without sharing user-level 

data. In one application, Google used it to train smartphones to predict text messages ï you know, the 

guess-the-next-word feature ï while keeping individual texts on the phone. 

https://www.adexchanger.com/data-driven-thinking/google-experiments-hint-at-cookie-free-future/
http://adexchanger.com/data-driven-thinking/
https://www.salesforce.com/products/marketing-cloud/overview/
https://www.salesforce.com/products/marketing-cloud/overview/
https://www.chromium.org/Home/chromium-privacy/privacy-sandbox
https://github.com/google/rtb-experimental
https://privacycg.github.io/
https://github.com/WICG
https://github.com/WICG
http://w3.org/community/web-adv
https://www.blog.google/products/chrome/building-a-more-private-web/
https://arxiv.org/abs/1811.03604
https://research.google/pubs/pub45648/
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In the FLoC version, each browser captures data on its usersô behavior: websites she visited, the content 

of those websites and her actions. That data is used to build a model whose parameters are shared with 

a master model on a trusted server. In this way, each browser can be put into a cluster (or ñflockò) based 

on its userôs browsing behavior. 

Flocks have random labels such as ñ43A7.ò To use them for targeting, an advertiser would have to discover 

which flocks contain target customers and which do not. Armed with such info, the advertiser could bid 

appropriately on RTB exchanges when an impression with a particular flock label appears. 

Some obvious questions: How many flocks will there be? And how do we decode the labels? 

ñHow many?ò is a statistical question with no easy answer. Given the scale of the web, many thousands 

are feasible without threatening anyoneôs privacy. What the flocks mean is more ambiguous. In machine-

learning terms, each flock is a cluster, so its definition is opaque. Flock labels could be semi-public 

information, similar to mobile IDs, shared with the websites we visit. Sites with a large number of visitors 

could analyze the behavior of individual flocks ï perhaps using Google Analytics ï and start to see 

patterns. 

In a simple scenario, a retailer might notice high-end suit buyers tend toward flock ñ22H8,ò while sale-

priced sweat-suiters lean to ñ17C9.ò If the correlation is strong, bidding strategies could be developed and 

campaigns be ï ahem ï tailored to either flock, or both, as the label is exposed in the bid stream. 

As the author points out, thereôs a challenge with sensitive data and what labels consumers will accept. 

And companies, publishers and ecosystems with more traffic will see more flocks and behaviors. The data-

rich will get richer. It is easy to imagine a thriving market around identifying what flock labels mean. Those 

that point to, say, insurance buyers or swing voters could be very valuable to certain parties. Existing data 

management platforms could become a kind of phone book for FLoCs. 

Flying with the TURTLEDOVE 

Assuming some version of FLoCs passes into production, flock-level bidding might not be all that much 

different from audience buying today. After all, no advertiser runs a different campaign for each person; 

we always deal with aggregates. The biggest difference between 2022 and today is the end of user-level 

targeting. 

Unfortunately, advertisers have come to rely heavily on user-level targeting for results. Those techniques 

hardest-hit by the end of the cookie will be difficult to replace: 

https://github.com/jkarlin/floc
https://developers.google.com/machine-learning/clustering/clustering-algorithms
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Retargeting 

Frequency capping 

Exclusion 

User-level attribution 

TURTLEDOVE is an ingenious attempt to enable some form of retargeting and shows how the browser 

could subsume ad tech. Its main moves are to separate data about behavioral intent (what the user wants) 

and context (where the user is now); and to run the ad auction inside the browser itself. 

As with FLoC, the browser is the sentinel and lockbox, watching what the user does and storing 

observations locally. Say a user visits Widgets.com. The browser will label that user in a Widgets ñinterest 

group,ò based on her behaviors and will store that label; it can also pull information from the brand (Widgets 

Inc.), such as bids, bidding logic, ads.txt sellers and ad units ï in short, everything needed to run a 

campaign. 

Later, when that same browser appears on Pub.com (or an ad network), then Pub.com will send contextual 

data to the browser, which will run an auction and declare a winner. By separating the ñinterest groupò 

from the context, neither the advertiser nor the publisher learns anything much about the person seeing 

the ad. At least, thatôs the idea. 

Challenges abound. For example, interest groups arenôt updated in real time (thereôs a time lag, for 

privacy), so retargeting is less timely. Brand safety is difficult to enforce. Complex auctions and logic may 

be a burden. There will certainly be fewer ñinterest groupsò than there are retargeting options today. How 

many is enough? 

Answering these and other questions is the purpose of the experiment phase. 

Two conclusions and a question 

Where does this leave us in our attempt to foresee the web of 2022? Some conclusions are clearer than 

others, at this early stage: 

Personas: The future is aggregate, not individual. Tactics such as retargeting will have to be designed for 

larger cohorts, not at an item level. These cohorts will need detailed models of behavior and actual lifetime 

values. Bids will be based on better models of expected value. 

https://github.com/michaelkleber/turtledove
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Customer data: Lacking third-party data, advertisers need another way to build personas. The answer ï 

as everyone is telling you ï is first-party data. Most advertisers are going to need more of it, collected with 

consent, both pseudonymous and known. They are going to need more partners willing to share special 

data sets. Otherwise, theyôre going to have to be very good at market research, pay a premium and waste 

a lot of impressions. Itôs difficult to see how big publishers and walled ecosystems with large data sets 

donôt win. 

And a final question. Many of the Sandbox proposals rely on a ñtrusted serverò (or brain) to act as 

coordinator and conductor. This server could hold the keys to wisdom and wealth. Who owns it? Is it 

Google? 

That too may be a message in the Sandbox. 

 

Google Steps Up Privacy And Incognito Mode, Will Auto-Delete Data At 18 Months 

https://www.mediapost.com/publications/article/352952/google-steps-up-privacy-and-incognito-mode-

will-a.html 

Google will automatically delete data collected during searches and website visits for new accounts after 

18 months. 

For first-time users turning on Location History, which is off by default, the auto-delete option will be set to 

18 months by default. Web & App Activity auto-delete will also default to 18 months for new accounts. 

The activity data will be automatically and continuously deleted after 18 months, rather than kept until the 

person chooses to delete it, Alphabet and Google CEO Sundar Pichai wrote in a post on Wednesday. 

Data had previously been kept indefinitely by default because, the company said, it was necessary to 

personalize its services to individual users. 

ñWe believe that products should keep your information for only as long as it's useful and helpful to you ð 

whether thatôs being able to find your favorite destinations in Maps or getting recommendations for what 

to watch on YouTube,ò Pichai wrote in the post.   

Google initially launched auto-deletion last year to allow those concerned about privacy to have the data 

deleted. 

https://www.mediapost.com/publications/article/352952/google-steps-up-privacy-and-incognito-mode-will-a.html
https://www.mediapost.com/publications/article/352952/google-steps-up-privacy-and-incognito-mode-will-a.html
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Data such as Location History, search, voice and YouTube activity data will be deleted automatically after 

three months or 18 months. The default can be found in activity settings.  

Soon people using Googleôs platforms can find the account setting controls directly in Google Search. 

Features like ñGoogle Privacy Checkupò and ñIs my Google Account secure?ò and a box only visible to you 

will show your privacy and security settings so you can easily review or adjust them.  

It also will become easier to access Googleôs Incognito mode in many of its apps, by pressing on your 

profile picture for a longer time in Search, Maps and YouTube. While itôs available today on the Google 

App for iOS, Google plans to make it available in Android and other apps such as Maps and YouTube. 

 

Apple's Privacy Changes Represent 'Tectonic Shift' For Digital Ad Industry 

Critics say ad personalization, measurement and other ways marketers reach consumers will cease to 

function 

https://adage.com/article/digital/apples-privacy-changes-represent-tectonic-shift-digital-ad-

industry/2263841 

Apple announced new privacy changes to its upcoming iOS 14 software that will significantly hinder how 

media buyers and brands target, measure and find consumers. 

 

One change will make it harder for apps to track iOS users across different apps and websites. Another 

will make attributionðdetermining which tactics contribute to sales or conversionsðharder for marketers. 

The changes, announced Monday at Appleôs Worldwide Developers Conference, apply to the companyôs 

Identifier for Advertisers (IDFA), which assigns a unique number to a user's mobile device. Advertisers 

have access to the feature and use it in areas including ad targeting, building lookalike audiences, 

attribution and encouraging consumers to download apps. 

IDFA is shared with app makers and advertisers by default, but that will change once iOS 14 rolls out this 

fall. Then, users must give explicit permission through a popup for app publishers to track them across 

different apps and websites, or to share that information with third parties. 

https://myaccount.google.com/data-and-personalization
https://adage.com/article/digital/apples-privacy-changes-represent-tectonic-shift-digital-ad-industry/2263841
https://adage.com/article/digital/apples-privacy-changes-represent-tectonic-shift-digital-ad-industry/2263841
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ñThis is a tectonic shift in the industry,ò says Gadi Eliashiv, CEO at Singular, a mobile marketing intelligence 

company. ñSome business models will be completely disrupted, while others will have to be completely 

reinvented.ò 

Apple didnôt kill its Indentifier for Advertisers, but rendered it useless, Eliashiv says. ñItôs unlikely many 

consumers will say óyesô to tracking when asked and, even if they do, saying óyesô on one app is not 

enough. You also need to say óyesô on all the other apps youôre seeing ads on for IDFA to be useful for 

attribution, retargeting, look-alike audiences and many other mobile measurement requirements,ò he says. 

Appleôs changes tie into earlier privacy efforts it made with Intelligent Tracking Prevention for its Safari 

browser. However, the demise of IDFA might have a larger impact on the marketing industry than the end 

of third-party cookies, which apply only to desktop browsers. Appleôs identifiers, however, apply to the 

mobile arenaðwhere marketers sent $87 billion, or 70 percent of all U.S. digital ad spend, in 2019. 

Mark Wagman, managing director at MediaLink, says heôs heard from large clients who are grappling with 

privacy issues on multiple fronts. ñWhatôs top-of-mind for a brand right now is they are reading this news 

about Apple and compounding it with Googleôs depreciation of the third-party cookie and Californiaôs 

Consumer Privacy Act, which begins enforcement July 1,ò says Wagman. 

Wagman suggests advertisers assess spending as they attempt to get a handle on consumer privacy. ñSo 

many businesses are built on complex data-driven flywheels, small changes along the way cause big 

headaches,ò he says. ñThis summer is the time to pause and think about your data and partnership 

strategies. We have certainly overcomplicated the market.ò 

Trade groups respond 

Appleôs announcement drew criticism from both the Association of National Advertisers and the 

American Association of Advertising Agencies (4Aôs). In a joint statement today, the groups said that 

ñAppleôs actions appear to continue a damaging pattern that began with its Safari web browser and will 

now extend to its mobile app ecosystem.ò 

Both groups said the changes will impact publishers and mobile app developers, adding that ad 

personalization, measurement and other capabilities that marketers require to reach consumers will ñcease 

to function.ò 

ñAdvertising revenue funds vital news-gathering and reporting and supports the development of innovative 

products and services,ò said Alison Pepper, exec VP of government relations at the 4Aôs. ñCutting off this 

critical income stream for mobile app publishers and developers will hurt an already struggling news 

https://adage.com/article/digital/safari-browser-update-driving-marketers-crazy/316661
https://adage.com/article/digital/us-digital-ad-revenue-stalls-after-record-haul-125-billion-2019-iab-report/2259721
https://adage.com/article/digital/google-chrome-killed-cookie-what-now/2230816
https://adage.com/article/news/how-brands-are-preparing-californias-privacy-act-becomes-reality-2020/2205586
https://adage.com/article/news/how-brands-are-preparing-californias-privacy-act-becomes-reality-2020/2205586
https://adage.com/article/digital/how-delete-consumer-data-under-ccpa-guidelines/2260796
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industry and countless small businesses and developers who will be forced to find new sources of revenue 

to fund their operations in order to survive.ò 

The Interactive Advertising Bureauôs Tech Lab acknowledged Apple's intentions. ñBy moving IDFA to óopt-

inô and announcing other privacy-related changes, Apple apparently aims to educate users and offer 

choices, instead of making decisions for them,ò Dennis Buchheim, president of the Interactive Advertising 

Bureau Tech Lab, told Ad Age. ñBut theyôre still taking an entirely proprietary approach, and consumers 

need predictable privacy across all experiences, operating systems, and browsersðwhich necessitates 

open standards.ò 

Impact on targeting 

The IDFA feature is essentially a way for advertisers to target Apple users and measure engagement, says 

Brian DeCicco, exec director of customer strategy at Mindshare. 

ñWhat IDFA can do for marketers is twofold,ò says DeCicco. ñIt can determine which actions a user takes 

in an app and connect those actions to an IDFA profile.ò The second, DeCicco says, allows marketers to 

capture consumer interaction with digital ads and attach it to an IDFA. ñThis helps you understand 

engagement and measure performance of an ad campaign,ò he says. 

The changes to IDFA will impact even some of the largest ad platforms. Facebook, for instance, is widely 

regarded as among the biggest and best when it comes to getting consumers to install apps. The company 

offers two technologiesðApp Event Optimization (AEO) and Value Optimizations (VO)ðfor finding new 

users for mobile marketers. 

Without IDFA, however, brands will face an uphill battle acquiring iOS users through AEO and VO 

technologiesðsomething Facebook has built into a multi-billion dollar business, according to one 

person with knowledge of the matter. 

ñWill those specific product lines have an impact on Facebook? Yes, [IDFA changes] will have an impact,ò 

says Wagman, the MediaLink exec. 

Direct-to-consumer brands hoping to go from being the 400th most popular app to the 25th will use AEO 

and VO to capture that growth, according to Wagman. ñOr it is a tactic agencies will use to drive more 

downloads for the Home Depot app, [for example]ò he says. 

A Facebook spokeswoman told Ad Age in an emailed statement that it's working with its partners to better 

understand Appleôs latest updates and how they affect businesses and people. ñWe share the industryôs 
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desire for more transparency and controls in the way ads run online, while ensuring personalized 

advertising continues to deliver value to both people and businesses,ò Facebook said. 

Road ahead 

Many industry executives believe Google will adopt a similar approach within the next 18 to 36 months. 

The search giant, for instance, is following Appleôs lead after it eliminated third-party cookies from its 

Safari browser. 

ñApple is consistently ahead of Google on privacy and transparency issues,ò says Lance Porigow, chief 

marketing officer at digital agency The Shipyard. ñEach focuses on whatôs best for their audience and 

Apple is in the service of selling consumers elegant technology, whereas Google is mostly selling 

advertising to marketers.ò 

ñEventually, Google will follow suit, but it will likely drag its feet for as long as possible,ò Porigow adds. 

Nickolas Rekeda, chief marketing officer at MGID, a company that provides native advertising 

solutions,  suggests that Apple is laying the groundwork for its own advertising businessðone that is 

built from the ground up with the consumer in mind. 

 

ñApple is now trying to draw ad budgets from app developers like Admob and Facebook Audience 

Network to its Apple Store Ads, but since the company has no in-app monetization solution of its own, 

the revenues wonôt be significant,ò says Rekeda. ñThis could be another step toward the launch of 

Apple's own monetization platform.ò 

Others see opportunity given all the privacy changes. Jarrod Dicker, head of tech and commercial 

development at the Washington Post, says the company has developed its own tech so itôs not reliant on 

things such as IDFA or third party cookies. Ads that run across the Washington Postôs app and in Apple 

News rely on ñadvanced contextual targeting,ò according to Dicker, technology that his team built. The 

company licenses its tech, called Zeus, to other publishers such as The Dallas Morning News and 

MccLatchy News. 

ñWe saw this as an opportunity for us to go outside of a media company as a technology company to build 

for the future based on what we were seeing across the browsers and platforms to not just maintain our 

business, but grow it,ò says Dicker. 

 

https://adage.com/article/digital/behind-googles-decision-remove-third-party-cookies-chrome/2227126
https://adage.com/article/digital/red-alert-washington-post/310895
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Apple ʧʦʟʚʦʣʠʪ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʦʪʢʘʟʘʪʴʩʷ ʦʪ ʩʙʦʨʘ ʜʘʥʥʳʭ ʜʣʷ ʪʘʨʛʝʪʠʥʛʘ 

ʌʫʥʢʮʠʶ ʫʞʝ ʥʘʟʚʘʣʠ çʥʦʚʳʤ ʥʘʧʘʜʝʥʠʝʤ ʢʦʨʧʦʨʘʮʠʠ ʥʘ ʨʝʢʣʘʤʥʫʶ ʠʥʜʫʩʪʨʠʶè 

https://www.sostav.ru/publication/apple-pozvolit-polzovatelyam-otkazatsya-ot-sbora-dannykh-dlya-

targetinga-43986.html 

Apple ʜʦʙʘʚʠʣʘ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʚʦʟʤʦʞʥʦʩʪʴ ʦʪʢʘʟʘʪʴʩʷ ʦʪ ʩʙʦʨʘ ʧʝʨʩʦʥʘʣʴʥʳʭ ʜʘʥʥʳʭ, 

ʢʦʪʦʨʳʝ ʠʩʧʦʣʴʟʫʶʪʩʷ ʜʣʷ ʪʘʨʛʝʪʠʥʛʘ. ʇʨʝʟʝʥʪʘʮʠʷ ʦʙʥʦʚʣʝʥʥʦʡ iOS ʧʨʦʰʣʘ ʥʘʢʘʥʫʥʝ. 

ʀʟʜʘʥʠʝ TechCrunch ʥʘʟʳʚʘʝʪ ʧʨʝʜʩʪʘʚʣʝʥʥʳʝ ʬʫʥʢʮʠʠ çʥʦʚʳʤ ʥʘʧʘʜʝʥʠʝʤ ʥʘ ʨʝʢʣʘʤʥʫʶ 

ʠʥʜʫʩʪʨʠʶ ð ʯʘʩʪʴʶ ʤʘʥʪʨʳ ʩ ʟʘʙʦʪʦʡ ʦ ʢʦʥʬʠʜʝʥʮʠʘʣʴʥʦʩʪʠè. ɺ iOS 14 ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩʧʨʦʩʷʪ, 

ʭʦʪʷʪ ʣʠ ʦʥʠ, ʯʪʦʙʳ ʧʨʠʣʦʞʝʥʠʝ çʩʣʝʜʠʣʦè ʟʘ ʥʠʤʠ. ɽʩʣʠ ʢʣʠʝʥʪ ʦʪʢʣʦʥʷʝʪ ʦʪʩʣʝʞʠʚʘʥʠʝ, ʩʝʨʚʠʩ 

ʩʤʦʞʝʪ ʩʦʙʨʘʪʴ ʤʝʥʴʰʝ ʜʘʥʥʳʭ ʠ ʩʦʭʨʘʥʠʪ ʢʦʥʬʠʜʝʥʮʠʘʣʴʥʦʩʪʴ, ʛʦʚʦʨʷʪ ʚ ʢʦʤʧʘʥʠʠ. ʊʘʢʞʝ Apple 

ʥʘʤʝʨʝʥʘ ʦʙʷʟʘʪʴ ʨʘʟʨʘʙʦʪʯʠʢʦʚ ʩʦʦʙʱʘʪʴ ʦ ʪʠʧʘʭ ʠʥʬʦʨʤʘʮʠʠ, ʢʦʪʦʨʳʝ ʟʘʧʨʘʰʠʚʘʝʪ 

ʧʨʠʣʦʞʝʥʠʝ. ʕʪʦ çʫʣʫʯʰʠʪ ʧʨʦʟʨʘʯʥʦʩʪʴè ʠ ʧʦʟʚʦʣʠʪ ʧʦʣʴʟʦʚʘʪʝʣʶ ʟʥʘʪʴ, ʢʘʢʠʝ ʜʘʥʥʳʝ ʥʫʞʥʦ 

ʧʨʝʜʦʩʪʘʚʠʪʴ, ʯʪʦʙʳ ʚʦʩʧʦʣʴʟʦʚʘʪʴʩʷ ʩʝʨʚʠʩʦʤ. 

ʈʝʢʣʘʤʥʘʷ ʦʪʨʘʩʣʴ ʥʝʨʝʜʢʦ ʩʪʘʥʦʚʠʣʘʩʴ çʤʠʰʝʥʴʶè Apple, ʥʘʧʦʤʠʥʘʝʪ ʠʟʜʘʥʠʝ. ɺ 2015 ʛʦʜʫ 

ʛʝʥʜʠʨʝʢʪʦʨ ʢʦʤʧʘʥʠʠ ʊʠʤ ʂʫʢ ʟʘʷʚʠʣ, ʯʪʦ ʝʛʦ ʢʦʥʢʫʨʝʥʪʳ ʚ ʉʠʣʠʢʦʥʦʚʦʡ ʜʦʣʠʥʝ çʧʦʛʣʦʱʘʶʪ ʚʩʝ, 

ʯʪʦ ʦʥʠ ʤʦʛʫʪ ʫʟʥʘʪʴ ʦ ʚʘʩ, ʠ ʧʳʪʘʁʪʩʷ ʤʦʥʝʪʠʟʠʨʦʚʘʪʴ ʵʪʦè. ʊʦʛʜʘ ʦʥ ʦʪʤʝʪʠʣ, ʯʪʦ Apple, ʢʦʪʦʨʘʷ 

ʟʘʨʘʙʘʪʳʚʘʝʪ ʥʘ ʧʨʦʜʘʞʝ ʦʙʦʨʫʜʦʚʘʥʠʷ, çʧʨʝʜʧʦʯʣʘ ʥʝ ʜʝʣʘʪʴ ʵʪʦʛʦè. ʇʦ ʤʝʨʝ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʷ 

ʪʘʨʛʝʪʠʨʦʚʘʥʥʦʡ ʨʝʢʣʘʤʳ ʢʦʨʧʦʨʘʮʠʷ ʚʥʝʜʨʷʣʘ ʠʥʩʪʨʫʤʝʥʪʳ ʜʣʷ ʧʨʝʜʦʪʚʨʘʱʝʥʠʷ ʩʙʦʨ ʜʘʥʥʳʭ 

ʠ ʧʦʟʚʦʣʠʣʘ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʩʚʦʝʛʦ ʙʨʘʫʟʝʨʘ Safari ʫʩʪʘʥʘʚʣʠʚʘʪʴ ʙʣʦʢʠʨʦʚʱʠʢʠ ʨʝʢʣʘʤʳ, 

ʧʦʜʳʪʦʞʠʚʘʝʪ ʠʟʜʘʥʠʝ. 

ɻʦʜ ʥʘʟʘʜ Apple ʧʨʝʜʩʪʘʚʠʣʘ iOS 13 ʠ ʘʥʦʥʩʠʨʦʚʘʣʘ ʬʫʥʢʮʠʶ, ʢʦʪʦʨʘʷ ʧʦʟʚʦʣʷʝʪ ʧʦʣʴʟʦʚʘʪʝʣʷʤ 

ʧʦʜʝʣʠʪʴʩʷ ʤʝʩʪʦʧʦʣʦʞʝʥʠʝʤ ʪʦʣʴʢʦ ʦʜʠʥ ʨʘʟ. ʈʘʥʝʝ ʧʨʠʣʦʞʝʥʠʠ ʤʦʛʣʠ ʧʦʣʫʯʘʪʴ ʵʪʫ 

ʠʥʬʦʨʤʘʮʠʶ ʚ ʦʜʥʦʤ ʠʟ ʪʨʝʭ ʚʘʨʠʘʥʪʦʚ ð çʚʩʝʛʜʘè, çʥʠʢʦʛʜʘè ʠʣʠ çʪʦʣʴʢʦ ʚʦ ʚʨʝʤʷ 

ʠʩʧʦʣʴʟʦʚʘʥʠʷè. 

 

https://www.sostav.ru/publication/apple-pozvolit-polzovatelyam-otkazatsya-ot-sbora-dannykh-dlya-targetinga-43986.html
https://www.sostav.ru/publication/apple-pozvolit-polzovatelyam-otkazatsya-ot-sbora-dannykh-dlya-targetinga-43986.html
https://techcrunch.com/2020/06/22/apple-ios-14-ad-tracking/
https://techcrunch.com/2019/06/03/apple-ios-13-location-privacy/
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AD FRAUD éé..é..ééé...ééééééééééééééééééééééé 

Advertising Fraud On Connected TV Rises Sharply, Along With CTV Usage 

https://www.mediapost.com/publications/article/352711/advertising-fraud-on-connected-tv-rises-sharply-

a.html 

Advertising fraud on connected TV was sharply higher in the first quarter of this year, according to new 

research, as connected TV viewing began to witness big gains due to stay-at-home orders. 

DoubleVerify claims that in the first quarter there was a 161% increase in CTV fraud versus the first quarter 

of 2019.  

In addition, in a more troubling finding, the digital media measurement, data and analytics firm said there 

were more than 500 fraudulent apps associated with CTV -- more than for the entire year of 2019. 

DoubleVerify currently says it detects more than 500,000 fraudulent CTV devices a day.  

ñThe reason for that rise is that the CTV ecosystem can be more susceptible to fraud than other 

environments,ò says the company, adding: ñAdvertisers usually donôt know what apps or content they 

advertise in.ò  

One form of fraud comes when ñfraudsters can easily create their own CTV apps and release them to both 

open and closed app stores. Hundreds of apps are out there with few downloads, but millions of 

impressions.ò 

ñAlternatively, some fraudsters create what seems like legitimate tech tools that they then offer to app 

creators, when in fact they are planning to commit fraud,ò the company says. 

During the first week of March this year, connected TV households spent a combined 2.7 billion hours 

watching TV, according to Nielsen -- rising to nearly 4 billion hours during the week of April 6. 

Even after stay-at-home orders began to be lifted in early May, connected TV usage had only dropped to 

3.5 billion hours per week. 

 

https://www.mediapost.com/publications/article/352711/advertising-fraud-on-connected-tv-rises-sharply-a.html
https://www.mediapost.com/publications/article/352711/advertising-fraud-on-connected-tv-rises-sharply-a.html
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MRC 'Modernizes' 5-Year-Old Invalid Traffic Standards To Account For New Forms 

Of Ad Fraud 

https://www.mediapost.com/publications/article/352989/mrc-modernizes-5-year-old-invalid-traffic-

standa.html 

The Media Rating Council (MRC) this morning officially released new standards intended to ñmodernizeò 

how the advertising and media industry manage a key component of digital ad fraud: so-called ñinvalid 

traffic,ò or IVT. 

The update is an addendum to the MRCôs ñInvalid Traffic Detection and Filtration Guidelines,ò which were 

originally issued nearly five years ago, to account for new forms of fraudulent traffic threats that did not 

exist when the original guidelines were created.  

The MRC said it established a regular process for updating its IVT standards, because it recognized that 

ad fraud is like a continuous arms race of innovation by fraudulent sources and detection and adoption by 

the ad industry, but todayôs update is the first time it has issued a comprehensive overhaul superseding 

ñall previous updates.ò  

The updated standards will also be applied to any measurement services applying for first-time MRC 

accreditation or for continuing accreditation, but the MRC said currently accredited services will have a 

ñone-year grace period, beginning todayò to become fully compliant with the updated standards. 

While the guidelines are highly technical, they essentially set an industry standard for determining if and 

when digital traffic used as the basis for ad impressions is non-human and illegitimate, often because of 

some devious technology such as spiders, bots or another mechanism is used to fraudulently represent 

real people. 

Some of the key revisions included in the updated standards include:  

The addition of more specific Sophisticated Invalid Traffic (SIVT) areas. 

The addition and updating of previous interim guidance on data center traffic requirements. 

The addition of specific requirements on risk assessment by platform and relevant traffic segment, as well 

as a requirement to directly link these to specific controls for each. 

https://www.mediapost.com/publications/article/352989/mrc-modernizes-5-year-old-invalid-traffic-standa.html
https://www.mediapost.com/publications/article/352989/mrc-modernizes-5-year-old-invalid-traffic-standa.html
https://s3.amazonaws.com/media.mediapost.com/uploads/IVTAddendumUpdate.pdf
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New requirements to disclose a ñdecision rateò metric (defined as the percentage of all impressions 

intended for measurement where sufficient information was obtained to make a valid or invalid decision), 

along with definitions, calculations and requirements for supporting partial detection decisions. 

The addition and updating of previous interim guidance on requirements and disclosures associated with 

sampling approaches to IVT detection and filtration. 

New requirements for the treatment and disclosure of purchased and acquired traffic. 

The formalization of requirements, previously documented in MRCôs Brand Safety Supplement, for the use 

of Machine Learning and Human Intervention in IVT detection practices. 

The addition and updating of previous interim guidance on up-front filtration requirements. 

The addition and updating of previous interim guidance on mobile in-app requirements and added OTT-

specific considerations. 

The addition of guidance and requirements for logged-in and subscription-based environments. 

New detailed IVT discrepancy resolution procedures and requirements. 

 

BRAND SAFETY é..ééé...ééééééééééééééééééééééé 

ɸʤʝʨʠʢʘʥʩʢʠʝ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʙʦʡʢʦʪʠʨʫʶʪ Facebook ʠʟ-ʟʘ çʚʳʩʢʘʟʳʚʘʥʠʡ 

ʥʝʥʘʚʠʩʪʠè ʚ ʩʦʮʩʝʪʠ 

https://www.sostav.ru/publication/amerikanskie-reklamodateli-bojkotiruyut-facebook-iz-za-vyskazyvanij-

nenavisti-v-sotsseti-43984.html 

ɸʤʝʨʠʢʘʥʩʢʠʝ ʢʦʤʧʘʥʠʠ ʦʪʢʘʟʳʚʘʶʪʩʷ ʨʘʟʤʝʱʘʪʴ ʨʝʢʣʘʤʫ ʚ Facebook ʠʟ-ʟʘ çʥʝʥʘʚʠʩʪʥʠʯʝʩʢʠʭ 

ʚʳʩʢʘʟʳʚʘʥʠʡè ʚ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ. ɿʘʧʫʱʝʥʥʘʷ ʢʘʤʧʘʥʠʷ ʥʘʟʳʚʘʝʪʩʷ çStop Hate for Profit' 

(çʆʩʪʘʥʦʚʠʪʝ ʥʝʥʘʚʠʩʪʴ ʨʘʜʠ ʧʨʠʙʳʣʠè), ʧʠʰʝʪ The Guardian. 

ʂ ʢʘʤʧʘʥʠʠ ʫʞʝ ʧʦʜʢʣʶʯʠʣʠʩʴ ʨʠʪʝʡʣʝʨʳ ʠ ʧʨʦʠʟʚʦʜʠʪʝʣʠ The North Face, Patagonia ʠ REI. 

ʇʦ ʜʘʥʥʳʤ ʠʩʪʦʯʥʠʢʦʚ, ʫʯʘʩʪʥʠʢʘʤʠ ʙʦʡʢʦʪʘ ʤʦʛʫʪ ʩʪʘʪʴ Vans ʠ Timberland. ɼʚʠʞʝʥʠʝ 

ʠʥʠʮʠʠʨʦʚʘʣʠ ʧʨʘʚʦʟʘʱʠʪʥʳʝ ʦʨʛʘʥʠʟʘʮʠʠ, ʚ ʪʦʤ ʯʠʩʣʝ NAACP (ʅʘʮʠʦʥʘʣʴʥʘʷ ʘʩʩʦʮʠʘʮʠʷ 

ʩʦʜʝʡʩʪʚʠʷ ʧʨʦʛʨʝʩʩʫ ʮʚʝʪʥʦʛʦ ʥʘʩʝʣʝʥʠʷ), Color of Change (ʟʘʱʠʱʘʝʪ ʛʨʘʞʜʘʥʩʢʠʝ ʧʨʘʚʘ) ʠ ADL 

https://www.sostav.ru/publication/amerikanskie-reklamodateli-bojkotiruyut-facebook-iz-za-vyskazyvanij-nenavisti-v-sotsseti-43984.html
https://www.sostav.ru/publication/amerikanskie-reklamodateli-bojkotiruyut-facebook-iz-za-vyskazyvanij-nenavisti-v-sotsseti-43984.html
https://www.theguardian.com/technology/2020/jun/22/facebook-hate-speech-advertisers-north-face
https://hypebeast.com/2020/6/the-north-face-remove-facebook-ads-hate-misinformation-policies-info
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(ɸʥʪʠʜʠʬʬʘʤʘʮʠʦʥʥʘʷ ʣʠʛʘ; ʧʨʦʪʠʚʦʩʪʦʠʪ ʘʥʪʠʩʝʤʠʪʠʟʤʫ). ʇʦʤʠʤʦ ʪʦʨʛʦʚʳʭ ʩʝʪʝʡ 

ʠ ʧʨʦʠʟʚʦʜʠʪʝʣʝʡ ʢ ʢʘʤʧʘʥʠʠ ʧʨʠʩʦʝʜʠʥʠʣʠʩʴ ʠʥʪʝʨʥʝʪ-ʢʦʤʧʘʥʠʷ Mozilla ʠ ʩʘʡʪ ʩ ʚʘʢʘʥʩʠʷʤʠ ʜʣʷ 

ʬʨʠʣʘʥʩʝʨʦʚ Upwork. 

ʎʝʣʴ ʢʘʤʧʘʥʠʠ ð ʧʦʧʨʦʩʠʪʴ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʦʢʘʟʘʪʴ ʜʘʚʣʝʥʠʝ ʥʘ Facebook, ʯʪʦʙʳ ʩʦʮʩʝʪʴ ʚʝʣʘ 

ʙʦʣʝʝ ʞʝʩʪʢʫʶ ʧʦʣʠʪʠʢʫ ʚ ʦʪʥʦʰʝʥʠʠ ʨʘʩʠʩʪʩʢʦʛʦ ʠ ʥʝʥʘʚʠʩʪʥʠʯʝʩʢʦʛʦ ʢʦʥʪʝʥʪʘ. ʋʯʘʩʪʥʠʢʠ 

ʩʦʙʠʨʘʶʪʩʷ ʚ ʠʶʣʝ ʧʦʣʥʦʩʪʴʶ ʦʩʪʘʥʦʚʠʪʴ ʨʝʢʣʘʤʥʳʝ ʨʘʩʭʦʜʳ ʥʘ ʧʣʘʪʬʦʨʤʝ. 

Facebook ʝʞʝʛʦʜʥʦ ʧʦʣʫʯʘʝʪ ʜʦʭʦʜ ʚ $70 ʤʣʨʜ ʦʪ ʨʝʢʣʘʤʳ ʠ ʚʤʝʩʪʝ ʩ ʪʝʤ çʫʩʠʣʠʚʘʝʪ ʛʦʣʦʩʘ ʙʝʣʳʭ 

ʩʪʦʨʦʥʥʠʢʦʚ ʧʨʝʚʦʩʭʦʜʩʪʚʘè ʠ çʨʘʟʨʝʰʘʝʪ ʧʦʜʩʪʨʝʢʘʪʝʣʴʩʪʚʦ ʢ ʥʘʩʠʣʠʶè, ʛʦʚʦʨʷʪ ʧʨʝʜʩʪʘʚʠʪʝʣʠ 

ʜʚʠʞʝʥʠʷ. ʆʥʠ ʦʞʠʜʘʶʪ, ʯʪʦ ʚ ʙʣʠʞʘʡʰʠʝ ʥʝʜʝʣʠ ʢ çStop Hate for Profit' ʧʨʠʩʦʝʜʠʥʷʪʩʷ ʠ ʜʨʫʛʠʝ 

ʢʦʤʧʘʥʠʠ, ʧʦʩʢʦʣʴʢʫ çʦʩʚʝʜʦʤʣʝʥʥʦʩʪʴ ʦ ʧʨʦʙʣʝʤʘʭ ʨʘʩʦʚʦʡ ʩʧʨʘʚʝʜʣʠʚʦʩʪʠ ʚ ʉʐɸ ʧʦʚʳʩʠʣʘʩʴ 

ʧʨʷʤʦ ʩʝʡʯʘʩè. 

ʆʨʛʘʥʠʟʘʪʦʨʳ ʢʘʤʧʘʥʠʠ ʧʨʠʚʦʜʷʪ ʥʝʩʢʦʣʴʢʦ ʧʨʠʤʝʨʦʚ, ʢʦʛʜʘ Facebook ʥʝ ʫʜʘʣʦʩʴ ʩʧʨʘʚʠʪʴʩʷ 

ʩ ʚʳʩʢʘʟʳʚʘʥʠʷʤʠ ʥʝʥʘʚʠʩʪʠ ʠ ʜʝʟʠʥʬʦʨʤʘʮʠʝʡ. ʊʘʢ, ʩʦʮʩʝʪʴ ʩʜʝʣʘʣʘ ʩʢʘʥʜʘʣʴʥʦ ʠʟʚʝʩʪʥʳʡ 

ʚ ʉʐɸ ʨʝʩʫʨʩ Breitbart News çʥʘʜʝʞʥʳʤ ʠʩʪʦʯʥʠʢʦʤ ʥʦʚʦʩʪʝʡè, ʥʝʩʤʦʪʨʷ ʥʘ ʝʛʦ ʨʘʙʦʪʫ ʩ ʙʝʣʳʤʠ 

ʥʘʮʠʦʥʘʣʠʩʪʘʤʠ ʠ ʥʝʦʥʘʮʠʩʪʘʤʠ. ʉʘʡʪ ʜʦʧʫʩʢʘʣ ʜʠʩʢʨʠʤʠʥʘʮʠʶ ʚ ʦʪʥʦʰʝʥʠʠ ʨʘʟʥʳʭ ʩʦʮʠʘʣʴʥʳʭ 

ʛʨʫʧʧ ʠ ʦʪʢʘʟʘʣʩʷ ʫʜʘʣʠʪʴ ʩʦʦʙʱʝʥʠʷ ʦʙ ʦʪʨʠʮʘʥʠʠ ʍʦʣʦʢʦʩʪʘ, ʦʪʤʝʯʘʝʪ ʠʟʜʘʥʠʝ. ɺ 2019 ʛʦʜʫ 55% 

ʘʤʝʨʠʢʘʥʮʝʚ ʩʦʦʙʱʠʣʠ, ʯʪʦ ʩʪʘʣʢʠʚʘʶʪʩʷ ʩ ʥʝʥʘʚʠʩʪʴʶ ʠ ʜʦʤʦʛʘʪʝʣʴʩʪʚʘʤʠ ʚ Facebook, ʛʦʚʦʨʷʪ 

ʚ ADL. 

ɺ Facebook ʫʞʝ ʧʨʦʢʦʤʤʝʥʪʠʨʦʚʘʣʠ ʢʘʤʧʘʥʠʶ. çʄʳ ʛʣʫʙʦʢʦ ʫʚʘʞʘʝʤ ʨʝʰʝʥʠʝ ʣʶʙʦʛʦ ʙʨʝʥʜʘ 

ʠ ʧʦ-ʧʨʝʞʥʝʤʫ ʩʦʩʨʝʜʦʪʦʯʝʥʳ ʥʘ ʚʘʞʥʦʡ ʨʘʙʦʪʝ ʧʦ ʫʩʪʨʘʥʝʥʠʶ ʥʝʥʘʚʠʩʪʥʠʯʝʩʢʠʭ 

ʚʳʩʢʘʟʳʚʘʥʠʡè, ð ʟʘʷʚʠʣʘ ʚʠʮʝ-ʧʨʝʟʠʜʝʥʪ ʢʦʤʧʘʥʠʠ ʧʦ ʤʝʞʜʫʥʘʨʦʜʥʦʤʫ ʙʠʟʥʝʩʫ ʂʵʨʦʣʘʡʥ 

ʕʚʝʨʩʦʥ. 

ʈʘʥʝʝ ʦʩʥʦʚʘʪʝʣʴ Facebook ʄʘʨʢ ʎʫʢʝʨʙʝʨʛ ʦʪʢʘʟʘʣʩʷ ʫʜʘʣʠʪʴ ʧʦʩʪ ʧʨʝʟʠʜʝʥʪʘ ʉʐɸ ɼʦʥʘʣʴʜʘ 

ʊʨʘʤʧʘ, ʚ ʢʦʪʦʨʦʤ ʛʣʘʚʘ ʩʪʨʘʥʳ ʦʙʝʱʘʣ ʦʪʚʝʪʠʪʴ ʥʘ ʤʘʩʩʦʚʳʝ ʧʨʦʪʝʩʪʳ ʚʦʝʥʥʦʡ ʩʠʣʦʡ. ʇʦʩʣʝ 

ʵʪʦʛʦ ʎʫʢʝʨʙʝʨʛ ʩʪʦʣʢʥʫʣʩʷ ʩ ʢʨʠʪʠʢʦʡ ʩʦʪʨʫʜʥʠʢʦʚ ʢʦʤʧʘʥʠʠ, ʦʥʠ ʥʘʟʚʘʣʠ ʚʳʩʢʘʟʳʚʘʥʠʝ ʊʨʘʤʧʘ 

çʥʝʥʘʚʠʩʪʥʠʯʝʩʢʦʡ ʨʠʪʦʨʠʢʦʡè ʠ ʫʩʪʨʦʠʣʠ ʟʘʙʘʩʪʦʚʢʫ. ɺ ʪʦ ʞʝ ʚʨʝʤʷ Twitter ʧʦʤʝʪʠʣ ʧʫʙʣʠʢʘʮʠʶ 

ʊʨʘʤʧʘ ʧʨʝʜʫʧʨʝʞʜʝʥʠʝʤ ʦ çʧʨʦʩʣʘʚʣʝʥʠʠ ʥʘʩʠʣʠʷè. 

 

The North Face, REI, Patagonia Unfriend Facebook 

https://www.mediapost.com/publications/article/352807/the-north-face-rei-unfriend-facebook.html 

https://www.sostav.ru/publication/sotrudniki-facebook-otkazalis-rabotat-iz-za-neudalennogo-posta-donalda-trampa-43646.html
https://www.mediapost.com/publications/article/352807/the-north-face-rei-unfriend-facebook.html
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Outdoor clothing companies The North Face, REI and Patagonia are the first major brands to join the 

boycott against Facebook, signing up for the Anti-Defamation Leagueôs #StopHateForProfit effort. But with 

agencies like Dentsuôs 360i and Mediabrandsô Reprise encouraging clients to join, the initiative looks like 

it may build momentum. 

The ADL announced the month-long boycott this week in an ad in the Los Angeles Times. In partnership 

with leading civil-rights organizations, including the NAACP, Sleeping Giants, Color Of Change, Free Press 

and Common Sense, itôs asking companies to pull ads off Facebook and Instagram for July. 

The group charges that Facebook allowed ñincitement to violence against protestors fighting for racial 

justice,ò that it made Breitbart News a ñtrusted news sourceò and the Daily Caller a ñfact-checker,ò despite 

records of working with known white nationalists and neo-Nazis. 

The North Face, owned by VF Corp., announced its decision on Twitter last week with just four words: 

ñWeôre in. Weôre Out.ò 

ñWe will be halting paid advertising with both Facebook and Instagram,ò says a spokesperson for the North 

Face, in an email to Marketing Daily. She says the company hopes it will motivate the social-media giant 

to change.  ñFacebookôs existing policies have not done enough to stop racist, violent or hateful content 

and misinformation from circulating on the platform.ò 

Shortly after, REI jumped in. ñFor 82 years, we have put people over profits. Weôre pulling all 

Facebook/Instagram advertising for the month of July,ò it said in a tweet. 

Patagonia announced its decision to join the boycott Sunday night. 

Since the death of George Floyd in Minneapolis and the protests that have followed, many brands 

supported #BlackLivesMatter. But itôs been difficult for large corporations to do more. Most are run by 

executive teams and corporate boards that are largely white, male and resistant to diversity. 

Boycotts like this one may represent a meaningful next step for brands, says Robert Passikoff, founder 

and president of Brand Keys, a loyalty consultancy based in New York. ñYes, 'Black Lives Matter,ô but you 

have to do something more than just parrot back the slogan and expect consumers to thank you or 

recognize you for your involvement,ò he tells Marketing Daily. Yanking ads from Facebook ñfeels like the 

brand is doing something and it is something that their core audience will appreciate.ò 

Nor does he see much of a downside. ñEfforts like these are, by their very design, reactive and short-term,ò 

he says. ñBy the end of August consumers (and brands) will have moved on to something else.ò 
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David Hessekiel, president of Engage for Good, which specializes in cause-related marketing, agrees itôs 

a low-risk move. ñBy moving fast, the North Face will benefit from the attention it will garner by being first 

to publicly sign on to the boycott, a move that its generally liberal customers will appreciate.ò 

Hessekiel says the timing of the boycott may help it have more impact. ñAn open-ended boycott would 

have been a much bigger ask to make of advertisers,ò he says. ñBut for this to have real teeth, a large 

group of major advertisers will have to sign on.ò 

Pressure from the agency community may spur more advertisers to participate. The Wall Street 

Journal reports that 360i has emailed its clients, telling them it supports the boycott. The message told 

clients it ñbelieves any social platform that earns profits by amplifying the voices of their community must 

have a zero-tolerance policy for hate.ò 

And in a LinkedIn post, an IPG executive weighed in. ñItôs time to hold Facebookôs leadership team 

accountable,ò writes Elijah Harris, senior vice president of paid social at Mediabrands. ñNo longer can they 

look the other way as inflammatory content spreads across their platforms. Letôs use our collective strength 

to bring them to task!ò 

For its part, Facebook says it is in talks with both advertisers and civil-rights groups to become ña force for 

good to fight racial injustice around the world,ò the WSJ reports. It recently announced an additional $200 

million in funding to support black-owned businesses and organizations. 

And earlier this week, Facebook pulled some ads from President Donald Trumpôs reelection campaign, 

citing its policy against hate speech. 

 

Facebook Tightens Its Policies On Hate Speech In Ads As More Brands Join The 

Boycott 

https://www.adexchanger.com/platforms/facebook-tightens-its-policies-on-hate-speech-in-ads-as-more-

brands-join-the-boycott/ 

More big names are joining the Facebook ad boycott, including Unilever, Verizon and Honda, and Mark 

Zuckerberg is doing damage control. 

https://www.adexchanger.com/platforms/facebook-tightens-its-policies-on-hate-speech-in-ads-as-more-brands-join-the-boycott/
https://www.adexchanger.com/platforms/facebook-tightens-its-policies-on-hate-speech-in-ads-as-more-brands-join-the-boycott/
https://www.adexchanger.com/platforms/advertisers-are-boycotting-facebook-will-it-last/
https://www.wsj.com/articles/unilever-to-halt-u-s-ads-on-facebook-and-twitter-for-rest-of-2020-11593187230
https://www.theverge.com/2020/6/25/21303717/verison-facebook-adl-ad-boycott-instagram-north-face-rei-ben-and-jerrys
https://adage.com/article/digital/honda-stops-facebook-spending-july-joining-fast-growing-boycott/2264361?utm_source=ad-age-news-alerts&utm_medium=email&utm_campaign=20200626&utm_content=hero-headline
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On Friday, Zuck went live on his Facebook page to outline how Facebook is preparing for the 2020 

presidential election, cracking down on voter suppression and trying to regulate hate speech on its 

platform. 

Facebook has been getting hammered over the last few weeks (months, years é ) for repeated failures 

to effectively moderate toxic content in organic posts and paid ads. 

Amid the protests following the killing of George Floyd in May, a small but growing number of advertisers 

are now using the only lever they have to effect change on Facebook: their wallets. 

In addition to Unilever, which says will stop advertising on Facebook, Instagram and Twitter for the rest of 

the year, Honda, Verizon, REI, Ben & Jerryôs, The North Face, Patagonia and Eddie Bauer have all 

pledged to suspend their ad spend on Facebook for the month of July as part of a ñStop Hate for Profitò 

campaign launched by Color of Change, the Anti-Defamation League, the NAACP and other civil rights 

groups. 

Rakuten-owned messaging app Viber is going even further with a pledge to stop all advertising on 

Facebook and Instagram until the company fully addresses its misinformation and hate speech problems. 

Nearly 100 brands have joined the boycott so far. Facebook, of course, works with more than 8 million 

paying advertisers, a number mostly made up of small and medium-sized businesses. 

Facebook has responded to criticism through various mouthpieces, including VP of global marketing 

solutions Carolyn Everson, by saying it wants to be a ñforce for good.ò Zuckerberg repeated the same 

words Friday during his livestream. 

But itôs action rather than promises that advertisers and civil rights organizations are looking for right now. 

ñWe acknowledge the efforts of our partners, but there is much more to be done, especially in the areas 

of divisiveness and hate speech during this polarized election period in the US,ò Luis Di Como, Unileverôs 

EVP of global media, told The Wall Street Journal Friday, in reference the CPG giantôs decision to halt 

advertising on Facebook, et al. 

In response, Facebook is tightening its policies to better deal with hate speech in ads, even if they come 

from politicians. 

Facebook will block ads that claim people of a certain race, ethnicity, national, gender, sexual orientation 

or immigration status are a threat to the physical health or safety of anyone else. 

https://www.facebook.com/zuck/videos/10112048862145471/?notif_id=1593195122266970&notif_t=live_video
https://www.adexchanger.com/ad-exchange-news/friday-26062020/
https://www.wsj.com/articles/unilever-to-halt-u-s-ads-on-facebook-and-twitter-for-rest-of-2020-11593187230
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Zuckerberg said that Facebook will also seek to better protect immigrants, migrants, refugees and asylum 

seekers from ads that suggest they are somehow inferior or direct contempt, dismissal or disgust at them. 

Facebook will also start to label content that it decides to leave up despite the fact that itôs problematic or 

incendiary. There are certain cases in which Facebook wonôt take this type of content down if it also deems 

the posts to be newsworthy in some way. Although people will still be able to share this content in order to 

condemn it, Facebook will add a prompt telling them that what theyôre sharing may also violate Facebookôs 

policies. 

ñTo clarify one point: There is no newsworthiness exemption to content that incites violence or suppresses 

voting,ò Zuckerberg said. ñEven if a politician or government official says it, if we determine that content 

may lead to violence or deprive people of their right to vote, we will take that content down.ò 

Which begs the question of what would have happened with President Trumpôs now-infamous ñwhen the 

looting starts, the shooting startsò post if these policies had been in place in May. 

Twitter flagged the post as glorifying violence and Facebook decided to leave it untouched. 

ñI'm optimistic that we can make progress on public health and racial justice while maintaining our 

democratic traditions around free expression and voting,ò Zuckerberg said in closing out the public portion 

of his stream before heading into a company-only town hall meeting. 

(That makes one of us.) 

 

PROGRAMMATIC ..ééé...ééééééééééééééééééééééé 

çʗʥʜʝʢʩè ʩʝʨʪʠʬʠʮʠʨʦʚʘʣ ʩʚʦʠ ʨʝʢʣʘʤʥʳʝ ʧʣʘʪʬʦʨʤʳ ʧʦ ʤʝʞʜʫʥʘʨʦʜʥʳʤ 

ʩʪʘʥʜʘʨʪʘʤ 

ɿʘʢʫʧʢʠ ʠ ʘʥʘʣʠʟ ʨʝʢʣʘʤʳ ʩʪʘʥʫʪ ʙʦʣʝʝ ʫʜʦʙʥʳʤʠ ʙʣʘʛʦʜʘʨʷ ʝʜʠʥʦʤʫ ʩʪʘʥʜʘʨʪʫ, ʩʯʠʪʘʶʪ 

ʚ ʢʦʤʧʘʥʠʠ 

https://www.sostav.ru/publication/yandeks-sertifitsiroval-svoi-reklamnye-platformy-po-mezhdunarodnym-

standartam-mrc-iab-43981.html 

https://www.adexchanger.com/data-driven-thinking/why-wont-mark-zuckerberg-give-ground-on-trumps-posts-because-he-doesnt-want-to/
https://www.sostav.ru/publication/yandeks-sertifitsiroval-svoi-reklamnye-platformy-po-mezhdunarodnym-standartam-mrc-iab-43981.html
https://www.sostav.ru/publication/yandeks-sertifitsiroval-svoi-reklamnye-platformy-po-mezhdunarodnym-standartam-mrc-iab-43981.html
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çʗʥʜʝʢʩè ʧʦʣʫʯʠʣ ʩʝʨʪʠʬʠʢʘʪʳ ʩʦʦʪʚʝʪʩʪʚʠʷ ʜʣʷ ʩʚʦʠʭ ʧʣʘʪʬʦʨʤ ʫʧʨʘʚʣʝʥʠʷ ʠ ʠʟʤʝʨʝʥʠʷ 

ʨʝʢʣʘʤʥʦʛʦ ʪʨʘʬʠʢʘ ʧʦ ʤʝʞʜʫʥʘʨʦʜʥʳʤ ʩʪʘʥʜʘʨʪʘʤ Interactive Advertising Bureau (IAB) ʠ Media 

Rating Council (MRC). ʉʝʨʪʠʬʠʢʘʮʠʶ ʧʨʦʚʝʣʠ ʚ ʢʦʤʧʘʥʠʠ IAB Tech Lab, ʨʘʩʩʢʘʟʘʣʠ Sostav 

ʚ çʗʥʜʝʢʩʝè. 

ʇʦʢʘʟʳ ʨʝʢʣʘʤʳ çʗʥʜʝʢʩʘè, ʫʯʸʪ ʚʠʜʠʤʳʭ ʧʦʢʘʟʦʚ ʠ ʠʟʤʝʨʝʥʠʝ ʢʣʠʢʦʚ ʜʣʷ ʙʘʥʥʝʨʥʦʡ 

ʠ ʚʠʜʝʦʨʝʢʣʘʤʳ ʦʪʚʝʯʘʶʪ ʩʪʘʥʜʘʨʪʘʤ ʠ ʥʦʨʤʘʤ IAB ʠ MRC ʥʘ ʜʝʩʢʪʦʧʘʭ, ʚ ʤʦʙʠʣʴʥʳʭ ʙʨʘʫʟʝʨʘʭ 

ʠ ʧʨʠʣʦʞʝʥʠʷʭ, ʦʪʤʝʪʠʣʠ ʚ ʢʦʤʧʘʥʠʠ. ʊʝʧʝʨʴ ʨʝʢʣʘʤʦʜʘʪʝʣʠ, ʢʦʪʦʨʳʝ ʨʘʙʦʪʘʶʪ ʥʘ ʨʘʟʥʳʭ ʨʳʥʢʘʭ, 

ʩʤʦʛʫʪ ʩʜʝʣʘʪʴ ʧʨʦʮʝʩʩ ʟʘʢʫʧʢʠ ʠ ʘʥʘʣʠʟʘ ʨʝʢʣʘʤʳ ʫʜʦʙʥʳʤ ʙʣʘʛʦʜʘʨʷ ʝʜʠʥʦʤʫ ʩʪʘʥʜʘʨʪʫ, 

ʦʙʝʱʘʶʪ ʚ çʗʥʜʝʢʩʝè; ʩʨʘʚʥʠʚʘʪʴ ʘʥʘʣʠʪʠʢʫ ʚ ʨʘʟʥʳʭ ʤʝʞʜʫʥʘʨʦʜʥʳʭ ʨʝʢʣʘʤʥʳʭ ʩʠʩʪʝʤʘʭ ʪʦʞʝ 

ʙʫʜʝʪ ʧʨʦʱʝ. 

ɼʝʥʥʠʩ ɹʫʭʭʘʡʤ, ʧʨʝʟʠʜʝʥʪ IAB Tech lab: 

ʄ  rʨʘʜʳ, ʯʪʦ çʗʥʜʝʢʩè ʧʨʦʰʸʣ ʩʝʨʪʠʬʠʢʘʮʠʶ ʚ ʨʘʤʢʘʭ ʥʘʰʝʡ ʧʨʦʛʨʘʤʤʳ ʠʟʤʝʨʝʥʠʷ ʫʯʸʪʘ 

ʚʠʜʠʤʦʩʪʠ ʧʦʢʘʟʦʚ, ʪʘʢ ʢʘʢ ʵʪʘ ʧʨʦʛʨʘʤʤʘ ʟʥʘʯʠʪʝʣʴʥʦ ʩʧʦʩʦʙʩʪʚʫʝʪ ʧʨʦʟʨʘʯʥʦʩʪʠ ʠ ʫʥʠʬʠʮʠʨʫʝʪ 

ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʮʠʬʨʦʚʳʭ ʨʝʢʣʘʤʥʳʭ ʩʪʘʥʜʘʨʪʦʚ ʫʯʸʪʘ ʚʠʜʠʤʦʩʪʠ ʥʘ ʤʠʨʦʚʦʤ ʫʨʦʚʥʝ. 

ɹʦʨʠʩ ʆʤʝʣʴʥʠʮʢʠʡ, ʧʨʝʟʠʜʝʥʪ ɸʩʩʦʮʠʘʮʠʠ ʈʘʟʚʠʪʠʷ ʀʥʪʝʨʘʢʪʠʚʥʦʡ ʨʝʢʣʘʤʳ IAB Russia, 

ʜʠʨʝʢʪʦʨ ʧʦ ʩʪʨʘʪʝʛʠʯʝʩʢʦʤʫ ʨʘʟʚʠʪʠʶ ʨʳʥʢʘ ʢʦʤʤʝʨʯʝʩʢʦʛʦ ʜʝʧʘʨʪʘʤʝʥʪʘ çʗʥʜʝʢʩʘè: 

ʕʪʦ ʦʪʢʨʳʚʘʝʪ ʥʦʚʳʡ ʵʪʘʧ ʚ ʧʦʩʪʨʦʝʥʠʠ ʜʦʚʝʨʠʪʝʣʴʥʳʭ ʦʪʥʦʰʝʥʠʡ ʩ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤʠ, ʢʦʪʦʨʳʤ 

ʚʘʞʥʦ ʧʦʣʫʯʘʪʴ ʜʦʩʪʦʚʝʨʥʫʶ ʩʪʘʪʠʩʪʠʢʫ, ʙʳʪʴ ʫʚʝʨʝʥʥʳʤʠ ʚ ʪʦʤ, ʯʪʦ ʨʝʢʣʘʤʥʳʝ ʢʦʥʪʘʢʪʳ ʙʳʣʠ 

ʙʝʟ ʬʨʦʜʘ ʠ ʩ ʛʘʨʘʥʪʠʝʡ ʚʠʜʠʤʦʩʪʠ ʧʦ ʤʝʞʜʫʥʘʨʦʜʥʳʤ ʩʪʘʥʜʘʨʪʘʤ. ɼʣʷ ʨʦʩʩʠʡʩʢʠʭ 

ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʭ ʠʛʨʦʢʦʚ ʩʝʨʪʠʬʠʢʘʮʠʷ ʦʪʝʯʝʩʪʚʝʥʥʦʡ ʢʦʤʧʘʥʠʠ ð ʵʪʦ ʩʠʛʥʘʣ ʦ ʪʦʤ, ʯʪʦ ʤʦʞʥʦ 

ʚʳʭʦʜʠʪʴ ʥʘ ʥʦʚʳʝ ʨʳʥʢʠ ʫʞʝ ʩ ʩʝʨʪʠʬʠʮʠʨʦʚʘʥʥʳʤʠ ʧʨʦʜʫʢʪʘʤʠ ʠ ʪʝʭʥʦʣʦʛʠʷʤʠ ʠ ʨʘʩʩʯʠʪʳʚʘʪʴ 

ʥʘ ʜʦʚʝʨʠʝ ʚʦ ʚʩʝʤ ʤʠʨʝ. 

ʈʘʥʝʝ çʗʥʜʝʢʩè ʦʨʛʘʥʠʟʦʚʘʣ ʥʘ ʩʚʦʝʡ ʧʣʘʪʬʦʨʤʝ ʥʝʟʘʚʠʩʠʤʫʶ ʚʝʨʠʬʠʢʘʮʠʶ ʢʘʯʝʩʪʚʘ 

ʨʝʢʣʘʤʥʦʛʦ ʪʨʘʬʠʢʘ ʩʪʦʨʦʥʥʠʤʠ ʩʠʩʪʝʤʘʤʠ. ʈʝʢʣʘʤʦʜʘʪʝʣʷʤ ʧʦʢʘ ʜʦʩʪʫʧʥʳ ʦʪʯʝʪʳ 

ʦʪ Mediascope, ʢʦʤʧʘʥʠʷ ʧʨʦʜʦʣʞʘʝʪ ʠʥʪʝʛʨʠʨʦʚʘʪʴ ʜʨʫʛʠʝ ʠʟʤʝʨʠʪʝʣʠ. ɺ çʗʥʜʝʢʩʝè ʩʯʠʪʘʶʪ, ʯʪʦ 

ʥʦʚʦʚʚʝʜʝʥʠʝ ʧʦʤʦʞʝʪ ʧʨʝʜʦʩʪʘʚʠʪʴ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʧʨʦʟʨʘʯʥʳʝ ʜʘʥʥʳʝ. 

 

Google ʧʨʝʜʩʪʘʚʠʣʘ ʥʦʚʳʝ ʨʝʢʣʘʤʥʳʝ ʬʫʥʢʮʠʠ ʜʣʷ ʤʘʣʦʛʦ ʙʠʟʥʝʩʘ 

ʅʝʢʦʪʦʨʳʝ ʨʝʢʣʘʤʥʳʝ ʚʦʟʤʦʞʥʦʩʪʠ ʚ Google Maps ʜʦ ʩʝʥʪʷʙʨʷ ʩʪʘʥʫʪ ʙʝʩʧʣʘʪʥʳʤʠ 

https://www.sostav.ru/publication/v-yandekse-zarabotala-sistema-verifikatsii-reklamnogo-trafika-ot-mediascope-43232.html
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https://www.sostav.ru/publication/google-predstavila-novye-reklamnye-funktsii-dlya-malogo-biznesa-

43895.html 

ɺ Google ʧʨʝʜʩʪʘʚʠʣʠ ʥʦʚʳʝ ʨʝʢʣʘʤʥʳʝ ʚʦʟʤʦʞʥʦʩʪʠ, ʢʦʪʦʨʳʝ ʜʦʣʞʥʳ ʧʦʤʦʯʴ ʤʘʣʦʤʫ ʙʠʟʥʝʩʫ 

ʩʧʨʘʚʠʪʴʩʷ ʩ ʢʨʠʟʠʩʦʤ ʠʟ-ʟʘ ʧʘʥʜʝʤʠʠ COVID-19 ʠ ʧʦʣʫʯʠʪʴ ʙʦʣʴʰʝ ʢʣʠʝʥʪʦʚ. ʀʥʬʦʨʤʘʮʠʷ 

ʦ ʥʦʚʦʚʚʝʜʝʥʠʷʭ ʦʧʫʙʣʠʢʦʚʘʥʘ ʥʘ ʩʘʡʪʝ ʢʦʤʧʘʥʠʠ. 

ʀʟ-ʟʘ ʪʦʛʦ, ʯʪʦ ʧʦʣʴʟʦʚʘʪʝʣʠ ʚ ʦʩʥʦʚʥʦʤ ʧʨʦʚʦʜʷʪ ʚʨʝʤʷ ʜʦʤʘ, ʢʦʣʠʯʝʩʪʚʦ ʧʦʠʩʢʦʚʳʭ ʟʘʧʨʦʩʦʚ 

ʚʨʦʜʝ çʧʦʯʠʩʪʠʪʴ ʢʦʚʝʨè ʠʣʠ çʦʪʨʝʤʦʥʪʠʨʦʚʘʪʴ ʢʦʥʜʠʮʠʦʥʝʨè ʚʳʨʦʩʣʦ ʥʘ 50%, ʦʪʤʝʯʘʶʪ 

ʚ ʢʦʤʧʘʥʠʠ. ʅʦʚʘʷ ʬʫʥʢʮʠʷ ʧʦʟʚʦʣʠʪ ʧʦʪʝʥʮʠʘʣʴʥʦʤʫ ʢʣʠʝʥʪʫ ʟʘʙʨʦʥʠʨʦʚʘʪʴ ʫʩʣʫʛʫ ʧʨʷʤʦ 

ʚ ʧʦʠʩʢʝ Google, ʝʩʣʠ ʦʥ ʟʘʭʦʜʠʪ ʥʘ ʩʘʡʪ ʩʦ ʩʤʘʨʪʬʦʥʘ. ʄʘʛʘʟʠʥʳ ʪʝʧʝʨʴ ʩʤʦʛʫʪ ʜʦʙʘʚʣʷʪʴ 

ʠʥʬʦʨʤʘʮʠʶ ʦ ʥʘʣʠʯʠʠ ʪʦʚʘʨʦʚ ʚ ʧʦʠʩʢʝ. 

ɼʦ ʢʦʥʮʘ ʩʝʥʪʷʙʨʷ ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʤʘʣʦʛʦ ʙʠʟʥʝʩʘ ʩʤʦʛʫʪ ʙʝʩʧʣʘʪʥʦ ʨʝʢʣʘʤʠʨʦʚʘʪʴʩʷ ʚ Google 

Maps, ʠʩʧʦʣʴʟʫʷ ʩʝʨʚʠʩ ʜʣʷ ʩʦʟʜʘʥʠʷ çʙʳʩʪʨʳʭè ʨʝʢʣʘʤʥʳʭ ʢʘʤʧʘʥʠʡ ð Smart Campaigns. ʕʪʦʪ 

ʠʥʩʪʨʫʤʝʥʪ ʪʝʧʝʨʴ ʜʦʩʪʫʧʝʥ ʚ 150 ʩʪʨʘʥʘʭ ʤʠʨʘ. ʂʦʤʧʘʥʠʷ ʩʤʦʞʝʪ ʚʳʜʝʣʠʪʴ ʩʝʙʷ ʩʧʝʮʠʘʣʴʥʳʤ 

ʟʥʘʯʢʦʤ ʥʘ ʢʘʨʪʝ ʠ ʫʢʘʟʘʪʴ ʜʦʧʦʣʥʠʪʝʣʴʥʳʝ ʫʩʣʫʛʠ ʧʦʜ ʩʚʦʠʤ ʥʘʟʚʘʥʠʝʤ. ʂʨʦʤʝ ʪʦʛʦ, Google 

ʧʨʝʜʣʘʛʘʝʪ ʙʠʟʥʝʩʫ çʠʩʢʘʪʝʣʴ ʚʦʟʤʦʞʥʦʩʪʝʡè ð Local Opportunity Finder. ɺ ʥʝʤ ʤʦʞʥʦ ʙʫʜʝʪ 

ʚʚʝʩʪʠ ʥʘʟʚʘʥʠʝ ʢʦʤʧʘʥʠʠ ʠ ʧʦʣʫʯʠʪʴ ʨʝʢʦʤʝʥʜʘʮʠʠ ʧʦ ʫʣʫʯʰʝʥʠʶ ʙʠʟʥʝʩ-ʧʨʦʬʠʣʷ ʚ Google: 

ʥʘʧʨʠʤʝʨ, ʫʪʦʯʥʠʪʴ ʯʘʩʳ ʨʘʙʦʪʳ ʦʨʛʘʥʠʟʘʮʠʠ ʠʣʠ ʜʦʙʘʚʠʪʴ ʬʦʪʦʛʨʘʬʠʠ. 

ʈʘʥʝʝ Google ʧʨʝʜʩʪʘʚʠʣʘ ʥʦʚʳʝ ʬʫʥʢʮʠʠ ʜʣʷ ʤʘʣʦʛʦ ʙʠʟʥʝʩʘ, ʢʦʪʦʨʳʝ ʪʦʞʝ ʟʘʪʨʦʥʫʣʠ çʇʦʠʩʢè 

ʠ çʂʘʨʪʳè. ɺ ʢʦʤʧʘʥʠʠ ʩʯʠʪʘʶʪ, ʯʪʦ ʠʥʩʪʨʫʤʝʥʪʳ ʧʦʤʦʛʫʪ ʦʨʛʘʥʠʟʘʮʠʷʤ ʧʦʣʫʯʠʪʴ ʥʝʦʙʭʦʜʠʤʫʶ 

ʧʦʜʜʝʨʞʢʫ ʠ ʘʜʘʧʪʠʨʦʚʘʪʴ ʫʩʣʫʛʠ ʢ ʩʠʪʫʘʮʠʠ, ʩʣʦʞʠʚʰʝʡʩʷ ʠʟ-ʟʘ ʧʘʥʜʝʤʠʠ ʢʦʨʦʥʘʚʠʨʫʩʘ. 

 

ɺʀɼɽʆʈɽʂʃɸʄɸ ééé..é.ééééééééééééééééééééééé 

YouTube ʧʦʟʚʦʣʠʣ ʙʨʝʥʜʘʤ ʨʘʟʤʝʱʘʪʴ ʚʠʪʨʠʥʳ ʩ ʪʦʚʘʨʘʤʠ ʧʦʜ ʨʝʢʣʘʤʥʳʤʠ 

ʚʠʜʝʦ 

https://www.sostav.ru/publication/youtube-pozvolil-brendam-razmeshchat-vitriny-s-tovarami-pod-

reklamnymi-video-43932.html 

ʉʝʨʚʠʩ YouTube ʟʘʧʫʩʪʠʣ ʬʫʥʢʮʠʶ, ʩ ʧʦʤʦʱʴʶ ʢʦʪʦʨʦʡ ʢʦʤʧʘʥʠʠ ʤʦʛʫʪ ʨʘʟʤʝʩʪʠʪʴ ʚʠʪʨʠʥʫ 

ʩʦ ʩʚʦʠʤʠ ʪʦʚʘʨʘʤʠ ʧʦʜ ʨʝʢʣʘʤʥʳʤʠ ʨʦʣʠʢʘʤʠ. ʆʙ ʵʪʦʤ ʛʦʚʦʨʠʪʩʷ ʚ ʩʦʦʙʱʝʥʠʠ ʙʣʦʛʘ ʢʦʨʧʦʨʘʮʠʠ 

Google, ʢʦʪʦʨʘʷ ʫʧʨʘʚʣʷʝʪ ʚʠʜʝʦʧʣʘʪʬʦʨʤʦʡ. 

https://www.sostav.ru/publication/google-predstavila-novye-reklamnye-funktsii-dlya-malogo-biznesa-43895.html
https://www.sostav.ru/publication/google-predstavila-novye-reklamnye-funktsii-dlya-malogo-biznesa-43895.html
https://www.blog.google/products/ads/helping-businesses-and-nonprofits-recover/
https://www.sostav.ru/publication/google-podderzhala-kompanii-v-pandemiyu-koronavirusa-novymi-instrumentami-43553.html
https://www.sostav.ru/publication/youtube-pozvolil-brendam-razmeshchat-vitriny-s-tovarami-pod-reklamnymi-video-43932.html
https://www.sostav.ru/publication/youtube-pozvolil-brendam-razmeshchat-vitriny-s-tovarami-pod-reklamnymi-video-43932.html
https://www.blog.google/products/ads/new-ways-to-drive-action/
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ʅʦʚʦʚʚʝʜʝʥʠʝ ʧʦʤʦʞʝʪ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʫʩʠʣʠʪʴ ʩʚʦʠ ʧʦʟʠʮʠʠ ʚ e-commerce, ʛʦʚʦʨʷʪ ʚ YouTube. 

ʏʪʦʙʳ ʚʦʩʧʦʣʴʟʦʚʘʪʴʩʷ ʬʫʥʢʮʠʝʡ, ʥʫʞʥʦ ʩʠʥʭʨʦʥʠʟʠʨʦʚʘʪʴ ʢʘʥʘʣ ʚ ʩʝʨʚʠʩʝ Google Merchant 

Center ʩʦ ʩʚʦʝʡ ʚʠʜʝʦʨʝʢʣʘʤʦʡ. ʂʥʦʧʢʘ call-to-action, ʢʦʪʦʨʘʷ ʧʨʠʟʳʚʘʝʪ ʧʦʪʝʥʮʠʘʣʴʥʳʭ ʢʣʠʝʥʪʦʚ 

ʢ ʜʝʡʩʪʚʠʷʤ, ʨʘʩʰʠʨʠʪʩʷ, ʠ ʥʘ ʩʪʨʘʥʠʮʝ ʧʦʷʚʷʪʩʷ ʧʨʦʜʫʢʪʳ-ʙʝʩʪʝʣʣʝʨʳ, ʢʦʪʦʨʳʝ ʢʦʤʧʘʥʠʷ 

ʟʘʭʦʯʝʪ ʨʘʟʤʝʩʪʠʪʴ ʜʣʷ ʧʨʠʚʣʝʯʝʥʠʷ ʥʦʚʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʦʪʤʝʪʠʣʠ ʚ YouTube. 

ʊʘʢʞʝ ʚ YouTube ʨʘʟʤʝʩʪʷʪ ʩʧʝʮʠʘʣʴʥʫʶ ʬʦʨʤʫ ʦʙʨʘʪʥʦʡ ʩʚʷʟʠ, ʢʦʪʦʨʘʷ ʧʦʟʚʦʣʠʪ ʢʣʠʝʥʪʘʤ 

ʦʙʨʘʪʠʪʴʩʷ ʚ ʢʦʤʧʘʥʠʶ. ʅʘʧʨʠʤʝʨ, ʧʨʦʜʘʚʮʳ ʘʚʪʦʤʦʙʠʣʝʡ ʩʤʦʛʫʪ ʨʘʟʤʝʩʪʠʪʴ ʢʥʦʧʢʫ ʟʘʧʠʩʠ 

ʥʘ ʪʝʩʪ-ʜʨʘʡʚ. ʇʨʦʠʟʚʦʜʠʪʝʣʴ Jeep ʫʞʝ ʦʧʨʦʙʦʚʘʣ ʬʫʥʢʮʠʶ ʠ ʦʩʪʘʣʩʷ ʜʦʚʦʣʝʥ ʨʝʟʫʣʴʪʘʪʦʤ, 

ʫʢʘʟʳʚʘʶʪ ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʚʠʜʝʦʩʝʨʚʠʩʘ. 

ɽʱʝ ʦʜʠʥ ʥʦʚʳʡ ʠʥʩʪʨʫʤʝʥʪ YouTube ʧʦʤʦʞʝʪ ʙʨʝʥʜʘʤ ʫʚʝʣʠʯʠʪʴ ʢʦʥʚʝʨʩʠʠ. ʇʦʣʴʟʦʚʘʪʝʣʠ 

ʩʤʦʛʫʪ ʧʝʨʝʡʪʠ ʥʘ ʚʥʝʰʥʠʝ ʩʪʨʘʥʠʮʳ ʧʦʩʣʝ ʧʨʦʩʤʦʪʨʘ ʚʠʜʝʦ ʧʨʷʤʦ ʠʟ ʧʨʠʣʦʞʝʥʠʷ ð ʥʘʧʨʠʤʝʨ, 

ʯʪʦʙʳ ʢʫʧʠʪʴ ʧʦʥʨʘʚʠʚʰʠʡʩʷ ʪʦʚʘʨ. 

 

ʈʘʥʝʝ ʚ Google ʧʨʝʜʩʪʘʚʠʣʠ ʥʦʚʳʝ ʠʥʩʪʨʫʤʝʥʪʳ, ʢʦʪʦʨʳʝ ʧʦʤʦʛʫʪ ʤʘʣʦʤʫ ʙʠʟʥʝʩʫ ʚ ʧʝʨʠʦʜ 

ʧʘʥʜʝʤʠʠ ʢʦʨʦʥʘʚʠʨʫʩʘ. ʀʟʤʝʥʝʥʠʷ ʟʘʪʨʦʥʫʣʠ ʧʦʠʩʢʦʚʳʡ ʩʝʨʚʠʩ ʠ Google Maps. ɺ ʯʘʩʪʥʦʩʪʠ, 

ʥʝʢʦʪʦʨʳʝ ʨʝʢʣʘʤʥʳʝ ʦʧʮʠʠ ʩʜʝʣʘʣʠ ʙʝʩʧʣʘʪʥʳʤʠ ʜʦ ʩʝʥʪʷʙʨʷ. 

 

https://www.sostav.ru/publication/google-predstavila-novye-reklamnye-funktsii-dlya-malogo-biznesa-43895.html
https://www.blog.google/products/ads/new-ways-to-drive-action/
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Spotify Adds Video To Its Self-Serve Ad Platform 

https://www.mediapost.com/publications/article/352664/spotify-adds-video-to-its-self-serve-ad-

platform.html 

Spotify today added video advertising to Ad Studio, its self-serve ad platform, in the U.S., U.K. and Canada. 

Ad Studio is also available to select advertisers in test markets in Europe, Asia and Latin America. Ad 

Studio is in a total of 22 markets worldwide. 

Once advertisers upload a script to Ad Studio, Spotify says it will deliver a fully produced audio ad in as 

little as an hour, ranging up to 48 hours. 

In May, 50% of Spotifyôs advertisers used the tool, up 11% in March, according to the company, which 

says it's deriving 25% of its total ad revenue from video. 

Adding video to Ad Studio lets advertisers reach Spotify users who are already engaging through the 

sound-on mode also reach them on screens during ñfocusedò moments, says the company. 

Spotifyôs research with Nielsen Brand Effect has shown that combining audio and video ads on the platform 

increases ad recall and brand awareness by 1.9 times and 2.2 times, respectively, in comparison to video 

ads alone, Spotify reports. 

 

SOCIAL MEDIA & INFLUENCERS ééééééééééééééééééééé 

çʗʥʜʝʢʩ.ɼʟʝʥè ʪʝʩʪʠʨʫʝʪ ʥʦʚʳʝ ʬʦʨʤʘʪʳ ʜʣʷ ʙʣʦʛʝʨʦʚ ï ʛʘʣʝʨʝʠ ʠ ʠʩʪʦʨʠʠ 

https://www.sostav.ru/publication/yandeks-dzen-testiruet-novye-formaty-dlya-blogerov-galerei-i-istorii-

44062.html 

ʉ ʧʦʤʦʱʴʶ ʥʠʭ ʯʠʪʘʪʝʣʠ çʙʣʠʞʝ ʧʦʟʥʘʢʦʤʷʪʩʷè ʩ ʠʥʪʝʨʝʩʥʳʤʠ ʠʤ ʘʚʪʦʨʘʤʠ, ʩʯʠʪʘʶʪ ʚ çɼʟʝʥʝè  

ʇʣʘʪʬʦʨʤʘ çʗʥʜʝʢʩ.ɼʟʝʥè ʟʘʧʫʩʢʘʝʪ ʥʦʚʳʝ ʬʦʨʤʘʪʳ ʜʣʷ ʙʣʦʛʝʨʦʚ ð ʛʘʣʝʨʝʠ ʠ ʠʩʪʦʨʠʠ. ʆʙ ʵʪʦʤ 

Sostav ʨʘʩʩʢʘʟʘʣʠ ʚ ʢʦʤʧʘʥʠʠ. 

ɺ ʛʘʣʝʨʝʷʭ ʙʣʦʛʝʨʳ ʩʤʦʛʫʪ ʩʦʟʜʘʚʘʪʴ ʥʝʙʦʣʴʰʠʝ ʧʫʙʣʠʢʘʮʠʠ ʩ ʢʘʨʪʠʥʢʘʤʠ, ʥʘʧʨʠʤʝʨ, ʨʝʮʝʧʪʳ, 

ʠʥʩʪʨʫʢʮʠʠ, ʬʦʪʦʨʝʧʦʨʪʘʞʠ ʠʣʠ ʤʘʣʝʥʴʢʠʝ ʘʚʪʦʨʩʢʠʝ ʢʦʤʠʢʩʳ. ɺ ʥʦʚʦʤ ʨʘʟʜʝʣʝ ʤʦʞʥʦ 

https://www.mediapost.com/publications/article/352664/spotify-adds-video-to-its-self-serve-ad-platform.html
https://www.mediapost.com/publications/article/352664/spotify-adds-video-to-its-self-serve-ad-platform.html
https://www.sostav.ru/publication/yandeks-dzen-testiruet-novye-formaty-dlya-blogerov-galerei-i-istorii-44062.html
https://www.sostav.ru/publication/yandeks-dzen-testiruet-novye-formaty-dlya-blogerov-galerei-i-istorii-44062.html
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ʨʘʟʤʝʩʪʠʪʴ ʜʦ ʜʝʩʷʪʠ ʠʣʣʶʩʪʨʘʮʠʡ, ʧʦʜ ʢʘʞʜʳʤ ð ʜʦʙʘʚʠʪʴ ʦʧʠʩʘʥʠʝ (ʜʦ ʪʳʩʷʯʠ ʟʥʘʢʦʚ). ʉʦʟʜʘʪʴ 

ʛʘʣʝʨʝʶ ʦʯʝʥʴ ʧʨʦʩʪʦ, ʵʪʦ ʟʘʡʤʝʪ ʥʝʩʢʦʣʴʢʦ ʤʠʥʫʪ, ʘ ʬʦʨʤʘʪ ʤʘʢʩʠʤʘʣʴʥʦ ʘʜʘʧʪʠʨʦʚʘʥ ʜʣʷ 

ʧʨʦʩʤʦʪʨʘ ʥʘ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚʘʭ, ʦʙʝʱʘʶʪ ʚ çʗʥʜʝʢʩ.ɼʟʝʥʝè. 

ʀʩʪʦʨʠʠ ʧʦʟʚʦʣʷʪ ʘʚʪʦʨʫ ʨʘʩʩʢʘʟʘʪʴ ʧʦʜʧʠʩʯʠʢʘʤ ʦ ʚʘʞʥʳʭ ʤʦʤʝʥʪʘʭ ʠʟ ʞʠʟʥʠ, ʛʦʚʦʨʷʪ ʚ çɼʟʝʥʝè. 

ɺ ʵʪʦʤ ʨʘʟʜʝʣʝ ʙʣʦʛʝʨʳ ʩʤʦʛʫʪ ʨʘʟʤʝʩʪʠʪʴ ʬʦʪʦʛʨʘʬʠʠ ʠ ʢʦʨʦʪʢʠʝ ʚʠʜʝʦ. ʇʫʙʣʠʢʘʮʠʠ 

ʧʝʨʝʢʣʶʯʘʶʪʩʷ ʘʚʪʦʤʘʪʠʯʝʩʢʠ ʩ ʦʜʥʦʡ ʥʘ ʜʨʫʛʫʶ: ʢʘʞʜʘʷ ʦʪʦʙʨʘʟʠʪʩʷ ʥʘ ʵʢʨʘʥʝ ʥʝ ʙʦʣʝʝ 15 

ʩʝʢʫʥʜ. ʏʝʨʝʟ 24 ʯʘʩʘ ʧʦʩʣʝ ʨʘʟʤʝʱʝʥʠʷ ʠʩʪʦʨʠʠ ʠʩʯʝʟʥʫʪ. 

ʂʨʦʤʝ ʠʩʪʦʨʠʡ ʙʣʦʛʝʨʦʚ, ʥʘ ʢʦʪʦʨʳʭ ʧʦʣʴʟʦʚʘʪʝʣʴ ʫʞʝ ʧʦʜʧʠʩʘʥ, ʚ ʣʝʥʪʝ ʧʦʷʚʷʪʩʷ ʧʫʙʣʠʢʘʮʠʠ 

ʯʘʩʪʦ ʯʠʪʘʝʤʳʭ ʘʚʪʦʨʦʚ. ʌʦʨʤʘʪ ʧʦʟʚʦʣʠʪ ʧʦʣʫʯʠʪʴ ʨʝʢʦʤʝʥʜʘʮʠʠ ʦʙ ʠʥʪʝʨʝʩʥʳʭ ʙʣʦʛʝʨʘʭ 

ʠ ʚ ʩrʪʨʦʠʪʴ ʙʦʣʝʝ ʪʝʩʥʳʝ ʩʚʷʟʠ ʤʝʞʜʫ ʢʘʥʘʣʘʤʠ ʠ ʘʫʜʠʪʦʨʠʝʡ, ʩʯʠʪʘʶʪ ʚ çʗʥʜʝʢʩ.ɼʟʝʥʝè. 

ʀʩʪʦʨʠʠ ʨʘʟʤʝʩʪʷʪʩʷ ʚ ʤʦʙʠʣʴʥʦʤ ʧʨʠʣʦʞʝʥʠʠ ʧʣʘʪʬʦʨʤʳ ʥʘʜ ʦʩʥʦʚʥʦʡ ʣʝʥʪʦʡ. ʉʥʘʯʘʣʘ ʵʪʦʪ 

ʨʘʟʜʝʣ ʫʚʠʜʷʪ ʥʝʢʦʪʦʨʳʝ ʧʦʣʴʟʦʚʘʪʝʣʠ ʫʩʪʨʦʡʩʪʚ ʥʘ ʙʘʟʝ Android; ʩʢʦʨʦ ʥʦʚʳʡ ʬʦʨʤʘʪ ʧʦʢʘʞʫʪ 

ʠ ʚʣʘʜʝʣʴʮʘʤ iPhone. 

ɺ ʤʘʝ çʗʥʜʝʢʩ.ɼʟʝʥè ʧʦʟʚʦʣʠʣ ʙʣʦʛʝʨʘʤ ʟʘʨʘʙʘʪʳʚʘʪʴ ʥʘ ʨʘʟʤʝʱʝʥʠʠ ʚʠʜʞʝʪʦʚ ʩ ʪʦʚʘʨʘʤʠ. 

ɼʦ ʵʪʦʛʦ ʘʚʪʦʨʳ ʤʦʛʣʠ ʚʩʪʘʚʣʷʪʴ ʢʦʤʤʝʨʯʝʩʢʠʝ ʚʠʜʞʝʪʳ ʪʦʣʴʢʦ ʧʦʩʣʝ ʟʘʢʣʶʯʝʥʠʷ ʦʪʜʝʣʴʥʦʛʦ 

ʜʦʛʦʚʦʨʘ ʩ ʤʘʨʢʝʪʧʣʝʡʩʦʤ. ʅʦʚʘʷ ʬʫʥʢʮʠʷ ʧʦʟʚʦʣʠʣʘ ʚʳʙʠʨʘʪʴ ʥʝʦʙʭʦʜʠʤʳʡ ʪʦʚʘʨ ʧʨʷʤʦ 

ʚ ʨʝʜʘʢʪʦʨʝ ʧʣʘʪʬʦʨʤʳ. 

 

YouTube ʪʝʩʪʠʨʫʝʪ ʩʲʝʤʢʫ 15-ʩʝʢʫʥʜʥʳʭ ʚʠʜʝʦ ʚ ʤʦʙʠʣʴʥʦʤ ʧʨʠʣʦʞʝʥʠʠ 

ʅʦʚʳʡ ʬʦʨʤʘʪ ʧʦʭʦʞ ʥʘ Stories ʚ Instagram ʠ TikTok 

https://www.sostav.ru/publication/youtube-testiruet-semku-15-sekundnykh-video-v-mobilnom-prilozhenii-

44039.html 

ɺʠʜʝʦʩʝʨʚʠʩ YouTube ʥʘʯʘʣ ʪʝʩʪʠʨʦʚʘʪʴ ʥʦʚʫʶ ʬʫʥʢʮʠʶ ð ʩʲʝʤʢʫ ʚʠʜʝʦ ʚ ʤʦʙʠʣʴʥʦʤ 

ʧʨʠʣʦʞʝʥʠʠ ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʴʶ ʜʦ 15 ʩʝʢʫʥʜ. ʆʙ ʵʪʦʤ ʛʦʚʦʨʠʪʩʷ ʚ ʩʦʦʙʱʝʥʠʠ ʩ ʦʙʥʦʚʣʝʥʠʷʤʠ 

ʥʘ ʩʘʡʪʝ Google. 

ɺʠʜʝʦ ʩʥʠʤʘʶʪʩʷ ʧʦ ʧʨʠʥʮʠʧʫ Stories ʚ Instagram: ʜʣʷ ʟʘʧʠʩʠ ʥʫʞʥʦ ʥʘʞʘʪʴ ʥʘ ʩʦʦʪʚʝʪʩʪʚʫʶʱʫʶ 

ʢʥʦʧʢʫ ʠ ʫʜʝʨʞʠʚʘʪʴ ʝʝ. ʆʜʥʘʢʦ ʨʦʣʠʢʠ ʦʪʦʙʨʘʟʷʪʩʷ ʚ ʢʘʥʘʣʘʭ, ʦʪʜʝʣʴʥʳʡ ʨʘʟʜʝʣ ʜʣʷ ʢʦʨʦʪʢʠʭ 

ʚʠʜʝʦ ʩʦʟʜʘʚʘʪʴ ʥʝ ʩʪʘʣʠ, ʧʠʰʝʪ 9to5Mac. 

https://www.sostav.ru/publication/blogery-yandeks-dzena-mogut-zarabatyvat-na-vidzhetakh-s-tovarami-s-yandeks-market-i-beru-43400.html
https://www.sostav.ru/publication/youtube-testiruet-semku-15-sekundnykh-video-v-mobilnom-prilozhenii-44039.html
https://www.sostav.ru/publication/youtube-testiruet-semku-15-sekundnykh-video-v-mobilnom-prilozhenii-44039.html
https://support.google.com/youtube/thread/18138167?hl=en
https://9to5google.com/2020/06/25/youtube-clips-experiment/
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ʇʦʣʴʟʦʚʘʪʝʣʠ ʚʩʝ ʝʱʝ ʩʤʦʛʫʪ ʟʘʛʨʫʞʘʪʴ ʜʣʠʥʥʳʝ ʨʦʣʠʢʠ ʠʟ ʛʘʣʝʨʝʠ. ʅʦʚʳʡ ʬʦʨʤʘʪ ʪʝʩʪʠʨʫʶʪ ʢʘʢ 

ʥʘ Android, ʪʘʢ ʠ ʥʘ iOS. ʋ ʥʝʢʦʪʦʨʳʭ ʘʚʪʦʨʦʚ ʢʦʥʪʝʥʪʘ ʫʞʝ ʧʦʷʚʠʣʘʩʴ ʢʥʦʧʢʘ çʩʦʟʜʘʪʴ ʚʠʜʝʦè ʜʣʷ 

ʫʯʘʩʪʠʷ ʚ ʵʢʩʧʝʨʠʤʝʥʪʝ, ʫʪʦʯʥʷʶʪ ʨʘʟʨʘʙʦʪʯʠʢʠ. 

ɺ ʘʧʨʝʣʝ ʩʪʘʣʦ ʠʟʚʝʩʪʥʦ, ʯʪʦ YouTube ʧʣʘʥʠʨʫʝʪ ʜʦʙʘʚʠʪʴ ʢʦʨʦʪʢʠʝ ʚʠʜʝʦ Shorts ʥʘ ʬʦʥʝ 

ʨʘʩʪʫʱʝʡ ʧʦʧʫʣʷʨʥʦʩʪʠ ʩʝʨʚʠʩʘ TikTok. ɺ ʢʦʤʧʘʥʠʠ ʧʦʣʘʛʘʶʪ, ʯʪʦ ʥʦʚʘʷ ʦʧʮʠʷ ʧʦʤʦʞʝʪ ʢʦʤʧʘʥʠʠ 

ʧʦʣʫʯʠʪʴ ʥʦʚʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʠ ʫʚʝʣʠʯʠʪʴ ʤʦʣʦʜʫʶ ʘʫʜʠʪʦʨʠʶ. 

 

TikTok ʟʘʧʫʩʪʠʣ ʝʜʠʥʫʶ ʧʣʘʪʬʦʨʤʫ ʜʣʷ ʙʠʟʥʝʩʘ ʩʦ ʩʚʦʠʤʠ ʨʝʢʣʘʤʥʳʤʠ 

ʬʦʨʤʘʪʘʤʠ 

ʀ ʜʦʙʘʚʠʣ ʥʦʚʳʡ AR-ʠʥʩʪʨʫʤʝʥʪ, ʙʣʘʛʦʜʘʨʷ ʢʦʪʦʨʦʤʫ ʤʦʞʝʪ ʩʪʘʪʴ ʢʦʥʢʫʨʝʥʪʦʤ Snapchat 

https://www.sostav.ru/publication/tiktok-zapustil-edinuyu-platformu-dlya-biznesa-so-svoimi-reklamnymi-

formatami-44020.html 

ɺʠʜʝʦʩʝʨʚʠʩ TikTok ʟʘʧʫʩʪʠʣ ʧʣʘʪʬʦʨʤʫ TikTok For Business. ʉ ʧʦʤʦʱʴʶ ʥʝʝ ʢʦʤʧʘʥʠʠ ʧʦʣʫʯʘʪ 

ʜʦʩʪʫʧ ʢʦ ʚʩʝʤ ʨʝʢʣʘʤʥʳʤ ʬʦʨʤʘʪʘʤ ʩʦʮʩʝʪʠ, ʧʠʰʝʪ TechCrunch. 

ʇʣʘʪʬʦʨʤʘ TikTok ʦʙʲʝʜʠʥʷʝʪ ʬʦʨʤʘʪʳ TopView, Brand Takeovers, In-Feed Videos, Hashtag 

Challenges ʠ Branded Effects. 

TopView ð ʵʪʦ ʨʦʣʠʢʠ ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʴʶ ʜʦ 15 ʩʝʢʫʥʜ, Brand Takeovers ð 3ī5-ʩʝʢʫʥʜʥʘʷ 

ʨʝʢʣʘʤʘ, ʢʦʪʦʨʘʷ ʤʦʞʝʪ ʙʳʪʴ ʢʘʢ ʚʠʜʝʦ, ʪʘʢ ʠ ʠʟʦʙʨʘʞʝʥʠʝʤ, In-Feed Videos ð ʚʠʜʝʦ ʜʦ 60 ʩʝʢʫʥʜ. 

Hashtag Challenges ð ʙʨʝʥʜʠʨʦʚʘʥʥʳʝ ʭʝʰʪʝʛʠ, ʢʦʪʦʨʳʝ ʧʨʠʚʣʝʢʫʪ ʧʦʣʴʟʦʚʘʪʝʣʷ ʢ ʩʦʟʜʘʥʠʶ 

ʢʦʥʪʝʥʪʘ ʚʦʢʨʫʛ ʩʝʙʷ, ʪʘʢʞʝ ʝʩʪʴ ʦʧʮʠʷ Hashtag Plus, ʢʦʪʦʨʘʷ ʜʘʝʪ ʚʦʟʤʦʞʥʦʩʪʴ ʧʦʢʫʧʢʠ. Branded 

Effects ð ʬʠʨʤʝʥʥʳʝ ʵʬʬʝʢʪʳ, ʢʦʪʦʨʳʝ ʧʦʟʚʦʣʷʪ ʙʨʝʥʜʘʤ ʚʣʠʷʪʴ ʥʘ ʧʨʦʮʝʩʩ ʩʦʟʜʘʥʠʷ ʢʦʥʪʝʥʪʘ 

ʠ ʜʦʙʘʚʣʷʪʴ ʙʨʝʥʜ ʠʣʠ ʧʨʦʜʫʢʪ ʢ ʨʦʣʠʢʘʤ ʚ ʬʦʨʤʘʪʝ 2D, 3D ʠʣʠ AR ʥʘ ʧʝʨʝʜʥʝʤ ʠʣʠ ʟʘʜʥʝʤ ʧʣʘʥʝ 

ʚʠʜʝʦ. ɼʣʷ ʫʩʠʣʝʥʠʷ ʚʟʘʠʤʦʜʝʡʩʪʚʠʷ Hashtag Challenges ʠ Branded Effects ʤʦʞʥʦ ʦʙʲʝʜʠʥʠʪʴ. 

ʊʘʢʞʝ TikTok ʧʨʝʜʩʪʘʚʠʣ ʥʦʚʳʡ ʠʥʩʪʨʫʤʝʥʪ ð AR-ʵʬʬʝʢʪ Brand Scan. ʀʟʜʘʥʠʝ Digiday 

ʨʘʥʝʝ ʩʦʦʙʱʘʣʦ ʦ ʨʘʙʦʪʝ ʩʦʮʩʝʪʠ ʩ ʬʦʨʤʘʪʦʤ ʜʦʧʦʣʥʝʥʥʦʡ ʨʝʘʣʴʥʦʩʪʠ ʠ ʧʨʝʜʧʦʣʘʛʘʣʦ, ʯʪʦ 

ʬʫʥʢʮʠʷ ʤʦʞʝʪ ʩʦʩʪʘʚʠʪʴ ʢʦʥʢʫʨʝʥʮʠʶ AR Sponsored Lens ʠ Word Lenses ʚ Snapchat. 

https://www.sostav.ru/publication/youtube-planiruet-vypustit-sobstvennyj-analog-tiktok-42676.html
https://www.sostav.ru/publication/tiktok-zapustil-edinuyu-platformu-dlya-biznesa-so-svoimi-reklamnymi-formatami-44020.html
https://www.sostav.ru/publication/tiktok-zapustil-edinuyu-platformu-dlya-biznesa-so-svoimi-reklamnymi-formatami-44020.html
https://www.tiktok.com/business/en
https://techcrunch.com/2020/06/25/tiktok-launches-tiktok-for-business-for-marketers-takes-on-snapchat-with-new-ar-ads/
https://digiday.com/media/tiktok-is-coming-after-snapchat-with-a-new-augmented-reality-ad-format/
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ɺʩʝ ʠʥʩʪʨʫʤʝʥʪʳ, ʢʨʦʤʝ Brand Scan, ʩʫʱʝʩʪʚʦʚʘʣʠ ʨʘʥʝʝ. ʆʜʥʘʢʦ TikTok For Business ʪʝʧʝʨʴ 

ʦʙʲʝʜʠʥʷʝʪ ʠʭ ʥʘ ʦʜʥʦʡ ʩʪʨʘʥʠʮʝ. 

ʅʘ ʧʣʘʪʬʦʨʤʝ ʟʘʧʫʩʪʷʪ ʮʝʥʪʨ ʦʥʣʘʡʥ-ʦʙʫʯʝʥʠʷ, ʢʦʪʦʨʳʡ ʧʦʤʦʞʝʪ ʤʘʨʢʝʪʦʣʦʛʘʤ ʩʦʨʠʝʥʪʠʨʦʚʘʪʴʩʷ 

ʚ ʧʨʝʜʣʘʛʘʝʤʳʭ ʬʦʨʤʘʪʘʭ. ʇʦʣʴʟʦʚʘʪʝʣʴ ʩʤʦʞʝʪ ʧʦʣʫʯʠʪʴ ʨʫʢʦʚʦʜʩʪʚʘ ʧʦ ʧʨʦʜʫʢʪʘʤ 

ʠ ʢʨʝʘʪʠʚʥʳʝ ʨʝʢʦʤʝʥʜʘʮʠʠ ʦʪ TikTok, ʢʦʪʦʨʳʝ ʧʦʤʦʛʫʪ ʚ ʨʝʘʣʠʟʘʮʠʠ ʢʘʤʧʘʥʠʡ. 

ɺ TikTok ʧʫʙʣʠʯʥʦ ʥʝ ʨʘʩʢʨʳʚʘʶʪ ʮʝʥʳ ʥʘ ʩʚʦʠ ʨʝʢʣʘʤʥʳʝ ʠʥʩʪʨʫʤʝʥʪʳ, ʦʜʥʘʢʦ ʛʦʚʦʨʷʪ, ʯʪʦ 

ʩʫʤʤʳ ʟʘʚʠʩʷʪ ʦʪ ʮʝʣʝʡ ʙʨʝʥʜʘ ʠ ʤʘʩʰʪʘʙʦʚ ʢʘʤʧʘʥʠʡ. ʅʝʢʦʪʦʨʳʝ 

ʪʨʝʙʦʚʘʥʠʷ ʧʝʨʝʯʠʩʣʝʥʳ ʥʘ ʩʘʡʪʝ ʧʣʘʪʬʦʨʤʳ ð ʥʘʧʨʠʤʝʨ, ʤʠʥʠʤʘʣʴʥʳʡ ʜʥʝʚʥʦʡ ʙʶʜʞʝʪ ʚ $50. 

ʆ ʪʦʤ, ʯʪʦ ʚ TikTok ʧʦʷʚʠʪʩʷ ʥʦʚʳʡ ʬʦʨʤʘʪ ʨʝʢʣʘʤʳ ʩ ʧʨʠʤʝʥʝʥʠʝʤ ʪʝʭʥʦʣʦʛʠʠ AR, ʩʪʘʣʦ 

ʠʟʚʝʩʪʥʦ ʚ ʤʘʝ. ʈʘʟʨʘʙʦʪʢʫ ʩʚʷʟʳʚʘʶʪ ʩ ʪʝʤ, ʯʪʦ ʩʦʮʩʝʪʴ ʭʦʯʝʪ ʫʣʫʯʰʠʪʴ ʩʚʦʡ ʨʝʢʣʘʤʥʳʡ ʧʨʦʜʫʢʪ 

ʠ ʚʩʪʘʪʴ ʚ ʦʜʠʥ ʨʷʜ ʩ Instagram ʠ Snapchat. ʊʦʛʜʘ ʩʦʦʙʱʘʣʦʩʴ, ʯʪʦ ʠʥʩʪʨʫʤʝʥʪ ʧʦʟʚʦʣʠʪ 

ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʜʦʙʘʚʣʷʪʴ ʠʥʪʝʨʘʢʪʠʚʥʳʝ ʚʠʟʫʘʣʴʥʳʝ ʵʬʬʝʢʪʳ ʦʪ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʚ ʩʚʦʠ ʚʠʜʝʦ. 

 

New Report Looks at How COVID-19 Consumption Behaviors Will Influence Gen Z 

Activity Moving Forward 

https://www.socialmediatoday.com/news/new-report-looks-at-how-covid-19-consumption-behaviors-will-

influence-gen-z/579940/ 

Boston Consulting Group and Snapchat have teamed up to publish a new report into how Gen Z 

consumers are responding to COVID-19, and what that might mean for future digital behaviors.  

The report, which incorporates the responses of over 9,500 consumers aged 16+ in the US, UK, Canada 

and France, looks at the key behaviors which have seen significant increases amid the lockdowns, and 

which are likely to hold, at least to some degree, based on BCG's predictive methodology. 

Here's what they found: 

First, the report notes the massive behavioral shifts causes by the COVID-19 pandemic, which has 

changed almost everything about our day-to-day lives. That, the report notes, has impacted Gen Z 

consumers most significantly:  

https://ads.tiktok.com/help/article?aid=6712393859751477254
https://digiday.com/media/tiktok-is-coming-after-snapchat-with-a-new-augmented-reality-ad-format/
https://digiday.com/media/tiktok-is-coming-after-snapchat-with-a-new-augmented-reality-ad-format/
https://www.socialmediatoday.com/news/new-report-looks-at-how-covid-19-consumption-behaviors-will-influence-gen-z/579940/
https://www.socialmediatoday.com/news/new-report-looks-at-how-covid-19-consumption-behaviors-will-influence-gen-z/579940/
https://www.bcg.com/en-au/
https://www.bcg.com/publications/2020/how-marketers-can-win-with-gen-z-millennials-post-covid.aspx
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"In many cases, Gen Z and millennial consumers have altered their behaviors and spending more 

dramatically than older generations have. And perhaps not surprisingly, given the impressionability of 

these younger consumers, they expect to stick to many of these newly developed patterns beyond the 

COVID-19 disruption." 

For example, eCommerce has grown more in the past eight weeks than in the decade before that. Younger 

users, who have grown up with digital shopping options, are more readily adapting to this new normal, 

which, BCG predicts, will likely exacerbate the shift away from physical shopping. 

 

 

As you can see in this (slightly confusing) graph, younger consumers are shifting their habits faster than 

their older counterparts. 

"In terms of how they spend their dollars, Gen Z and millennials are leading the shift to eCommerce. Since 

the pandemic began, 33% of these consumers have increased their online spending, for a net increase of 

6%, versus 23% of consumers in older generations, or a net increase of 1%. This acceleration of 

eCommerce is occurring on two fronts: a shift of existing products, services, and retailers to online, and a 

surge in digital-only or digital-first products, services, and retailers." 
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Of course, this is all as you would expect - people can't go out and visit stores so they're buying more 

online, they're spending more time on digital platforms. The bigger question is whether these trends will 

hold once the lockdowns are over. 

BCG has its own 'New Normal Predictors' methodology to estimate this: 

"According to our research and NNP methodology, Gen Z and millennials will at least partially sustain the 

increase in the time they are spending on digital media, registering the clearest gains in streaming video 

and gaming." 

And more than just entertainment, BCG predicts that Gen Z shopping activity will be impacted in several 

key areas.   
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"A net of 10% of consumers expect to increase their spending on packaged food and beverages, 12% on 

household products, and 6% on health and personal care products, compared with their pre-outbreak 

spending. Consumers expect to offset these increases by reducing their spending in discretionary 

categories such as alcohol (a net 8% decline) and by delaying purchases of high-ticket items such as 

electronics, mobile devices, and cars and motorcycles (with a net of approximately 20% of consumers 

indicating that they would delay spending on each of these categories)." 

 

How to Grow Your Instagram Following: Strategy for Businesses 

https://www.socialmediaexaminer.com/how-to-grow-your-instagram-following-strategy-for-businesses-

tyler-j-mccall/ 

Want more followers on Instagram? Wondering how to find and engage with the right people? 

To explore how to grow your Instagram following, I interview Tyler J. McCall on the Social Media Marketing 

Podcast. 

Tyler is an Instagram marketing expert and founder of the Follower to Fan Society. Heôs host of the Online 

Business Show, a podcast that helps people start, grow, and scale their online businesses. He also 

founded the Online Business Association. 

Tyler shares tips for identifying and engaging with new people on Instagram, and explains what types of 

content will keep followers interested and engaged with you. 

Strategic Instagram Follower Growth 

To give context to the concept of follower growth, Tyler feels itôs important for the purpose to be to help with 

business growth. A lot of businesses, brands, and entrepreneurs think that getting more followers will lead to 

getting more customersðbut it doesnôt always work that way. 

Make sure you have a plan in place for how to turn your followers into customers. How are you generating 

leads, inquiries, or sales directly from your Instagram following? If you have that nailed down, then follower 

growth is important because it helps you amplify your message, get in front of more of the right people, and 

turn those right people into customers. 

The concept of social proof on Instagram is interesting because a lot of the social proof has moved. Itôs not 

really even social proof anymore because itôs hidden. As a creator on the platformðas a business or 

https://www.socialmediaexaminer.com/how-to-grow-your-instagram-following-strategy-for-businesses-tyler-j-mccall/
https://www.socialmediaexaminer.com/how-to-grow-your-instagram-following-strategy-for-businesses-tyler-j-mccall/
https://www.socialmediaexaminer.com/shows/
https://www.socialmediaexaminer.com/shows/
http://tylerjmccall.com/free
https://www.socialmediaexaminer.com/how-to-use-social-proof-marketing/
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brandðonly you can see the numbers. Whatôs more important than anything else now is how savable and 

shareable your content is, versus how many likes and comments you get. 

Social proof may not always be the best measurement of content effectiveness. If you have a very 

sophisticated audienceðif youôre trying to reach high net-worth customers or selling a high-ticket product 

or serviceðyou may attract more lurkers on Instagram than engagers. You may attract folks who follow, 

watch, and consume the content, and may even decide to purchase, but they may not like and comment 

on what youôre sharing. 

Look more at your reach, impressions, and who youôre getting in front of. Then look at what that turns into 

in terms of inquiries for actual sales of your product or service. 

Put a marketing lens on this Instagram growth strategy because most of us would rather have 1,000 of the 

right people following us than 100,000 of the wrong people following us, right? If theyôre the right people, 

they might evangelize for us. They might purchase everything that we have to sell. They might interact 

with us over direct messages and give us feedback that maybe the rest of the world wouldnôt give us so 

we can make our products better. 

We all remember the story last year about the Instagram influencer with 2.5 million followers who tried to 

launch a product line and sold maybe 16 sweatshirts. It serves as a really good reminder that the number 

of followers you have doesnôt equate to the amount of revenue your business generates. 

Tyler believes that if you canôt get the followers you have right now to buy what youôre sellingðwhether 

you have 25 followers or 25,000 followersðgetting more followers isnôt the solution to that problem. You 

have a messaging problem and a conversion problem with the followers you have right now. 

Itôs important for brands and businesses to be clear on the path to take people from passive followers, to 

fans, to raving fans, to the point of purchasing what youôre selling. Master that first and then focus on 

follower growth from there. 

Mistakes to Avoid When Growing a Following 

Letôs consider some of the mistakes that people typically make when it comes to growing an Instagram 

following. Some of these may be things that we ought not to do and some that others are saying we ought to 

do. 

It should go without saying but you have to stop buying likes and follows. Itôs basic Social Media Marketing 

101. Stop doing it! 

https://www.socialmediaexaminer.com/how-to-set-up-instagram-dm-workflow/
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Also, if youôre currently outsourcing your Instagram management and your following is growing at a suspicious 

rate, pay serious attention to the new followers youôre getting. Consider whether the strategies your agency 

is implementing for you are the right strategies. 

This doesnôt have to mean spending hours a day pouring over new followers; just do a quick spot-check and 

look at some profiles. Do they look like legitimate profiles? Do they have a profile picture? Do they have some 

content? Do they have a bio? Does it look like a real human being or does it look like a bot is following you? 

Be cognizant of who youôre getting as followers. 

Donôt obsess over ñgrowth hackingò tips and tricks. The whole idea of getting 10K followers in 10 days is 

unrealistic, and itôs also the wrong goal. If the focus is on how to generate $10,000 on Instagram in 10 daysð

sure, letôs do that. Thatôs exciting! But getting 10,000 followers in 10 days shouldnôt be the goal. 

Many people are just getting started and theyôve only got a couple of dozen followers on Instagram. In their 

mind, theyôre embarrassed by that. Remember that everyone starts somewhere. 

Today, Tyler has more than 35,000 followers but he started with zero and built his following over time. His 

business hit its first six figures in revenue with fewer than 10,000 followers. Tyler can document story after 

story of people who are leading profitable businesses and have built profitable brands with very few followers, 

or who at least started out with very few followers. We all have to start somewhere. 

Itôs also important to remember that if youôre showing up on Instagram with this desperate need for more 

followers, your followers can sense it. When people create content out of a sense of desperation for someone 

to consume it, their followers can tell. 

The best way to build your Instagram following right now, whether you have 10 followers or 100 followers or 

1,000 followers, is to show up regularly with really great content for those 10 or 100 or 1,000 people. Talk to 

them as people. Focus on serving them as people. Build a relationship with them as people. Thatôs the way 

to attract more of the right followers. 

A lot of folks think they need some strategy or tactic or toolðsome special hackðto get more followers. 

But at the end of the day, the number-one component of successful follower growth is really good content. 

Do people have a reason to follow you? Thatôs the question. And if not, youôre not going to gain your 

following. The best thing you can do right now is show up for the people you have, if theyôre the right 

people. 

A lot of people have accidentally built a following of the wrong people, and they have to make some 

adjustments to get back on track. But if the followers you have right now are the ones you want, show up 



 

 

 

42 

 

for them regularly with great content, have conversations with them, and then theyôre going to refer others 

to you. Theyôre going to share your content and more of the right people are going to find you. 

Show Up Regularly 

Showing up regularly means whatever you can commit to in terms of consistent content creation and posting. 

But it canôt be so much of a burden that you fall off the wagon. Be honest with yourself. If youôre a solo 

entrepreneur or running a small business or team, you need to face the fact that while posting on Instagram 

5 days a week may be a great goal, it may not be doable for your business for the next month or quarter or 6 

months. 

Creating good content takes time and effort. If you canôt commit to doing it long-term, then you need to 

reevaluate. What can you commit to doing on a regular basis long-term? For a lot of Tylerôs clients, that may 

mean two or three posts a week in the feed on Instagram, and then showing up on Stories as regularly as 

possible. Thatôs actually good news because the algorithm helps them get that feed content in front of more 

people for longer, especially when theyôre creating really good content. 

What does consistency look like? That depends on you. If you can be on Instagram Stories 5 days a week, 

do that because Stories is where you can deepen the relationship with the followers you already have. Thatôs 

what gets your followers excited to share your content and have a conversation with you. But committing to a 

schedule that you can do long-term is whatôs important. 

Now letôs consider what contributes more to the growth of quality followers: the feed posts or the stories. The 

feed at this point is mainly about discovery and follow decisions. 

How many times have you been scrolling through Instagram and something pops up that makes you wonder 

what the heck it is and why youôre following the person who posted it? You tap over and unfollow them 

because you donôt even recognize where they came from. So the feed is really about that discovery and those 

follow decisions. 

When people view your profile for the first time, theyôre looking at your bio and your top six to nine posts to 

decide whether they want to follow you. This is the feed across all platforms, not just Instagram. When 

someoneôs following you on a social platform and your content shows up for them in the feed and they keep 

following you, whether they realize it, theyôve decided to keep following you. They keep consenting to what 

you share with them. 

Tyler knows some businesses and brands right nowðtypically personal brandsðthat are only posting in their 

feed once or twice a month but theyôre making magic happen in their stories every single day. 

https://www.socialmediaexaminer.com/8-instagram-stories-hacks-to-give-you-creative-edge/
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Deliver Quality Instagram Content 

Instagram Feed Content 

Good content in the feed doesnôt necessarily have to be beautiful or branded content. Some people still 

believe that theyôll never get more followers or be profitable or successful on Instagram because their feed 

doesnôt look like some other business or brand. 

It doesnôt have to be beautiful. However, that doesnôt give you a free pass to make all of your content look like 

it was captured in a casual local restaurant at 9:00 PM under weird yellow lighting. It just needs to be 

consistent. 

There are so many easy ways to create a consistent visual presence on Instagram these days. You can 

download free or low-cost presets to your phone that use Lightroom. Itôs basically a fancy filter for your photos 

that creates this consistent aesthetic for your Instagram feed. And it does it with a photo from your phone. So 

rather than just rely on the basic filters built into Instagram, you can create something a little more custom. 
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You just need to be really clear on the visual identity of your feed. Thatôs the easy part. A lot of folks 

overcomplicate this. They want to have a perfect color scheme or a perfect flow of their content with a 

graphic in a picture. Thatôs too complicated; you donôt need all of that. You just need a consistent visual 

identity. 

Why is this so important? Because really good content gives people some kind of information, knowledge, 

or experience. Itôs eliciting a response from people. Itôs answering that questionðwhen someone comes 

to your profile for the very first time and theyôre looking at what youôre doingðas to why in the world they 

should follow your account. 

Whatôs in it for them as a follower? What are they going to get out of this? Thatôs the lens you need to look 

through as youôre creating your content. 

You need to create content that educates, inspires, or motivates people. It can make them laugh or even 

challenge them to be better or make better choices. It may help them reach a goal or find a solution that 

gets them closer to whatever your product or service helps them accomplish. 

 

 

Instagram Story Content 
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Go back to elementary school. Remember that every good story has a beginning, a middle, and an end. 

Begin your story with something that sets the tone so your followers arenôt confused. Next, take them 

through an experienceðwhether itôs teaching them something, showing a how-to, relating a ñday in the 

life,ò whatever it may beðthroughout the entire story. Finally, you have to wrap that story up at the very 

end. 

You also need to diversify your content in Stories. You can do this on your smartphone. You donôt need to 

create stories outside of your device and bring them into your phone. Do some text on the screen, then maybe 

do a little bit of video, then maybe some Boomerangs. Create something that builds some visual interest and 

catches the eye of your followers so they keep watching. 

 

Focus on Savable and Shareable Content 

There are two really important new insights on Instagram that a lot of marketers arenôt paying attention to yet: 

saves and shares. These insights arenôt available on personal accounts, just business profiles and 

possibly creator accounts. But thereôs no reason not to upgrade. 

https://www.socialmediaexaminer.com/how-to-optimize-instagram-profile-for-business/
https://www.socialmediaexaminer.com/instagram-creator-accounts-what-marketers-need-to-know/
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Tyler feels that if youôre a business or a brand using Instagram to market your products and services, you 

need a business profile. If you donôt have one, youôre making a lot of marketing decisions based on your gut 

and very few data points. You need more information. 

The new Save insight happens when someone taps that bookmark icon. Followers can create custom 

collections of this saved content, similar to having a Pinterest board on Instagram. The other new insight is 

Shares. People now can either share your content to their own story or DM it to another Instagram user. 

 

The more content you create thatôs highly savable and/or highly shareable, the more your following will 

grow because your content is catching peopleôs attention. Itôs getting your content in front of new people 

and itôs also giving people something to come back to. 

Building in a call to action for a save or a share is a great thing to try. Content that elicits some kind of 

emotional responseðsomething thatôs making people laugh or smile, even content that may be frustrating 

or bothering them a little bit thatôs going to elicit that responseðtends to be the most savable or shareable 

content. 

https://www.socialmediaexaminer.com/instagram-collections-how-to-create/
https://www.socialmediaexaminer.com/instagram-collections-how-to-create/



