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ʊʈɽʅɼʓ éééééééé...ééééééééééééééééééééééé 

Mail.ru Group ʠ Amazon ʟʘʧʫʩʪʷʪ ʩʦʚʤʝʩʪʥʳʡ ʦʙʣʘʯʥʳʡ ʩʝʨʚʠʩ ʚ ʈʦʩʩʠʠ 

ʇʘʨʪʥʝʨʩʪʚʦ ʧʦʤʦʞʝʪ Amazon ʩʦʙʣʶʜʘʪʴ ʨʦʩʩʠʡʩʢʠʡ ʟʘʢʦʥ ʦ ʭʨʘʥʝʥʠʠ ʧʝʨʩʦʥʘʣʴʥʳʭ ʜʘʥʥʳʭ 

https://www.sostav.ru/publication/mail-ru-group-i-amazon-zapustyat-sovmestnyj-oblachnyj-servis-v-

rossii-44143.html 

ʂʦʤʧʘʥʠʠ Mail.ru Cloud Solutions (MCS, ʚʭʦʜʠʪ ʚ Mail.ru Group) ʠ Amazon Web Services (AWS, ʚʭʦʜʠʪ 

ʚ ʩʦʩʪʘʚ Amazon) ʟʘʧʫʩʪʷʪ ʚ ʈʦʩʩʠʠ ʤʫʣʴʪʠʢʣʘʫʜ ð ʩʝʨʚʠʩ, ʩ ʧʦʤʦʱʴʶ ʢʦʪʦʨʦʛʦ ʢʣʠʝʥʪʳ ʧʦʣʫʯʘʪ 

ʜʦʩʪʫʧ ʢ ʫʩʣʫʛʘʤ ʦʙʝʠʭ ʩʪʦʨʦʥ ʦʜʥʦʚʨʝʤʝʥʥʦ. ʆʙ ʵʪʦʤ ʧʠʰʝʪ çʂʦʤʤʝʨʩʘʥʪʲè. 

ɺ Mail.ru Group ʛʣʘʚʥʳʤʠ ʧʨʠʯʠʥʘʤʠ ʜʣʷ ʧʘʨʪʥʝʨʩʪʚʘ ʥʘʟʳʚʘʶʪ çʛʝʦʛʨʘʬʠʯʝʩʢʠʝ ʠ ʶʨʠʜʠʯʝʩʢʠʝ 

ʘʩʧʝʢʪʳè. ʂʦʤʧʘʥʠʠ ʧʦʜʝʣʷʪ ʚʳʨʫʯʢʫ ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʧʦʪʨʝʙʣʝʥʠʷ ʨʝʰʝʥʠʡ ʢʘʞʜʦʡ ʧʣʘʪʬʦʨʤʳ. 

AWS, ʣʠʜʝʨ ʥʘ ʨ ʥrʢʝ ʦʙʣʘʯʥʦʡ ʠʥʬʨʘʩʪʨʫʢʪʫʨʳ, ʨʘʙʦʪʘʣ ʚ ʈʦʩʩʠʠ ʩ ʦʛʨʘʥʠʯʝʥʠʷʤʠ: ʙʣʠʞʘʡʰʠʡ 

ʜʘʪʘ-ʮʝʥʪʨ ʢʦʤʧʘʥʠʠ ʨʘʩʧʦʣʦʞʝʥ ʚ ɻʝʨʤʘʥʠʠ. ʇʨʠ ʵʪʦʤ ʜʘʥʥʳʝ ʨʦʩʩʠʷʥ ʧʦ ʟʘʢʦʥʫ ʜʦʣʞʥʳ 

ʭʨʘʥʠʪʴʩʷ ʥʘ ʤʝʩʪʥʳʭ ʩʝʨʚʝʨʘʭ. 

ʀʟ-ʟʘ ʨʝʛʫʣʠʨʦʚʘʥʠʷ ʧʝʨʩʦʥʘʣʴʥʳʭ ʜʘʥʥʳʭ ʠʩʧʦʣʴʟʦʚʘʪʴ ʩʝʨʚʠʩʳ AWS ʥʘ ʪʝʨʨʠʪʦʨʠʠ ʈʦʩʩʠʠ 

ʚ ʧʨʠʥʮʠʧʝ ʟʘʪʨʫʜʥʠʪʝʣʴʥʦ, ʦʪʤʝʪʠʣʠ ʚ Mail.ru Group. çʇʘʨʪʥʝʨʩʪʚʦ ʩ MCS ʧʦʤʦʞʝʪ ʛʣʦʙʘʣʴʥʳʤ 

ʟʘʢʘʟʯʠʢʘʤ AWS ʙʝʩʧʨʝʧʷʪʩʪʚʝʥʥʦ ʚʳʭʦʜʠʪʴ ʥʘ ʨʦʩʩʠʡʩʢʠʡ ʨʳʥʦʢ, ʩʦʙʣʶʜʘʷ ʧʨʠ ʵʪʦʤ ʚʩʝ 

ʪʨʝʙʦʚʘʥʠʷ ʣʦʢʘʣʴʥʦʛʦ ʟʘʢʦʥʦʜʘʪʝʣʴʩʪʚʘ, ʘ ʨʦʩʩʠʡʩʢʠʝ ʢʣʠʝʥʪʳ MCS ʧʦʣʫʯʘʪ ʚʦʟʤʦʞʥʦʩʪʴ 

ʙʳʩʪʨʦ ʤʘʩʰʪʘʙʠʨʦʚʘʪʴʩʷ ʥʘ ʟʘʨʫʙʝʞʥʳʭ ʨʳʥʢʘʭè, ð ʧʦʷʩʥʠʣ ʧʨʝʜʩʪʘʚʠʪʝʣʴ ʢʦʤʧʘʥʠʠ. 

ɼʦʣʷ Amazon Web Services ʚ ʯʝʪʚʝʨʪʦʤ ʢʚʘʨʪʘʣʝ ʜʦʩʪʠʛʣʘ 32,4% ($9,8 ʤʣʨʜ). ʂʦʤʧʘʥʠʷ ð 

ʢʨʫʧʥʝʡʰʘʷ ʚ ʤʠʨʝ ʚ ʩʚʦʝʡ ʦʪʨʘʩʣʠ, ʧʠʰʝʪ ʠʟʜʘʥʠʝ ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʘʥʘʣʠʪʠʯʝʩʢʦʝ ʘʛʝʥʪʩʪʚʦ 

Canalys. Microsoft Azure ð ʝʝ ʙʣʠʞʘʡʰʠʡ ʢʦʥʢʫʨʝʥʪ, ʝʛʦ ʜʦʣʷ ʩʦʩʪʘʚʣʷʝʪ 17,6% ($5,3 ʤʣʨʜ). 

 

Trust in the digital duopoly isnôt what it was, advertisers should take note 

https://www.thedrum.com/opinion/2020/06/30/trust-the-digital-duopoly-isn-t-what-it-was-advertisers-

should-take-note 

Internet giants like Facebook and Google dominate the digital advertising marketplace. Accounting for a 

whopping 63% of all ad spend online, the consensus is that the internet giantsô social and digital media 

https://www.sostav.ru/publication/mail-ru-group-i-amazon-zapustyat-sovmestnyj-oblachnyj-servis-v-rossii-44143.html
https://www.sostav.ru/publication/mail-ru-group-i-amazon-zapustyat-sovmestnyj-oblachnyj-servis-v-rossii-44143.html
https://www.kommersant.ru/doc/4405864
https://www.thedrum.com/opinion/2020/06/30/trust-the-digital-duopoly-isn-t-what-it-was-advertisers-should-take-note
https://www.thedrum.com/opinion/2020/06/30/trust-the-digital-duopoly-isn-t-what-it-was-advertisers-should-take-note
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environments are where most of us spend our time online. If youôre not advertising on these sites, your 

brand simply isnôt being seen. But is that really the case? 

The latest consumer research conducted by The Harris Poll, in collaboration with OpenX, suggests that 

while far from over, our love affair with the digital duopoly is not what it once was. Weôve seen too many 

reports of fake news, inappropriate content, data misuse, and online bullying to carry on as before. We still 

use these services, but we perhaps trust them less and are more willing to look elsewhere for high-quality 

content. 

The numbers speak for themselves. 77% of people trust ôopen webô news sites (for example, any website 

or app thatôs not owned by a major technology company) more than those owned by the internet giants. 

Whatôs more, only 31% of people see Facebook, YouTube, and Instagram as the first port of call for high-

quality content. That compares to 61% who would first visit the open web. 

Importantly, people are more likely to report experiencing negative emotions when on one of the internet 

giantsô sites, with Instagram and Facebook fairing particularly badly. Over 40% of people say Facebook 

can leave them unhappy, upset, unsatisfied or unfulfilled. 48% who claim Facebook makes them unhappy 

say this unhappiness has increased in the past 12 months. For Instagram the figure is 40%. 

Perhaps as a result of the way these platforms make us feel, and the growing trust issues we have with 

them, we are spending less time on them. 31% percent of the people surveyed use Facebook less than 

they did a year ago, and 26% plan to decrease their Facebook usage further. 

Judging by where advertisers spend their budgets, many brands still believe people spend most of their 

time online using the major platforms. This simply isnôt the case. In fact, 66% of our time is spent on the 

open web compared to just 34% on Facebook, YouTube and the like. 

These figures fly in the face of received wisdom and they present advertisers with an important question. 

If consumers view the open web as higher quality, and the open web is visited more often and trusted 

more, why does it account for just over a third of ad spend? 

This is just one study, but it does suggest a growing perception lag in the digital ad industry. The internet 

giants will always be important for reaching audiences, but it does seem that unless advertisers balance 

a little more in favour of the open web brands risk missing out on many of the audiences they seek to 

reach. Thatôs bad news for advertisers and consumers alike. 

Rich Ottoy, vice president of business development EMEA, OpenX 
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ɺʳʨʫʯʢʘ çʗʥʜʝʢʩʘè ʦʪ ʧʨʦʜʘʞʠ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ 

ʩʥʠʟʠʣʘʩʴ ʥʘ 15% 

https://www.sostav.ru/publication/vyruchka-yandeksa-ot-prodazhi-internet-reklamy-vo-vtorom-kvartale-

snizilas-na-15-44497.html 

ʆʥʘ ʩʦʩʪʘʚʠʣʘ 60% ʦʪ ʦʙʱʝʡ ʚʳʨʫʯʢʠ ʢʦʤʧʘʥʠʠ. 

ɺʳʨʫʯʢʘ çʗʥʜʝʢʩʘè ʦʪ ʧʨʦʜʘʞʠ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʚʦ ʚʪʦʨʦʤ-ʢʚʘʨʪʘʣʝ ʩʥʠʟʠʣʘʩʴ ʥʘ 15% 

ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʪʝʤ ʞʝ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ ʠ ʩʦʩʪʘʚʠʣʘ 24,76 ʤʣʨʜ ʨʫʙʣʝʡ. 

ʆʙ ʵʪʦʤ ʛʦʚʦʨʠʪʩʷ ʚ ʦʪʯʝʪʝ ʢʦʤʧʘʥʠʠ. 

ʆʥʘ ʩʦʩʪʘʚʠʣʘ 60% ʦʪ ʦʙʱʝʡ ʚʳʨʫʯʢʠ ʢʦʤʧʘʥʠʠ. çʉʥʠʞʝʥʠʝ ʜʦʭʦʜʦʚ ʦʪ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʙʳʣʦ 

ʦʙʫʩʣʦʚʣʝʥʦ ʩʦʢʨʘʱʝʥʠʝʤ ʨʝʢʣʘʤʥʳʭ ʙʶʜʞʝʪʦʚ ʠ ʟʘʤʝʜʣʝʥʠʝʤ ʜʝʣʦʚʦʡ ʘʢʪʠʚʥʦʩʪʠ ʥʘ ʬʦʥʝ 

ʧʘʥʜʝʤʠʠ ʢʦʨʦʥʘʚʠʨʫʩʘ ʠ ʧʦʩʣʝʜʦʚʘʚʰʠʭ ʟʘ ʵʪʠʤ ʦʛʨʘʥʠʯʠʪʝʣʴʥʳʭ ʤʝʨè, ð ʩʢʘʟʘʥʦ ʚ ʩʦʦʙʱʝʥʠʠ 

çʗʥʜʝʢʩʘè. 

ʇʦʢʘʟʘʪʝʣʴ ʚʢʣʶʯʘʝʪ ʚʳʨʫʯʢʫ ʦʪ ʧʨʦʜʘʞʠ ʢʦʥʪʝʢʩʪʥʦʡ ʠ ʤʝʜʠʡʥʦʡ ʨʝʢʣʘʤʳ ʥʘ ʩʘʡʪʘʭ çʗʥʜʝʢʩʘè 

ʠ ʥʘ ʩʘʡʪʘʭ ʨʝʢʣʘʤʥʦʡ ʩʝʪʠ, ʧʦʷʩʥʠʣʠ ʚ ʢʦʤʧʘʥʠʠ. ɼʦʭʦʜʳ ʦʪ ʧʨʦʜʘʞʠ ʨʝʢʣʘʤʳ ʥʘ ʨʝʩʫʨʩʘʭ 

çʗʥʜʝʢʩʘè ʩʦʢʨʘʪʠʣʠʩʴ ʥʘ 11% (ʜʦ 20,425 ʤʣʨʜ ʨʫʙʣʝʡ) ʠ ʩʦʩʪʘʚʠʣʠ 49% ʚ ʩʪʨʫʢʪʫʨʝ ʦʙʱʝʡ 

ʚʳʨʫʯʢʠ. ʆʪ ʧʨʦʜʘʞʠ ʨʝʢʣʘʤʳ ʥʘ ʩʘʡʪʘʭ ʨʝʢʣʘʤʥʦʡ ʩʝʪʠ çʗʥʜʝʢʩè ʧʦʣʫʯʠʣ ʥʘ 31% ʤʝʥʴʰʝ, ʯʝʤ 

ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʧʨʦʰʣʦʛʦ ʛʦʜʘ ð 4,335 ʤʣʨʜ ʨʫʙʣʝʡ. ʆʪ ʦʙʱʠʭ ʜʦʭʦʜʦʚ ʵʪʦ 10%. 

ʂʦʥʩʦʣʠʜʠʨʦʚʘʥʥʘʷ ʚʳʨʫʯʢʘ çʗʥʜʝʢʩʘè ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʜʦʩʪʠʛʣʘ 41,407 ʤʣʨʜ ʨʫʙʣʝʡ ʠ ʧʦʯʪʠ 

ʥʝ ʠʟʤʝʥʠʣʘʩʴ ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʪʝʤ ʞʝ ʧʝʨʠʦʜʦʤ 2019 ʛʦʜʘ ð ʪʦʛʜʘ ʦʥʘ ʩʦʩʪʘʚʠʣʘ 41,397 ʤʣʨʜ 

ʨʫʙʣʝʡ. 

çʗʥʜʝʢʩè ʟʘʬʠʢʩʠʨʦʚʘʣ ʯʠʩʪʳʡ ʫʙʳʪʦʢ ʚ 3,7 ʤʣʨʜ ʨʫʙʣʝʡ. ʇʨʠ ʵʪʦʤ ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʧʨʦʰʣʦʛʦ 

ʛʦʜʘ ʢʦʤʧʘʥʠʷ ʧʦʢʘʟʘʣʘ ʯʠʩʪʫʶ ʧʨʠʙʳʣʴ (3,6 ʤʣʨʜ ʨʫʙʣʝʡ). 

ɺ ʢʦʤʧʘʥʠʠ ʦʪʤʝʪʠʣʠ, ʯʪʦ ʜʦʣʷ ʧʦʠʩʢʦʚʳʭ ʟʘʧʨʦʩʦʚ ʩ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚ ʧʨʝʚʳʩʠʣʘ ʧʦʣʦʚʠʥʫ 

ʚʩʝʭ ʟʘʧʨʦʩʦʚ ʠ ʩʦʩʪʘʚʠʣʘ 56,6%. çʊʨʘʬʠʢ ʩ ʤʦʙʠʣʴʥʳʭ ʫʩʪʨʦʡʩʪʚ ʦʙʝʩʧʝʯʠʣ 51,3% ʚʳʨʫʯʢʠ 

ʦʪ ʧʨʦʜʘʞʠ ʨʝʢʣʘʤʳ ʥʘ ʩʪʨʘʥʠʮʝ ʨʝʟʫʣʴʪʘʪʦʚ ʧʦʠʩʢʘ ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝè, ð ʛʦʚʦʨʷʪ ʚ çʗʥʜʝʢʩʝè. 

ɺ ʮʝʣʦʤ ʯʠʩʣʦ ʟʘʧʨʦʩʦʚ ʚ ʧʦʠʩʢʝ ʚʳʨʦʩʣʦ ʥʘ 29%. 

ʂʦʣʠʯʝʩʪʚʦ ʧʣʘʪʥʳʭ ʢʣʠʢʦʚ ʥʘ ʩʘʡʪʘʭ çʗʥʜʝʢʩʘè ʠ ʥʘ ʝʛʦ ʨʝʢʣʘʤʥʦʡ ʩʝʪʠ ʫʚʝʣʠʯʠʣʦʩʴ ʥʘ 22% 

ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʧʦʢʘʟʘʪʝʣʝʤ ʟʘ ʚʪʦʨʦʡ ʢʚʘʨʪʘʣ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. ʉʨʝʜʥʷʷ ʮʝʥʘ ʟʘ ʢʣʠʢ (cost per click) 

ʩʦʢʨʘʪʠʣʘʩʴ ʥʘ 30%. 

https://www.sostav.ru/publication/vyruchka-yandeksa-ot-prodazhi-internet-reklamy-vo-vtorom-kvartale-snizilas-na-15-44497.html
https://www.sostav.ru/publication/vyruchka-yandeksa-ot-prodazhi-internet-reklamy-vo-vtorom-kvartale-snizilas-na-15-44497.html
https://yandex.ru/company/press_releases/2020/2020-07-28
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ɺ ʢʦʤʧʘʥʠʠ ʪʘʢʞʝ ʥʘʧʦʤʥʠʣʠ ʦ ʨʝʩʪʨʫʢʪʫʨʠʟʘʮʠʠ ʩʦʚʤʝʩʪʥʳʭ ʧʨʝʜʧʨʠʷʪʠʡ ʩʦ ʉʙʝʨʙʘʥʢʦʤ. 

ʅʘ ʧʨʦʰʣʦʡ ʥʝʜʝʣʝ ʩʪʘʣʦ ʠʟʚʝʩʪʥʦ, ʯʪʦ çʗʥʜʝʢʩè ʠ ʙʘʥʢ ʟʘʢʨʳʣʠ ʩʜʝʣʢʫ ʧʦ ʨʘʟʜʝʣʝʥʠʶ ʘʢʪʠʚʦʚ. 

ʉʦʛʣʘʩʥʦ ʫʩʣʦʚʠʷʤ ʩʜʝʣʢʠ, ʉʙʝʨʙʘʥʢ ʚʳʢʫʧʠʣ ʜʦʣʶ ʚ çʗʥʜʝʢʩ.ɼʝʥʴʛʘʭè, ʘ çʗʥʜʝʢʩè ʧʦʣʫʯʠʣ 

ʢʦʤʧʘʥʠʶ Yandex.Market B.V., ʢʦʪʦʨʘʷ ʨʘʙʦʪʘʝʪ ʚ ʈʦʩʩʠʠ ʧʦʜ ʙʨʝʥʜʘʤʠ çʗʥʜʝʢʩ.ʄʘʨʢʝʪè, çɹʝʨʫè, 

çʉʫʧʝʨʯʝʢè ʠ ʜʨʫʛʠʤʠ. 

 

ʈʝʢʣʘʤʥʘʷ ʚʳʨʫʯʢʘ Mail.ru Group ʩʦʢʨʘʪʠʣʘʩʴ ʥʘ 5,2% 

https://www.sostav.ru/publication/reklamnaya-vyruchka-mail-ru-group-sokratilas-na-5-2-44421.html 

ʇʘʜʝʥʠʝ ʦʢʘʟʘʣʦʩʴ ʥʠʞʝ, ʯʝʤ ʦʞʠʜʘʣʠ ʚ ʭʦʣʜʠʥʛʝ 

Mail.ru Group ʧʨʝʜʩʪʘʚʠʣʘ ʬʠʥʘʥʩʦʚʳʝ ʨʝʟʫʣʴʪʘʪʳ ʟʘ ʚʪʦʨʦʡ ʢʚʘʨʪʘʣ 2020 ʛʦʜʘ. ʉʦʚʦʢʫʧʥʘʷ 

ʩʝʛʤʝʥʪʥʘʷ ʚʳʨʫʯʢʘ ʢʦʤʧʘʥʠʠ ʚʳʨʦʩʣʘ ʥʘ 25,5% ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʘʥʘʣʦʛʠʯʥʳʤ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ 

ʛʦʜʘ ʠ ʩʦʩʪʘʚʠʣʘ 25,4 ʤʣʨʜ ʨʫʙ. ʉʦʚʦʢʫʧʥʘʷ ʯʠʩʪʘʷ ʧʨʠʙʳʣʴ ʫʚʝʣʠʯʠʣʘʩʴ ʥʘ 8,2% ð ʜʦ 3,46 ʤʣʨʜ 

ʨʫʙ, ʧʦʢʘʟʘʪʝʣʴ EBITDA ʥʘ 3,9% ð ʜʦ 7,48 ʤʣʨʜ ʨʫʙ. ʇʨʠ ʵʪʦʤ ʚʳʨʫʯʢʘ ʢʦʤʧʘʥʠʠ ʦʪ ʨʝʢʣʘʤʳ 

ʩʦʢʨʘʪʠʣʘʩʴ ʥʘ 5,2%. ʇʦ ʠʪʦʛʘʤ ʚʪʦʨʦʛʦ ʢʚʘʨʪʘʣʘ ʦʥʘ ʩʦʩʪʘʚʠʣʘ 7,98 ʤʣʨʜ ʨʫʙ. ɻʨʫʧʧʘ ʦʞʠʜʘʣʘ 

ʩʥʠʞʝʥʠʷ ʨʝʢʣʘʤʥʳʭ ʜʦʭʦʜʦʚ, ʥʦ ʨʝʟʫʣʴʪʘʪʳ ʦʢʘʟʘʣʠʩʴ ʣʫʯʰʝ ʧʨʦʛʥʦʟʦʚ ʧʦ ʨʳʥʢʫ. 

ɺʳʨʫʯʢʘ ʦʪ ʠʛʨ ʦʧʝʨʝʜʠʣʘ ʜʦʭʦʜʳ ʦʪ ʨʝʢʣʘʤʳ 

ɼʦʭʦʜʳ Mail.ru Group ʦʪ ʨʝʢʣʘʤʳ ʚʧʝʨʚʳʝ ʩ 2014 ʛʦʜʘ ʧʨʦʜʝʤʦʥʩʪʨʠʨʦʚʘʣʠ ʦʪʨʠʮʘʪʝʣʴʥʫʶ 

ʜʠʥʘʤʠʢʫ (-5,2%). ʇʨʠ ʵʪʦʤ ʚ ʢʦʤʧʘʥʠʠ ʧʦʣʘʛʘʶʪ, ʯʪʦ ʨʝʟʫʣʴʪʘʪʳ ʭʦʣʜʠʥʛʘ ʦʢʘʞʫʪʩʷ ʣʫʯʰʝ, ʯʝʤ 

ʧʦʢʘʞʝʪ ʨʳʥʦʢ ʚ ʮʝʣʦʤ. ʈʘʥʝʝ ʵʢʩʧʝʨʪʳ ʧʨʦʛʥʦʟʠʨʦʚʘʣʠ, ʯʪʦ ʧʦ ʠʪʦʛʘʤ ʚʪʦʨʦʛʦ ʢʚʘʨʪʘʣʘ ʩʝʛʤʝʥʪ 

ʦʥʣʘʡʥ-ʨʝʢʣʘʤʳ ʦʞʠʜʘʝʪ ʧʘʜʝʥʠʝ ʚ ʧʨʝʜʝʣʘʭ 10ī30%. 

ʂʘʢ ʫʢʘʟʘʣ ʛʝʥʝʨʘʣʴʥʳʡ ʜʠʨʝʢʪʦʨ Mail.ru Group ɹʦʨʠʩ ɼʦʙʨʦʜʝʝʚ, ʛʨʫʧʧʝ ʫʜʘʣʦʩʪʴ ʢʦʤʧʝʥʩʠʨʦʚʘʪʴ 

ʚʣʠʷʥʠʝ ʧʘʥʜʝʤʠʠ ʙʣʘʛʦʜʘʨʷ ʨʘʩʰʠʨʝʥʠʶ ʨʝʢʣʘʤʥʦʡ ʩʝʪʠ, ʨʦʩʪʫ ʜʦʣʠ performance-ʨʝʢʣʘʤʳ, 

ʘ ʪʘʢʞʝ ʜʠʚʝʨʩʠʬʠʢʘʮʠʠ ʠ ʨʦʩʪʫ ʙʘʟʳ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ, ʚ ʪʦʤ ʯʠʩʣʝ ʟʘ ʩʯʝʪ ʤʘʣʦʛʦ ʠ ʩʨʝʜʥʝʛʦ 

ʙʠʟʥʝʩʘ. ʊʘʢ, ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʚʳʨʫʯʢʘ çɺʂʦʥʪʘʢʪʝè ʦʪ ʨʝʢʣʘʤʳ, ʨʘʟʤʝʱʝʥʥʦʡ ʄʉɹ, 

ʫʚʝʣʠʯʠʣʘʩʴ ʥʘ 16% ʛʦʜ ʢ ʛʦʜʫ. 

ɼʠʥʘʤʠʢʘ ʩʝʛʤʝʥʪʘ ʦʥʣʘʡʥ-ʨʝʢʣʘʤʳ ʪʝʩʥʦ ʩʚʷʟʘʥʘ ʩ ʪʝʤʧʘʤʠ ʨʦʩʪʘ ʠ ʧʝʨʩʧʝʢʪʠʚʘʤʠ ʙʠʟʥʝʩʘ, 

ʦʪʤʝʯʘʶʪ ʚ Mail.ru Group. ʅʘ ʤʦʤʝʥʪ ʥʘʯʘʣʘ ʚʪʦʨʦʛʦ ʢʚʘʨʪʘʣʘ ʵʪʦ ʥʘʧʨʘʚʣʝʥʠʝ ʙʳʣʦ ʢʨʫʧʥʝʡʰʠʤ 

ʠʩʪʦʯʥʠʢʦʤ ʜʦʭʦʜʘ ʢʦʤʧʘʥʠʠ ð ʟʘ ʧʝʨʚʳʝ ʪʨʠ ʤʝʩʷʮʘ ʨʝʢʣʘʤʘ ʧʨʠʥʝʩʣʘ ʛʨʫʧʧʝ 8,55 ʤʣʨʜ ʨʫʙʣʝʡ 

ʠ ʦʙʝʩʧʝʯʠʣʘ 38% ʚʳʨʫʯʢʠ. 

https://www.sostav.ru/publication/sberbank-i-yandeks-zakryli-sdelku-po-razdeleniyu-aktivov-44432.html
https://www.sostav.ru/publication/reklamnaya-vyruchka-mail-ru-group-sokratilas-na-5-2-44421.html
https://corp.mail.ru/ru/press/releases/10685/
http://www.sostav.ru/publication/byudzhety-na-internet-reklamu-nachali-vosstanavlivatsya-44359.html
https://www.sostav.ru/publication/vyruchka-mail-ru-group-vyrosla-na-14-3-za-pervyj-kvartal-43041.html
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ʆʜʥʘʢʦ ʧʦ ʠʪʦʛʘʤ ʚʪʦʨʦʛʦ ʢʚʘʨʪʘʣʘ ʨʝʢʣʘʤʘ ʧʨʦʜʝʤʦʥʩʪʨʠʨʦʚʘʣʘ ʧʘʜʝʥʠʝ, ʘ ʩʘʤʳʡ ʙʦʣʴʰʦʡ 

ʜʦʭʦʜ ʚʧʝʨʚʳʝ ʧʨʠʥʝʩʣʠ MMO-ʠʛʨʳ: ʚʳʨʫʯʢʘ ʵʪʦʛʦ ʩʝʛʤʝʥʪʘ ʚʳʨʦʩʣʘ ʥʘ 47,7% ʧʦ ʩʨʘʚʥʝʥʠʶ 

ʩ ʘʥʘʣʦʛʠʯʥʳʤ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ ʠ ʩʦʩʪʘʚʠʣʘ 10,13 ʤʣʨʜ ʨʫʙ. çɺ ʧʠʢ ʧʘʥʜʝʤʠʠ ʨʝʰʘʶʱʫʶ 

ʨʦʣʴ ʩʳʛʨʘʣ ʠʛʨʦʚʦʡ ʩʝʛʤʝʥʪ: ʠʛʨʳ ʜʘʣʠ ʣʶʜʷʤ ʚʦʟʤʦʞʥʦʩʪʴ ʨʘʟʚʣʝʢʘʪʴʩʷ ʠ ʦʙʱʘʪʴʩʷ, ʦʪʚʣʝʢʘʷʩʴ 

ʦʪ ʥʝʛʘʪʠʚʥʦʛʦ ʬʦʥʘè, ð ʫʢʘʟʳʚʘʝʪ ɼʦʙʨʦʜʝʝʚ. 

ɹʦʨʠʩ ɼʦʙʨʦʜʝʝʚ, ʛʝʥʝʨʘʣʴʥʳʡ ʜʠʨʝʢʪʦʨ Mail.ru Group: 

ʅʘʰʘ ʵʢʦʩʠʩʪʝʤʘ ʧʦʟʚʦʣʷʝʪ ʜʠʚʝʨʩʠʬʠʮʠʨʦʚʘʪʴ ʠʩʪʦʯʥʠʢʠ ʚʳʨʫʯʢʠ ʟʘ ʩʯʝʪ ʨʘʟʥʦʦʙʨʘʟʠʷ 

ʥʘʧʨʘʚʣʝʥʠʡ ʥʘʰʝʛʦ ʙʠʟʥʝʩʘ. ɺ ʫʩʣʦʚʠʷʭ ʧʘʥʜʝʤʠʠ ʚʳʨʦʩʣʘ ʚʦʩʪʨʝʙʦʚʘʥʥʦʩʪʴ ʠʛʨ, ʦʥʣʘʡʥ-

ʦʙʨʘʟʦʚʘʥʠʷ ʠ ʨʝʰʝʥʠʡ ʜʣʷ ʙʠʟʥʝʩʘ, ʚ ʪʦʤ ʯʠʩʣʝ ʦʙʣʘʯʥʳʭ ʪʝʭʥʦʣʦʛʠʡ. ʅʝʩʤʦʪʨʷ ʥʘ ʪʦ, ʯʪʦ 

ʥʝʢʦʪʦʨʳʝ ʬʘʢʪʦʨʳ ʨʦʩʪʘ ʥʦʩʠʣʠ ʚʨʝʤʝʥʥʳʡ ʭʘʨʘʢʪʝʨ, ʦʥʠ ʧʦʟʚʦʣʠʣʠ ʥʘʤ ʩ ʠʟʙʳʪʢʦʤ 

ʢʦʤʧʝʥʩʠʨʦʚʘʪʴ ʜʘʚʣʝʥʠʝ ʥʘ ʨʝʢʣʘʤʥʫʶ ʚʳʨʫʯʢʫ ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ 2020 ʛʦʜʘ. 

ɺ ʧʝʨʚʦʤ ʧʦʣʫʛʦʜʠʠ ʚʳʨʫʯʢʘ ʢʦʤʧʘʥʠʠ ʩʦʩʪʘʚʠʣʘ 47,7 ʤʣʨʜ ʨʫʙ., ʯʪʦ ʥʘ 20% ʙʦʣʴʰʝ ʪʦʛʦ ʞʝ 

ʧʝʨʠʦʜʘ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. ʇʨʠ ʵʪʦʤ ʩʦʚʦʢʫʧʥʘʷ ʯʠʩʪʘʷ ʧʨʠʙʳʣʴ ʢʦʤʧʘʥʠʠ ʩʥʠʟʠʣʘʩʴ ʥʘ 6,1% ð 

ʜʦ 5,66 ʤʣʨʜ ʨʫʙ., ʘ ʧʦʢʘʟʘʪʝʣʴ EBITDA ʚʳʨʦʩ ʥʘ 4% ð ʜʦ 13,2 ʤʣʨʜ ʨʫʙ. 

ʇʦ ʠʪʦʛʘʤ ʛʦʜʘ ʚ Mail.ru Group ʦʞʠʜʘʶʪ ʚʳʨʫʯʢʫ ʥʘ ʫʨʦʚʥʝ 100 ʤʣʨʜ ʨʫʙ., ʯʪʦ ʩʨʘʚʥʠʤʦ 

ʩ ʧʨʦʛʥʦʟʦʤ, ʢʦʪʦʨʳʡ ʜʘʚʘʣʠ ʜʦ ʧʘʥʜʝʤʠʠ (103 ð 105 ʤʣʨʜ ʨʫʙ.). ʆʜʥʘʢʦ ʦʮʝʥʢʘ ʨʘʟʚʠʪʠʷ ʨʳʥʢʘ 

ʟʘʪʨʫʜʥʝʥʘ ʠ ʙʫʜʝʪ ʟʘʚʠʩʝʪʴ ʦʪ ʪʝʤʧʦʚ ʚʦʩʩʪʘʥʦʚʣʝʥʠʷ ʵʢʦʥʦʤʠʢʠ, ʦʪʤʝʯʘʶʪ ʚ ʢʦʤʧʘʥʠʠ. 

ʉʦʮʠʘʣʴʥʳʝ ʩʝʪʠ ʠ ʵʢʦʩʠʩʪʝʤʘ 

ɺʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʚʳʨʫʯʢʘ ʩʝʛʤʝʥʪʘ çʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ ʠ ʢʦʤʤʫʥʠʢʘʮʠʦʥʥʳʝ ʩʝʨʚʠʩʳè ʚʳʨʦʩʣʘ 

ʥʘ 0,7% ð ʜʦ 11,7 ʤʣʨʜ ʨʫʙ. ɺʳʨʫʯʢʘ çɺʂʦʥʪʘʢʪʝè ʫʚʝʣʠʯʠʣʘʩʴ ʙʦʣʝʝ ʯʝʤ ʥʘ 8% ʧʦ ʩʨʘʚʥʝʥʠʶ 

ʩ ʪʝʤ ʞʝ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ, ʚ ʪʦʤ ʯʠʩʣʝ ʟʘ ʩʯʝʪ ʨʦʩʪʘ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʠʭ ʧʣʘʪʝʞʝʡ. ʊʘʢʞʝ 

ʚʳʨʦʩʣʠ ʚʩʝ ʦʩʥʦʚʥʳʝ ʧʦʢʘʟʘʪʝʣʠ ʘʢʪʠʚʥʦʩʪʠ ʩʦʮʩʝʪʠ: ʢʦʣʠʯʝʩʪʚʦ ʟʚʦʥʢʦʚ ð ʥʘ 45%, 

ʦʪʧʨʘʚʣʝʥʥʳʭ ʩʦʦʙʱʝʥʠʡ ð ʥʘ 17%, ʘ ʪʘʢʞʝ ʧʨʦʩʤʦʪʨʦʚ ʚʠʜʝʦ ð ʥʘ 41%. 

ɺ Mail.ru Group ʦʪʤʝʪʠʣʠ, ʯʪʦ ʧʨʦʜʦʣʞʘʶʪ ʪʨʘʥʩʬʦʨʤʘʮʠʶ çɺʂʦʥʪʘʢʪʝè ʚ ʮʝʥʪʨʘʣʴʥʳʡ ʵʣʝʤʝʥʪ 

ʵʢʦʩʠʩʪʝʤʳ. ʂʦʤʧʘʥʠʷ ʩʦʙʠʨʘʝʪʩʷ ʘʢʪʠʚʥʦ ʠʥʚʝʩʪʠʨʦʚʘʪʴ ʚ ʨʘʟʚʠʪʠʝ ʩʪʨʘʪʝʛʠʯʝʩʢʠʭ ʥʘʧʨʘʚʣʝʥʠʡ, 

ʚ ʪʦʤ ʯʠʩʣʝ ʚ ʩʫʧʝʨʧʨʠʣʦʞʝʥʠʝ, ʛʨʫʧʧʦʚʳʝ ʟʚʦʥʢʠ, ʧʣʘʪʬʦʨʤʫ ʵʣʝʢʪʨʦʥʥʦʡ ʢʦʤʤʝʨʮʠʠ ʠ ʢʦʨʦʪʢʠʝ 

ʚʠʜʝʦ. 

ʄʝʩʷʯʥʘʷ ʘʢʪʠʚʥʘʷ ʘʫʜʠʪʦʨʠʷ çʆʜʥʦʢʣʘʩʩʥʠʢʦʚè ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʩʦʩʪʘʚʠʣʘ 42 ʤʣʥ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ. ɸʫʜʠʪʦʨʠʷ ʚ ʤʦʙʠʣʴʥʦʤ ʩʝʛʤʝʥʪʝ ʫʚʝʣʠʯʠʣʘʩʴ ʥʘ 6,3% ð ʜʦ 35 ʤʣʥ. ʏʠʩʣʦ 

ʧʨʦʩʤʦʪʨʦʚ ʚʠʜʝʦ ʚʳʨʦʩʣʦ ʥʘ 27%, ʪʘʢʞʝ ʙʳʣ ʧʦʩʪʘʚʣʝʥ ʨʝʢʦʨʜ ʧʦ ʢʦʣʠʯʝʩʪʚʫ ʧʨʦʩʤʦʪʨʝʥʥʳʭ 
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ʚʠʜʝʦʨʦʣʠʢʦʚ ʠ ʪʨʘʥʩʣʷʮʠʡ ð ʙʦʣʝʝ 1 ʤʣʨʜ ʚʠʜʝʦ ʚ ʩʫʪʢʠ. ɼʦʭʦʜʳ ʦʪ ʧʨʦʜʚʠʞʝʥʠʷ ʙʠʟʥʝʩʘ ʯʝʨʝʟ 

ʨʝʢʣʘʤʥʳʡ ʢʘʙʠʥʝʪ çʆʜʥʦʢʣʘʩʩʥʠʢʦʚè ʚʳʨʦʩʣʠ ʚʪʨʦʝ. 

ɺʳʨʫʯʢʘ ʚ ʩʝʛʤʝʥʪʝ çʥʦʚʳʝ ʠʥʠʮʠʘʪʠʚʳè ʚʳʨʦʩʣʘ ʥʘ 139% 

ɺʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʚʳʨʫʯʢʘ çʖʣʳè ʫʚʝʣʠʯʠʣʘʩʴ ʥʘ ʯʝʪʚʝʨʪʴ ʛʦʜ ʢ ʛʦʜʫ ʠ ʜʦʩʪʠʛʣʘ 569 ʤʣʥ ʨʫʙ. 

ɽʞʝʤʝʩʷʯʥʘʷ ʘʫʜʠʪʦʨʠʷ ʚ ʠʶʥʝ ʩʦʩʪʘʚʠʣʘ 27 ʤʣʥ ʘʢʪʠʚʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ð ʥʘ 6% ʙʦʣʴʰʝ, ʯʝʤ 

ʟʘ ʘʥʘʣʦʛʠʯʥʳʡ ʧʝʨʠʦʜ ʧʨʠʰʣʦʛʦ ʛʦʜʘ. ʂʦʣʠʯʝʩʪʚʦ ʥʦʚʳʭ ʦʙʲʷʚʣʝʥʠʡ ʠ ʯʠʩʣʦ ʢʦʥʪʘʢʪʦʚ ʚʳʨʦʩʣʦ 

ʥʘ 23% ʠ 15% ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ. 

ɺʳʨʫʯʢʘ ʥʘʧʨʘʚʣʝʥʠʷ çʦʥʣʘʡʥ-ʦʙʨʘʟʦʚʘʥʠʝè (ʫ Mail.ru Group ʝʩʪʴ ʜʦʣʠ ʚ ʩʝʨʚʠʩʘʭ GeekBrains, 

Skillbox, SkillFactory ʠ çɸʣʛʦʨʠʪʤʠʢʝè) ʚʳʨʦʩʣʘ ʥʘ 264% ʛʦʜ ʢ ʛʦʜʫ ʠ ʧʨʝʚʳʩʠʣʘ 1 ʤʣʨʜ ʨʫʙʣʝʡ. 

ʂʦʣʠʯʝʩʪʚʦ ʥʦʚʳʭ ʧʣʘʪʷʱʠʭ ʩʪʫʜʝʥʪʦʚ Skillbox ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʚʳʨʦʩʣʦ ʥʘ 46% ʧʦ ʩʨʘʚʥʝʥʠʶ 

ʩ ʧʝʨʚʳʤ, ʘ ʜʦʣʷ ʘʢʪʠʚʥʳʭ ʩʪʫʜʝʥʪʦʚ ʚʦʟʨʦʩʣʘ ʩ 31% ʚ ʧʝʨʚʦʤ ʢʚʘʨʪʘʣʝ ʜʦ 34% ʚʦ ʚʪʦʨʦʤ. 

ʂʦʣʠʯʝʩʪʚʦ ʥʦʚʳʭ ʧʣʘʪʷʱʠʭ ʩʪʫʜʝʥʪʦʚ GeekBrains ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʫʚʝʣʠʯʠʣʦʩʴ ʥʘ 68% 

ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʧʝʨʚʳʤ. 

ʇʘʥʜʝʤʠʷ ʩʪʘʣʘ ʜʨʘʡʚʝʨʦʤ ʨʘʟʚʠʪʠʷ ʉʇ ʢʦʤʧʘʥʠʠ 

ɺʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʚʳʨʫʯʢʘ Delivery Club ʚʳʨʦʩʣʘ ʚ 2,9 ʨʘʟʘ ð ʜʦ 2,5 ʤʣʨʜ ʨʫʙʣʝʡ ʧʦ ʩʨʘʚʥʝʥʠʶ 

ʩ ʘʥʘʣʦʛʠʯʥʳʤ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. ɺ ʤʘʝ ʧʣʘʪʬʦʨʤʘ ʟʘʬʠʢʩʠʨʦʚʘʣʘ ʨʝʢʦʨʜʥʦʝ ʟʥʘʯʝʥʠʝ 

ʟʘʢʘʟʦʚ ð 5,8 ʤʣʥ. ʆʙʱʝʝ ʢʦʣʠʯʝʩʪʚʦ ʟʘʢʘʟʦʚ ʧʦ ʠʪʦʛʘʤ ʚʪʦʨʦʛʦ ʢʚʘʨʪʘʣʘ ʩʦʩʪʘʚʠʣʦ 16,1 ʤʣʥ, ʯʪʦ 

ʚ ʪʨʠ ʨʘʟʘ ʚʳʰʝ ʘʥʘʣʦʛʠʯʥʦʛʦ ʧʝʨʠʦʜʘ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. 

çʅʘ ʪʝʢʫʱʠʡ ʤʦʤʝʥʪ ʢʦʨʦʥʘʚʠʨʫʩ ʦʢʘʟʳʚʘʝʪ ʯʠʩʪʳʡ ʧʦʣʦʞʠʪʝʣʴʥʳʡ ʵʬʬʝʢʪ ʥʘ ʙʠʟʥʝʩ Delivery 

Club, ʠ ʤ  rʦʞʠʜʘʝʤ ʧʦ ʤʝʥʴʰʝʡ ʤʝʨʝ ʫʜʚʦʝʥʠʷ ʚʳʨʫʯʢʠ ʚ 2020 ʛʦʜʫè, ð ʦʪʤʝʯʘʶʪ ʚ ʢʦʤʧʘʥʠʠ. 

ʂʦʣʠʯʝʩʪʚʦ ʧʦʝʟʜʦʢ ʩ çʉʠʪʠʤʦʙʠʣʦʤè ʫʚʝʣʠʯʠʣʦʩʴ ʚ 3 ʨʘʟʘ ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ð ʜʦ 35,7 ʤʣʥ. 

ɽʞʝʤʝʩʷʯʥʦʝ ʘʢʪʠʚʥʦʝ ʢʦʣʠʯʝʩʪʚʦ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʘʛʨʝʛʘʪʦʨʘ ʚʳʨʦʩʣʦ ʚ 3,2 ʨʘʟʘ ʟʘ ʧʝʨʚʦʝ 

ʧʦʣʫʛʦʜʠʝ, ʜʦʩʪʠʛʥʫʚ ʤʘʢʩʠʤʘʣʴʥʦʛʦ ʟʥʘʯʝʥʠʷ ð ʦʢʦʣʦ 3,4 ʤʣʥ. ʇʦʢʘʟʘʪʝʣʴ ʦʙʱʝʛʦ ʦʙʦʨʦʪʘ 

ʫʚʝʣʠʯʠʣʩʷ ʚʦ ʚʪʦʨʦʤ ʢʚʘʨʪʘʣʝ ʚ 1,8 ʨʘʟʘ ʛʦʜ ʢ ʛʦʜʫ ð ʜʦ 7,6 ʤʣʨʜ ʨʫʙʣʝʡ. 

ʂʦʣʠʯʝʩʪʚʦ ʝʞʝʜʥʝʚʥʳʭ ʘʢʪʠʚʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ çAliExpress ʈʦʩʩʠʷè ʚ ʠʶʥʝ ʜʦʩʪʠʛʣʦ 8,8 ʤʣʥ, 

ʯʪʦ ʥʘ 17% ʙʦʣʴʰʝ, ʯʝʤ ʟʘ ʪʦʪ ʞʝ ʧʝʨʠʦʜ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. ʂʦʣʠʯʝʩʪʚʦ ʟʘʨʝʛʠʩʪʨʠʨʦʚʘʥʥʳʭ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʧʨʝʚʳʩʠʣʦ 130 ʤʣʥ. ɺ ʠʶʥʝ ʦʙʱʠʡ ʦʙʦʨʦʪ ʙʳʣ ʥʘ 30% ʚʳʰʝ ʤʘʷ ʠ ʥʘ 60% ʚʳʰʝ 

ʘʧʨʝʣʷ. ʂ 2022ī2023 ʛʦʜʘʤ ʢʦʤʧʘʥʠʷ ʧʣʘʥʠʨʫʝʪ ʜʦʩʪʠʯʴ ʦʙʦʨʦʪʘ ʚ $10 ʤʣʨʜ ʠ ʘʫʜʠʪʦʨʠʶ ʚ 50 ʤʣʥ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʚ ʛʦʜ. 
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10 Major issues digital marketing may face in the future 

https://adage.com/article/industry-insights/10-major-issues-digital-marketing-may-face-future/2267251 

Digital marketing has become the go-to advertising strategy for many businesses. The return on 

investment is unmatched, and it offers a unique way to interact with customers. However, despite being 

such a pivotal part of many businesses' marketing strategies, digital channels face their own challenges. 

Currently, digital marketing is going through a transitional period. We are noticing things occurring in the 

industry that suggest a time of significant change over the horizon. And change can be disastrous for a 

company that isn't prepared to deal with it. 

These experts from Ad Age Collective have been working with digital marketing throughout their careers 

and are well-poised to predict what significant issues the digital marketing sphere will be likely to encounter 

shortly, as well as how businesses can better prepare for these changes. 

1. The collapse of third-party cookies 

The collapse of third-party cookies is definitely on the top of the risk list, as it will make it much harder to 

track users and serve targeted ads. With most major browsers ramping up tracking prevention, advertisers 

and publishers will be equally affected by this change. There are no easy solutions to this problem, but 

multiple industry initiatives are underway to compensate for the loss. - Vishveshwar Jatain, AdPushup Inc. 

2. Audiences being increasingly ad-adverse 

Content-overloaded audiences are increasingly ad-adverse -- 86% of viewers skip through ads and 47% 

utilize ad-blockers. To compete, marketers need to invest in data-driven brand integration strategies to get 

products directly into content efficiently, and at scale. Artificial intelligence can sort through millions of 

opportunities to pinpoint the best integrations for brands, helping them beat the ad-blocker curve. - Ricky 

Ray Butler, Branded Entertainment Network 

3. Tone deaf messaging 

Tone deaf messaging can become a major issue. An ad that still remains the day after a massive shooting, 

a pandemic or a major international movement such as BLM can not only appear tone deaf, but can also 

completely turn off potential customers and spark outrage. Marketers need to have a plan in place to 

review, pivot and pause ads immediately given the pace of the news cycle and events in the world. 

- Rebecca Bamberger, BAM Communications 

https://adage.com/article/industry-insights/10-major-issues-digital-marketing-may-face-future/2267251
https://adagecollective.com/
https://twitter.com/eclecticv
https://adpushup.com/
https://www.linkedin.com/in/rickyraybutler/
https://www.linkedin.com/in/rickyraybutler/
http://www.productplacement.com/
https://twitter.com/beckbamberger
https://bamcommunications.biz/


 

 

 

10 

 

4. Turning it into a tactic-first activity 

There is a risk of digital marketing turning into a tactic-first activity. Digital marketing has in recent years 

become synonymous with growth hacking. The relentless push toward data and metrics ironically erodes 

the core essence of marketing: to be effective communicators between companies and consumers. 

Companies need to push back on a metrics-first approach and use methods to look at the bigger picture 

of their digital efforts. - Patrick Ward, Rootstrap 

5. Brands sticking to legacy technologies 

Brands and agencies mostly stick to legacy technologies and processes. Scale, personalization and 

omnichannel experiences (seamless experiences in every touchpoint -- channel, device, format) will 

dictate the fate of your digital marketing (and business). Many companies are still reluctant to take the next 

step, and eventually itôll boomerang. COVID-19 accelerated some aspects and there will be no turning 

back. - Oz Etzioni, Clinch 

6. Businesses misusing guest posts 

Businesses need to be very careful about misusing guest posts to build backlinks. Google has recently 

penalized a guest post network blog for sharing unnatural links. Make sure that you're being thoughtful 

about guest posting and focus on creating great content. The backlinks will come naturally if you're creating 

good content. - Syed Balkhi, WPBeginner 

7. Breaking with brand values 

Breaking with brand values to be a part of the "item du jour" is a risk. Digital marketing enables quick 

response and an opportunity to pivot. However, doing this because everyone else is will not serve a brand 

well if it is inauthentic. Do not chase a message if it's not applicable, and think before you react. All of the 

benefits of digital marketing flexibility could become a hindrance. - Maggie O'Neill, Peppercomm 

8. Increasingly ineffective use of channels 

I see several potential issues. First, more companies are migrating toward the digital platform as a "catch 

all'' and not using channels more effectively. Second, the thought that your existing content will be easily 

purposed for digital. And ultimately believing that this is the only place you can spend your money. - Rich 

Honiball, Navy Exchange Service Command 

9. The growing dominance of walled gardens 

https://www.linkedin.com/in/patrickjamesward
https://www.rootstrap.com/
https://twitter.com/ozetzioni
https://clinch.co/
https://twitter.com/syedbalkhi
https://www.wpbeginner.com/
https://twitter.com/MaggieO1224
http://www.peppercomm.com/
https://twitter.com/rhoniball
https://twitter.com/rhoniball
https://www.mynavyexchange.com/


 

 

 

11 

 

The growing dominance of walled gardens is a risk. From an advertising perspective, the millions of 

blooming flowers on the internet have transformed into a half a dozen giant sequoias that are sucking up 

all the water and casting long shadows over the digital marketing ecosystem. Ironically, privacy concerns 

are playing right into their hands and creating fewer avenues for advertisers. - Dan Beltramo, Onclusive 

(formerly AirPR) 

10. Outsized focus on data over experience 

The outsized focus on data over experience is a challenge that marketers face in the coming years. Myopic 

focus on competitors through data yields in small, incremental thinking and cost-cutting, rather than on big 

ideas, experience and opportunities. We need performance data; however, organizations that drive their 

business by dashboards rather than eyes on the horizon run the risk of crashing. - Reid Carr, Red Door 

Interactive 

 

Zenith: Global Ad Spend Projected To Drop 9.1% This Year 

https://www.mediapost.com/publications/article/354047/zenith-global-ad-spend-projected-to-drop-91-

thi.html 

Global advertising expenditures will shrink 9.1% in 2020 to $572 billion before recovering to grow 5.8% to 

reach $606 billion in 2021 and $636 billion for 2022, according to Zenithôs latest spending forecast.  

The U.S., in fact, is proving to be relatively resilient this year, benefiting from record political spending in 

the run-up to the political elections in November.  

U.S. ad spend is expected to decline by just 7% this year to $224.5 billion before climbing to $242.8 billion 

in 2021.  

Asia Pacific is forecast to shrink by 8%, thanks to the success of some markets in keeping the virus under 

control. Advertisers in Western Europe cut spend aggressively in Q2, and ad spend will shrink by 15% this 

year, while Central and Eastern Europe will decline 8%, Latin America by 13% and MENA by 20%. 

Digital advertising will account for 51% of global ad spend this year, an upgrade compared to the 49.5% it 

forecast in December. Digital ad budgets were cut quickly early in the crisis. But as time progressed, 

brands allocated more budget into digital channels to take advantage of their flexibility and ability to 

optimize performance, particularly important qualities in an uncertain time, according to the Zenith report. 

https://www.linkedin.com/in/danbeltramo-software-saas-martech-ceo/
https://www.onclusive.com/
https://www.onclusive.com/
https://twitter.com/icowboy
http://www.reddoor.biz/
http://www.reddoor.biz/
https://www.mediapost.com/publications/article/354047/zenith-global-ad-spend-projected-to-drop-91-thi.html
https://www.mediapost.com/publications/article/354047/zenith-global-ad-spend-projected-to-drop-91-thi.html
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Now, digital ad spend will shrink by just 2% in 2020 and Zenith does not expect any of this share to return 

to traditional media as the crisis eases: digital advertisingôs market share is forecast to reach 54.6% in 

2022. 

ñPaid search has been losing share of the digital ad market over the last few years as video and social 

channels have gained prominence,ò explains Jonathan Barnard, head of forecasting, director of global 

intelligence for Zenith. ñBut this year search has come to the forefront as a way of connecting with 

consumers who have new needs, and also have to find new ways of satisfying their old needs in these 

difficult times. 

Zenith forecasts search will grow over the next couple of years as the environment continues to change, 

with 5% growth in paid search advertising this year, followed by 13% in 2021 and 10% in 2022. 

The recovery of traditional media, by comparison, will be patchy and ñunder powered,ò reports Zenith. 

Among traditional media, television and radio suffered the least, expected to end the year with 11% and 

12% respective declines. Recovery for television and radio will be minimal, with 2% and 1% growth 

expected for 2021 respectively. 

Out-of-home (OOH) and cinema, unsurprisingly, have suffered the most from government restrictions on 

movement, and consumersô avoidance of public places. Out-of-home advertising is forecast to shrink by 

25% in 2020 and cinema by 51%. Looking forward, Zenith forecasts 16% growth for OOH and 65% 

growth for cinema, but neither will return to 2019 peaks by 2022. 

The crisis exacerbated the long-term decline of print advertising as newspaper ad spend is forecast to 

shrink by 21% globally this year and magazine ad spend drops 20%. Zenith states that newspaper and 

magazine advertising in the report includes only the publishersô advertising revenues from printed 

publications; their revenues from digital publications are included in digital advertising. No recovery is 

forecast for newspapers or magazines, with ad spend in both continuing to decrease next year. 

 

ɹʫʜʫʱʝʝ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ ʚ ʧʝʨʩʧʝʢʪʠʚʝ ʪʨʝʭ ʣʝʪ 

https://iabrus.ru/news/1853 

29 ʠʶʥʷ ʩʦʩʪʦʷʣʩʷ ʢʨʫʛʣʳʡ ʩʪʦʣ ʚ ʨʘʤʢʘʭ ʧʨʦʝʢʪʘ IAB Russia Talks, ʚ ʢʦʪʦʨʦʤ ʧʨʠʥʷʣʠ 

ʫʯʘʩʪʠʝ ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʘʛʝʥʪʩʪʚ, ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʠ ʤʝʜʠʘ ʭʦʣʜʠʥʛʦʚ. 

https://iabrus.ru/news/1853
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ʇʦ ʠʪʦʛʘʤ ʦʥʣʘʡʥ-ʜʠʩʢʫʩʩʠʠ ʩʪʘʣʦ ʦʯʝʚʠʜʥʦ, ʯʪʦ ʠʤʠʜʞʝʚʘʷ ʨʝʢʣʘʤʘ ʧʦ-ʧʨʝʞʥʝʤʫ ʦʩʪʘʝʪʩʷ 

ʚʦʩʪʨʝʙʦʚʘʥʘ. ɺ ʪʦ ʞʝ ʚʨʝʤʷ ʫʢʨʝʧʣʷʝʪʩʷ ʧʦʥʷʪʠʝ ñBrandformanceò, ʢʦʪʦʨʦʝ ʩʪʦʠʪ ʥʘ ʩʪʳʢʝ 

performance-ʤʘʨʢʝʪʠʥʛʘ ʠ ʙʨʝʥʜʠʥʛʘ. 

ɺ ʤʘʪʝʨʠʘʣʝ ʩʦʙʨʘʥʳ ʦʩʥʦʚʥʳʝ ʪʝʟʠʩʳ ʜʠʩʢʫʩʩʠʠ ʠ ʤʥʝʥʠʷ ʫʯʘʩʪʥʠʢʦʚ ʢʨʫʛʣʦʛʦ ʩʪʦʣʘ ʦ ʪʦʤ, ʢʘʢʠʝ 

ʬʘʢʪʦʨʳ ʦʢʘʟʳʚʘʶʪ ʚʣʠʷʥʠʝ ʥʘ ʨʳʥʦʢ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ. 

ʉʦʚʨʝʤʝʥʥʦʝ ʧʦʥʷʪʠʝ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ 

ʀʤʠʜʞʝʚʘʷ ʨʝʢʣʘʤʘ -  ʵʪʦ ʫʞʝ ʥʝ ʧʨʦʩʪʦ ʙʘʠʥʛʦʚʘʷ ʟʘʢʫʧʢʘ, ʘ ʢʦʤʧʣʝʢʩʥʳʡ ʧʦʜʭʦʜ ʩ 

ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ ʧʦʣʥʦʛʦ ʩʪʝʢʘ ʪʝʭʥʦʣʦʛʠʡ, ʨʘʙʦʪʘ ʩ ʘʫʜʠʪʦʨʥʳʤʠ ʜʘʥʥʳʤʠ ʠ ʨʘʟʣʠʯʥʳʤʠ ʜʘʪʘ-

ʧʦʩʪʘʚʱʠʢʘʤʠ. ʕʪʦ ʚʟʛʣʷʜ ʚ ʩʪʦʨʦʥʫ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʦʡ ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ ʘʫʜʠʪʦʨʠʝʡ ʠ 

ʦʤʥʠʢʘʥʘʣʴʥʦʛʦ ʧʦʜʭʦʜʘ. 

ʇʦ ʤʥʝʥʠʶ Head of Digital Deals & Productivity PepsiCo, ʄʘʨʠʠ ɸʨʢʘʥʥʠʢʦʚʦʡ, ʚ ʠʥʜʫʩʪʨʠʠ 

ʧʨʦʠʩʭʦʜʠʪ ʪʝʭʥʠʯʝʩʢʘʷ ʨʝʚʦʣʶʮʠʷ. ɺʩʷ ʜʠʜʞʠʪʘʣ ʨʝʢʣʘʤʘ ʫʞʝ ʠʤʝʝʪ ʦʪʛʦʣʦʩʢʠ ʧʝʨʬʦʨʤʘʥʩ 

ʨʝʢʣʘʤʳ: ʠʩʧʦʣʴʟʫʶʪʩʷ ʢʘʩʪʦʤʥʳʝ ʩʝʛʤʝʥʪʳ ʠ ʘʢʪʠʚʥʦ ʚʝʜʝʪʩʷ ʨʘʙʦʪʘ ʩʦ ʩʪʦʨʦʥʥʠʤʠ ʜʘʥʥʳʤʠ ʜʣʷ 

ʪʘʨʛʝʪʠʨʦʚʘʥʠʷ. ɹʦʣʝʝ ʪʦʛʦ, ʩʝʡʯʘʩ ʠʤʠʜʞʝʚʘʷ ʨʝʢʣʘʤʘ ʤʦʞʝʪ ʜʘʪʴ ʤʛʥʦʚʝʥʥʳʝ ʨʝʟʫʣʴʪʘʪʳ, 

ʙʣʘʛʦʜʘʨʷ ʠʩʧʦʣʴʟʦʚʘʥʠʶ ʰʠʨʦʢʦʛʦ ʪʝʭʥʦʣʦʛʠʯʝʩʢʦʛʦ ʩʪʝʢʘ, ʯʪʦ ʧʦʟʚʦʣʠʪ ʝʡ ʚʳʡʪʠ ʥʘ ʥʦʚʳʡ 

ʫʨʦʚʝʥʴ ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ ʧʦʪʨʝʙʠʪʝʣʷʤʠ. 

ʉʪʘʪʠʩʪʠʢʘ ʨʳʥʢʘ ʠʤʠʜʞʝʚʦʡ ʠ performance ʨʝʢʣʘʤʳ ʟʘ 2019   

ʉʦʛʣʘʩʥʦ ʜʘʥʥʳʤ IAB, ʢʦʪʦʨʳʝ ʧʨʝʜʩʪʘʚʠʣ ɹʦʨʠʩ ʆʤʝʣʴʥʠʮʢʠʡ, ʧʨʝʟʠʜʝʥʪ IAB Russia,  ʥʘ 2019 

ʛʦʜ ʚ ʈʦʩʩʠʠ ʜʦʣʷ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ ʙʳʣʘ ʚ 4 ʨʘʟʘ ʤʝʥʴʰʝ, ʯʝʤ performance. ɹʦʣʝʝ ʪʦʛʦ, ʚ 

ʈʦʩʩʠʠ ʚ ʧʝʨʚʦʤ ʢʚʘʨʪʘʣʝ 2020 ʛʦʜʘ ʦʥʘ ʫʧʘʣʘ ʜʦ 14%, ʘ ʦʙʲʝʤ performance ʩʦʩʪʘʚʠʣ ʧʦʨʷʜʢʘ 86%. 

ʇʨʠ ʵʪʦʤ ʚ ʦʩʪʘʣʴʥʦʤ ʤʠʨʝ ʠʤʠʜʞʝʚʘʷ ʨʝʢʣʘʤʘ ʥʘʦʙʦʨʦʪ ʥʝʤʥʦʛʦ ʧʨʝʚʘʣʠʨʫʝʪ ʥʘ ʨʳʥʢʝ, 

ʩʦʩʪʘʚʣʷʷ 48% ʠ 46% ʚ ʉʐɸ ʠ ɽʚʨʦʧʝ ʩʦʦʪʚʝʪʩʪʚʝʥʥʦ. 

 2019 ʛʦʜ IAB Russia IAB USA IAB  EU 

ʠʤʠʜʞʝʚʘʷ 

ʨʝʢʣʘʤʘ 
20% 48% 46% 

performance 80% 44% 43,5% 
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ʄʘʨʛʘʨʠʪʘ ʏʘʧʣʳʛʠʥʘ, ʜʠʨʝʢʪʦʨ ʧʦ ʨʘʙʦʪʝ ʩ ʢʣʠʝʥʪʘʤʠ Weborama, ʧʨʝʜʩʝʜʘʪʝʣʴ ʢʦʤʠʪʝʪʘ 

Online Branding ʦʙʦʟʥʘʯʠʣʘ ʢʣʶʯʝʚʳʝ ʪʨʝʥʜʳ, ʢʦʪʦʨʳʝ ʬʦʨʤʠʨʫʶʪ ʜʝʡʩʪʚʠʪʝʣʴʥʦʩʪʴ ʠ 

ʦʢʘʟʳʚʘʶʪ ʥʝʧʦʩʨʝʜʩʪʚʝʥʥʦʝ ʚʣʠʷʥʠʝ ʥʘ ʠʤʠʜʞʝʚʫʶ ʨʝʢʣʘʤʫ. ʉʨʝʜʠ ʥʠʭ ʨʦʩʪ ʤʦʙʠʣʴʥʦʛʦ 

ʠʥʚʝʥʪʘʨʷ ʠ ʚʠʜʝʦ-ʬʦʨʤʘʪʦʚ, ʘʢʪʠʚʥʘʷ ʨʘʙʦʪʘ ʩ ʜʘʥʥʳʤʠ ʠ ʥʦʚʳʤʠ ʧʦʩʪʘʚʱʠʢʘʤʠ ʜʘʥʥʳʭ, ʦʙʱʠʡ 

ʪʨʝʥʜ ʥʘ ʧʝʨʩʦʥʘʣʠʟʘʮʠʶ ʢʦʤʤʫʥʠʢʘʮʠʡ. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʩʝʛʦʜʥʷ ʩʪʨʝʤʷʪʩʷ ʢ ʙʦʣʴʰʝʡ 

ʧʨʦʟʨʘʯʥʦʩʪʠ ʨʘʟʤʝʱʝʥʠʷ ʠ ʠʟʤʝʨʝʥʠʶ ʢʘʯʝʩʪʚʘ ʢʦʥʪʘʢʪʘ ʩʦ ʩʚʦʝʡ ʘʫʜʠʪʦʨʠʝʡ,  ʘ ʪʘʢʞʝ ʫʜʝʣʷʶʪ 

ʦʩʦʙʦʝ ʚʥʠʤʘʥʠʝ ʦʮʝʥʢʝ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʢʘʥʘʣʦʚ ʠ ʠʭ ʚʣʠʷʥʠʶ ʥʘ ʧʦʪʨʝʙʠʪʝʣʴʩʢʦʝ ʧʦʚʝʜʝʥʠʝ. 

 

 

Brandformance, ʢʘʢ ʥʦʚʦʝ ʥʘʧʨʘʚʣʝʥʠʝ ʚ ʨʝʢʣʘʤʥʳʭ ʢʦʤʤʫʥʠʢʘʮʠʷʭ 

ʋʯʘʩʪʥʠʢʠ ʦʙʦʟʥʘʯʠʣʠ, ʯʪʦ ʠʤʠʜʞʝʚʘʷ ʨʝʢʣʘʤʘ ʪʨʘʥʩʬʦʨʤʠʨʫʝʪʩʷ ʚ Brandformance ʥʘʧʨʘʚʣʝʥʠʝ, 

ʧʦʷʚʠʚʰʝʝʩʷ ʥʘ ʩʪʳʢʝ performance-ʤʘʨʢʝʪʠʥʛʘ ʠ ʙʨʝʥʜʠʥʛʘ. 

ʈʘʩʩʤʦʪʨʝʥʥʦʝ ʧʘʜʝʥʠʝ ʙʶʜʞʝʪʦʚ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ ʥʘ ʨʦʩʩʠʡʩʢʦʤ ʨʳʥʢʝ ʯʘʩʪʠʯʥʦ ʤʦʞʝʪ 

ʦʙʲʷʩʥʷʪʴʩʷ ʧʝʨʝʪʝʢʘʥʠʝʤ ʙʶʜʞʝʪʦʚ ʚ performance. 

ɸʜʠʣʷ ʀʣʷʩʦʚʘ, Digital lead GSK Consumer Healthcare, ʦʪʤʝʪʠʣʘ, ʯʪʦ ʫʨʦʚʝʥʴ top-of-mind 

awareness ʚʣʠʷʝʪ ʥʘ ʚʳʙʦʨ ʠ ʧʨʠʥʷʪʠʝ ʨʝʰʝʥʠʷ ʦ ʧʦʢʫʧʢʝ. ɼʣʷ ʝʛʦ ʨʦʩʪʘ ʙʠʟʥʝʩ ʨʝʰʘʝʪ ʨʘʟʥʳʝ 



 

 

 

15 

 

ʚʦʧʨʦʩʳ, ʪʘʢʠʝ ʢʘʢ ʧʦʠʩʢ ʨʝʣʝʚʘʥʪʥʦʡ ʜʣʷ ʧʦʪʨʝʙʠʪʝʣʝʡ ʢʦʤʤʫʥʠʢʘʮʠʠ ʠ ʧʨʘʚʠʣʴʥʦʡ ʩʪʨʘʪʝʛʠʠ 

ʧʨʠʩʫʪʩʪʚʠʷ ʚ ʤʝʜʠʘ. ʇʦʧʫʣʷʨʥʳʡ ʬʦʨʤʘʪ Brandformance ʧʦʟʚʦʣʷʝʪ ʙʘʣʘʥʩʠʨʦʚʘʪʴ ʤʝʞʜʫ 

ʠʤʠʜʞʝʚʦʡ ʠ performance ʨʝʢʣʘʤʦʡ. ʀʤʠʜʞʝʚʫʶ ʨʝʢʣʘʤʫ ʩʣʦʞʥʝʝ ʥʘʩʪʨʦʠʪʴ ʠ ʠʟʤʝʨʠʪʴ ʝʝ 

ʵʬʬʝʢʪ, ʦʜʥʘʢʦ ʦʥʘ ʟʘʤʝʪʥʝʝ ʠ ʝʝ ʧʨʦʱʝ ʤʘʩʰʪʘʙʠʨʦʚʘʪʴ. ɸʥʘʣʠʟ ʢʦʣʠʯʝʩʪʚʝʥʥʳʭ ʠ ʢʘʯʝʩʪʚʝʥʥʳʭ 

ʤʝʪʨʠʢ ʧʦʤʦʛʘʝʪ ʢʦʤʧʘʥʠʠ ʦʧʨʝʜʝʣʠʪʴ ʪʠʧ ʨʝʢʣʘʤʳ ʠ ʢʘʥʘʣʳ, ʥʘ ʢʦʪʦʨʳʭ ʚʘʞʥʦ ʩʬʦʢʫʩʠʨʦʚʘʪʴʩʷ. 

ʉʪʨʝʤʣʝʥʠʝ ʢ ʧʨʦʟʨʘʯʥʦʩʪʠ ʨʘʟʤʝʱʝʥʠʷ ʠ ʠʟʤʝʨʝʥʠʶ ʢʘʯʝʩʪʚʘ ʢʦʥʪʘʢʪʘ 

ɺʝʨʠʬʠʢʘʮʠʷ ʢʘʯʝʩʪʚʘ ʨʘʟʤʝʱʝʥʠʡ ʧʦ ʪʘʢʠʤ ʧʘʨʘʤʝʪʨʘʤ ʢʘʢ ʚʠʜʠʤʦʩʪʴ, ʚʘʣʠʜʥʦʩʪʴ ʪʨʘʬʠʢʘ, 

ʩʦʦʪʚʝʪʩʪʚʠʝ ʪʨʝʙʦʚʘʥʠʷʤ Brand Safety, ʦʩʪʘʝʪʩʷ ʩʪʘʙʠʣʴʥʦʡ ʪʝʥʜʝʥʮʠʝʡ ʨʘʟʚʠʪʠʷ ʠʤʠʜʞʝʚʦʡ 

ʨʝʢʣʘʤʳ. 

ʇʦʩʢʦʣʴʢʫ ʤʝʜʠʡʥʘʷ ʨʝʢʣʘʤʘ - ʯʘʩʪʦ ʵʪʦ ʦʧʣʘʪʘ ʟʘ ʧʦʢʘʟʳ, ʪʦ ʚʘʞʥʦ, ʯʪʦʙʳ ʢʦʥʪʘʢʪ ʧʨʦʠʩʭʦʜʠʣ ʩ 

ʨʝʘʣʴʥʳʤ ʧʦʣʴʟʦʚʘʪʝʣʷʤ, ʙʳʣ ʢʘʯʝʩʪʚʝʥʥʳʤ  ʠ ʫʯʠʪʳʚʘʣ ʥʦʨʤʳ ʙʝʟʦʧʘʩʥʦʩʪʠ ʙʨʝʥʜʘ.  

ʆʮʝʥʢʘ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʢʘʥʘʣʦʚ ʢʦʤʤʫʥʠʢʘʮʠʠ.  

ʇʦ ʤʥʝʥʠʶ ʵʢʩʧʝʨʪʦʚ, ʩʤʦʪʨʷ ʪʦʣʴʢʦ ʥʘ post-click ʧʦʢʘʟʘʪʝʣʠ ʤʝʜʠʡʥʘʷ ʨʝʢʣʘʤʘ ʤʦʞʝʪ ʙʳʪʴ 

ʥʝʜʦʦʮʝʥʝʥʘ. ʀʤʝʥʥʦ post-view ʘʥʘʣʠʪʠʢʘ ʧʦʟʚʦʣʷʝʪ ʢʦʨʨʝʢʪʥʦ ʦʮʝʥʠʪʴ ʚʣʠʷʥʠʝ ʠʤʠʜʞʝʚʦʡ 

ʨʝʢʣʘʤʳ, ʜʝʡʩʪʚʠʝ ʢʦʪʦʨʦʡ ʤʦʞʝʪ ʙʳʪʴ ʦʪʣʦʞʝʥʥʳʤ. 

ʊʘʪʴʷʥʘ ʂʠʟʠʣʦʚʘ, Head of Media Russia and CIS Reckitt Benckiser Healthcare, ʫʪʦʯʥʠʣʘ, ʯʪʦ 

ʩʝʡʯʘʩ ʤʥʦʛʠʝ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʦʪʩʣʝʞʠʚʘʶʪ ʢʦʥʚʝʨʩʠʠ, ʘʪʨʠʙʫʮʠʨʫʶʪ ʚʣʠʷʥʠʝ ʠʤʠʜʞʝʚʦʡ 

ʨʝʢʣʘʤʳ ʥʘ ʙʨʝʥʜ ʤʝʪʨʠʢʠ ʠ ʧʨʦʜʘʞʠ. ɼʘʥʥʘʷ ʦʮʝʥʢʘ ʧʦʤʦʛʘʝʪ ʦʧʨʝʜʝʣʠʪʴ ʨʦʣʴ ʠʤʠʜʞʝʚʦʡ 

ʨʝʢʣʘʤʳ ʚ ʤʝʜʠʘ ʤʠʢʩʘʭ. 

ʆʢʩʘʥʘ ʄʠʪʷʛʠʥʘ, Media and Agency Relations manager JDE, ʩʜʝʣʘʣʘ ʘʢʮʝʥʪ ʥʘ ʪʦʤ, ʯʪʦ ʚʘʞʥʦ 

ʧʦʥʠʤʘʪʴ, ʢʘʢʦʚʘ ʦʪʜʘʯʘ ʦʪ ʠʥʚʝʩʪʠʮʠʡ ʚ ʨʘʤʢʘʭ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ. ɼʣʷ ʵʪʦʛʦ ʥʝʦʙʭʦʜʠʤʘ 

ʧʨʦʟʨʘʯʥʘʷ ʦʮʝʥʢʘ ʵʬʬʝʢʪʠʚʥʦʩʪʠ, ʧʨʠʦʨʠʪʝʟʘʮʠʷ ʚ ʚʳʙʦʨʝ ʢʘʥʘʣʘ ʠ ʬʦʨʤʘʪʘ ʢʦʤʤʫʥʠʢʘʮʠʠ, ʘ 

ʪʘʢʞʝ ʚʳʙʦʨ ʢʦʥʪʝʥʪʘ ʜʣʷ ʧʦʢʘʟʘ ʨʝʢʣʘʤʳ ʠ ʦʧʨʝʜʝʣʝʥʠʝ ʧʨʘʚʠʣʴʥʦʡ ʘʫʜʠʪʦʨʠʠ.  

ɸʢʪʠʚʥʘʷ ʨʘʙʦʪʘ ʜʘʥʥʳʤʠ 

ʈʝʣʝʚʘʥʪʥʳʝ ʪʘʨʛʝʪʠʥʛʠ ʥʘ ʦʩʥʦʚʝ ʜʘʥʥʳʭ ʧʦʟʚʦʣʷʶʪ ʫʚʝʣʠʯʠʪʴ ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʠʤʠʜʞʝʚʦʡ 

ʨʝʢʣʘʤʳ ʠ ʪʦʯʝʯʥʦ ʢʦʤʤʫʥʠʮʠʨʦʚʘʪʴ ʩ ʧʦʪʨʝʙʠʪʝʣʝʤ. 
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ʅʘ ʨʳʥʢʝ ʥʘʙʣʶʜʘʝʪʩʷ ʢʘʢ ʨʦʩʪ ʢʦʣʠʯʝʩʪʚʘ ʥʦʚʳʭ ʧʦʩʪʘʚʱʠʢʦʚ, ʪʘʢ ʠ ʨʦʩʪ ʢʦʣʠʯʝʩʪʚʘ ʨʝʢʣʘʤʥʳʭ 

ʢʘʤʧʘʥʠʡ, ʢʦʪʦʨʳʝ ʧʨʦʭʦʜʷʪ ʥʘ ʜʘʥʥʳʝ ʦʧʝʨʘʪʦʨʦʚ ʬʠʩʢʘʣʴʥʳʭ ʜʘʥʥʳʭ, ʜʘʥʥʳʭ ʨʠʪʝʡʣʝʨʦʚ, 

ʦʧʝʨʘʪʦʨʦʚ ʩʦʪʦʚʳʭ ʠ wi-fi ʩʝʪʝʡ.  

Single ID ʧʦʪʨʝʙʠʪʝʣʷ 

ɹʳʣʘ ʟʘʪʨʦʥʫʪʘ ʪʝʤʘ ʬʦʨʤʠʨʦʚʘʥʠʷ Single ID ʧʦʪʨʝʙʠʪʝʣʷ ʟʘ ʩʯʝʪ ʘʛʨʝʛʘʮʠʠ ʜʘʥʥʳʭ ʠʟ ʨʘʟʥʳʭ 

ʠʩʪʦʯʥʠʢʦʚ. ɺ ʯʘʩʪʥʦʩʪʠ, ʵʪʦ ʠʩʧʦʣʴʟʫʝʪʩʷ ʜʣʷ ʚʳʩʪʨʘʠʚʘʥʠʷ ʝʜʠʥʦʡ ʩʪʨʘʪʝʛʠʠ ʦʤʥʠʢʘʥʘʣʴʥʦʡ 

ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ ʧʦʪʨʝʙʠʪʝʣʝʤ. 

ɼʤʠʪʨʠʡ ɽʛʦʨʦʚ, Chief Digital Officer Havas Media, ʫʚʝʨʝʥ, ʢʦʤʧʘʥʠʷʤ ʥʫʞʥʦ ʚʳʩʪʨʘʠʚʘʪʴ ʠ 

ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʪʴ ʨʘʙʦʪʫ ʩ ʘʫʜʠʪʦʨʥʳʤʠ ʜʘʥʥʳʤʠ. ʀʟ-ʟʘ ʧʦʪʝʥʮʠʘʣʴʥʳʭ ʩʣʦʞʥʦʩʪʝʡ ʩ 

ʠʜʝʥʪʠʬʠʢʘʮʠʝʡ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʚ ʦʥʣʘʡʥ ʩʨʝʜʝ, ʥʝʦʙʭʦʜʠʤʦ ʧʝʨʝʭʦʜʠʪʴ ʥʘ ʨʘʙʦʪʫ ʩ ʪʚʝʨʜʳʤ 

ʧʨʦʬʠʣʝʤ, ʪʘʢʠʤ ʢʘʢ CRM ID. ʕʪʦ ʩʪʘʥʝʪ ʥʘʠʙʦʣʝʝ ʵʬʬʝʢʪʠʚʥʳʤ ʧʦʜʭʦʜʦʤ ʢ ʬʦʨʤʠʨʦʚʘʥʠʶ 

ʝʜʠʥʦʡ ʢʦʤʤʫʥʠʢʘʮʠʠ ʚ ʨʘʟʣʠʯʥʳʭ ʦʥʣʘʡʥ ʠ ʦʬʣʘʡʥ ʢʘʥʘʣʘʭ. 

ʉʝʨʛʝʡ ɽʬʠʤʦʚ, Marketing Technologies Director OMD OM GROUP, ʦʪʤʝʪʠʣ, ʯʪʦ ʪʦʣʴʢʦ 

ʦʤʥʠʢʘʥʘʣʴʥʳʝ ʨʝʢʣʘʤʥʳʝ ʢʘʤʧʘʥʠʠ ʠ ʚʦʟʤʦʞʥʦʩʪʴ ʠʟʤʝʨʷʪʴ ʠ ʫʧʨʘʚʣʷʪʴ ʵʬʬʝʢʪʦʤ ʚ ʢʨʦʩʩ-

ʤʝʜʠʡʥʦʤ ʬʦʨʤʘʪʝ ʙʫʜʫʪ ʜʨʘʡʚʝʨʦʤ ʨʦʩʪʘ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ. 

ʇʝʨʩʦʥʘʣʠʟʘʮʠʷ ʨʝʢʣʘʤʳ 

ɸʫʜʠʪʦʨʠʷ ʩʪʘʥʦʚʠʪʩʷ ʨʘʟʙʦʨʯʠʚʝʝ ʠ ʪʨʝʙʦʚʘʪʝʣʴʥʝʝ ʢ ʨʝʢʣʘʤʝ. ʈʝʢʣʘʤʦʜʘʪʝʣʷʤ ʩʪʘʥʦʚʠʪʩʷ ʚʩʝ 

ʪʨʫʜʥʝʝ ʜʦʩʪʫʯʘʪʴʩʷ ʜʦ ʧʦʪʝʥʮʠʘʣʴʥʳʭ ʢʣʠʝʥʪʦʚ ʙʝʟ ʫʤʥʦʛʦ ʫʧʨʘʚʣʝʥʠʷ ʘʫʜʠʪʦʨʠʝʡ, 

ʩʝʛʤʝʥʪʠʨʦʚʘʥʠʷ, ʨʝʣʝʚʘʥʪʥʦʛʦ ʪʘʨʛʝʪʠʥʛʘ ʠ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʦʡ ʨʝʢʣʘʤʳ. 

ɺ ʩʚʷʟʠ ʩ ʵʪʠʤ ʨʘʩʪʝʪ ʚʥʠʤʘʥʠʝ ʢ DCO-ʠʥʩʪʨʫʤʝʥʪʘʤ (Dynamic Creative Optimization) ʜʣʷ ʘʜʘʧʪʘʮʠʠ 

ʚʠʜʝʦʨʦʣʠʢʦʚ ʠ ʙʘʥʥʝʨʦʚ, ʠ ʢ ʠʥʩʪʨʫʤʝʥʪʘʨʠʶ ʜʣʷ ʧʝʨʩʦʥʘʣʠʟʘʮʠʠ ʢʦʥʪʝʥʪʘ ʩʘʡʪʘ. 

ɽʚʛʝʥʠʡ ɺʦʣʴʥʦʚ, ʈʫʢʦʚʦʜʠʪʝʣʴ ʧʨʦʜʫʢʪʘ Rambler PMP, ʚ ʩʚʦʝʤ ʚʳʩʪʫʧʣʝʥʠʠ ʦʪʤʝʪʠʣ, ʯʪʦ 

ʜʠʥʘʤʠʯʝʩʢʠʝ ʢʨʝʘʪʠʚʳ ʥʫʞʥʦ ʫʣʫʯʰʘʪʴ, ʫʩʣʦʞʥʷʪʴ, ʠ ʜʝʣʘʪʴ ʵʪʠ ʤʝʭʘʥʠʢʠ ʙʦʣʝʝ ʵʬʬʝʢʪʠʚʥʳʤʠ. 

ɺ ʭʦʜʝ ʚʩʪʨʝʯʠ ʙʳʣ ʪʘʢʞʝ ʟʘʪʨʦʥʫʪ ʚʦʧʨʦʩ ʚʣʠʷʥʠʷ ʢʦʨʦʥʘʢʨʠʟʠʩʘ ʥʘ ʢʦʤʤʫʥʠʢʘʮʠʶ 

ʙʨʝʥʜʦʚ ʩ ʧʦʪʨʝʙʠʪʝʣʷʤʠ. 

ɺ ʧʝʨʠʦʜ ʧʘʥʜʝʤʠʠ ʧʨʦʠʟʦʰʣʘ ʜʠʜʞʠʪʘʣʠʟʘʮʠʷ ʥʘʩʝʣʝʥʠʷ. ʅʘ ʧʝʨʚʳʡ ʧʣʘʥ ʚʳʰʝʣ ʩʠʪʫʘʪʠʚʥʳʡ 

ʤʘʨʢʝʪʠʥʛ, ʢʦʛʜʘ ʙʨʝʥʜʳ ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʠʥʬʦʧʦʚʦʜʦʚ ʢʦʨʨʝʢʪʠʨʦʚʘʣʠ ʩʚʦʶ ʩʪʨʘʪʝʛʠʶ 

ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ ʧʦʪʨʝʙʠʪʝʣʷʤʠ. 
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Cʪʘʣʦ ʧʦʥʷʪʥʦ - ʠʤʠʜʞʝʚʘʷ ʨʝʢʣʘʤʘ ʥʝʦʙʭʦʜʠʤʘ, ʯʪʦʙʳ ʧʦʪʨʝʙʠʪʝʣʴ ʧʦʩʣʝ ʠʟʦʣʷʮʠʠ ʚʝʨʥʫʣʩʷ ʢ 

ʙʨʝʥʜʫ. ɺʳʰʣʠ ʚ ʣʠʜʝʨʳ ʪʝ ʨʝʢʣʘʤʦʜʘʪʝʣʠ, ʢʦʪʦʨʳʝ ʧʦʜʩʪʨʦʠʣʠ ʢʦʤʤʫʥʠʢʘʮʠʶ ʧʦʜ ʥʦʚʳʝ ʨʝʘʣʠʠ. 

ɺʣʘʜʠʤʠʨ ʄʦʩʠʥ, ʨʫʢʦʚʦʜʠʪʝʣʴ ʧʨʦʜʫʢʪʦʚ ʚ ʨʝʢʣʘʤʥʳʭ ʪʝʭʥʦʣʦʛʠʷʭ ʗʥʜʝʢʩʘ, ʦʯʝʥʴ ʪʦʯʥʦ 

ʦʭʘʨʘʢʪʝʨʠʟʦʚʘʣ ʪʝʢʫʱʝʝ ʨʘʟʚʠʪʠʝ: ñʂʦʨʦʥʘʚʠʨʫʩ ʜʘʣ ʥʘʤ ʚʦʟʤʦʞʥʦʩʪʴ ʧʦʩʤʦʪʨʝʪʴ ʚ ʙʫʜʫʱʝʝ 

ʠʩʧʦʣʴʟʦʚʘʥʠʷ ʪʝʭʥʦʣʦʛʠʡ ʥʘ ʧʝʨʠʦʜ 3-5 ʣʝʪò. 

ʅʘ ʧʨʠʤʝʨʝ ʬʘʨʤ-ʦʪʨʘʩʣʠ ɸʜʠʣʷ ʀʣʴʷʩʦʚʘ ʦʪʤʝʪʠʣʘ, ʯʪʦ ʚ ʢʦʨʦʥʘʢʨʠʟʠʩ ʦʩʥʦʚʥʘʷ ʟʘʜʘʯʘ 

ʙʨʝʥʜʘ ʥʝ ʧʨʦʩʪʦ ʧʦʢʘʟʘʪʴ ʨʝʢʣʘʤʫ ʥʘ ʨʝʣʝʚʘʥʪʥʫʶ ʘʫʜʠʪʦʨʠʶ. ʅʘʰʘ ʟʘʜʘʯʘ - ʟʘʙʦʪʘ ʦ 

ʧʦʪʨʝʙʠʪʝʣʷʭ, ʚ ʫʩʣʦʚʠʷʭ Covid ʵʪʦ ʚʘʞʥʦ, ʢʘʢ ʥʠʢʦʛʜʘ. ʅʝ ʩʪʦʠʪ ʜʝʣʘʪʴ ʠʟʣʠʰʥʠʡ ʬʦʢʫʩ ʥʘ 

performance: ʟʘʜʘʯʘ ʥʝ ʥʘʚʷʟʳʚʘʪʴ, ʘ ʧʨʝʜʣʘʛʘʪʴ ʪʦʣʴʢʦ ʪʦ, ʯʪʦ ʚ ʯʝʤ ʧʦʪʨʝʙʠʪʝʣʴ ʥʫʞʜʘʝʪʩʷ ʠ 

ʚʳʙʠʨʘʝʪ ʩʘʤʦʩʪʦʷʪʝʣʴʥʦ. 

ɺ ʟʘʢʣʶʯʝʥʠʠ ʚʩʪʨʝʯʠ ʵʢʩʧʝʨʪʳ ʦʪʚʝʪʠʣʠ ʥʘ ʚʦʧʨʦʩ, ʢʘʢʠʤ ʦʥʠ ʚʠʜʷʪ ʙʫʜʫʱʝʝ ʠʤʠʜʞʝʚʦʡ 

ʨʝʢʣʘʤʳ ʚ ʙʣʠʞʘʡʰʠʝ 2-3 ʛʦʜʘ. ɼʝʣʠʤʩʷ ʚʠʜʝʥʠʝʤ ʵʢʩʧʝʨʪʦʚ ʚ ʙʣʠʮ-ʮʠʪʘʪʘʭ:  

ɼʤʠʪʨʠʡ ɼʝʚʷʪʦʚ: 

ñʋʚʠʜʠʤ ʧʦʣʥʦʝ ʩʢʨʝʱʠʚʘʥʠʝ ʙʨʝʥʜʠʥʛ ʠ ʧʝʨʬʦʨʤʘʥʩ ʨʝʢʣʘʤʳ. ʇʣʦʱʘʜʢʘʤ ʙʫʜʝʪ ʚʘʞʥʦ ʜʘʚʘʪʴ 

ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʚʦʟʤʦʞʥʦʩʪʴ ʨʝʘʣʠʟʦʚʘʪʴ ʩʠʥʝʨʛʠʶ ʜʚʫʭ ʥʘʧʨʘʚʣʝʥʠʡ, ʘ ʪʘʢʞʝ ʦʮʝʥʠʚʘʪʴ 

ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʵʪʦʡ ʨʝʢʣʘʤʳò  

ɼʤʠʪʨʠʡ ɽʛʦʨʦʚ: 

çʇʦʩʪʨʦʝʥʠʝ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʦʡ ʢʦʤʤʫʥʠʢʘʮʠʠ ʩʪʘʥʦʚʠʪʩʷ ʚʩʝ ʘʢʪʫʘʣʴʥʝʡ ʠ ʧʦʪʝʥʮʠʘʣʴʥʦ, 

ʚʦʟʤʦʞʥʦʩʪʠ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʭ ʧʣʘʪʬʦʨʤ ʚ ʧʦʣʥʦʡ ʤʝʨʝ ʧʦʟʚʦʣʷʪ ʨʝʰʠʪʴ ʵʪʫ ʟʘʜʘʯʫ ʚʦ ʚʩʝʭ 

ʢʘʥʘʣʘʭ / ʬʦʨʤʘʪʘʭ ʚ ʪʝʯʝʥʠʝ ʥʝʩʢʦʣʴʢʠʭ ʣʝʪ. ɼʦʧʦʣʥʠʪʝʣʴʥʦ ʚ ʙʫʜʫʱʝʤ ʬʦʨʤʘʪʳ ʤʦʛʫʪ ʙʳʪʴ 

ʦʙʦʛʘʱʝʥʳ ʨʘʟʣʠʯʥʳʤʠ ʵʣʝʤʝʥʪʘʤʠ ʜʦʧʦʣʥʝʥʥʦʡ ʨʝʘʣʴʥʦʩʪʠ ʠ ʙʦʣʝʝ ʩʣʦʞʥʳʤʠ ʠʥʪʝʨʘʢʪʠʚʥʳʤʠ 

ʤʝʭʘʥʠʢʘʤʠè. 

ʉʝʨʛʝʡ ɽʬʠʤʦʚ: 

ñʊʨʠ ʢʣʶʯʝʚʳʭ ʩʣʦʚʘ ʙʫʜʫʱʝʛʦ: ʦʤʥʠʢʘʥʘʣʴʥʦʩʪʴ, ʚʠʜʝʦ, ʛʠʙʢʦʩʪʴò 

ʄʘʨʠʷ ɸʨʢʘʥʥʠʢʦʚʘ: 

 ñʉʠʪʫʘʪʠʚʥʳʡ ʤʘʨʢʝʪʠʥʛ, ʨʝʣʝʚʘʥʪʥʦʩʪʴ ʠ ʧʝʨʩʦʥʘʣʠʟʘʮʠʷ ʨʝʢʣʘʤʳò 
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ʆʢʩʘʥʘ ʄʠʪʷʛʠʥʘ: 

ñɺʳʭʦʜ ʪʝʭʥʦʣʦʛʠʡ ʥʘ ʥʦʚʳʡ ʫʨʦʚʝʥʴ ʨʘʟʚʠʪʠʷ ʜʣʷ ʙʦʣʝʝ ʢʦʤʧʣʝʢʩʥʦʡ ʦʮʝʥʢʠ ʵʬʬʝʢʪʠʚʥʦʩʪʠ 

ʢʘʞʜʦʛʦ ʢʘʥʘʣʘ ʢʦʤʤʫʥʠʢʘʮʠʠò 

ʊʘʪʴʷʥʘ ʂʠʟʠʣʦʚʘ: 

"ʂʦʛʜʘ ʢʫʢʠ ʟʘʙʣʦʢʠʨʫʶʪ, ʪʦ ʥʘ ʧʝʨʚʳʡ ʧʣʘʥ ʤʦʞʝʪ ʚʳʡʪʠ ʢʦʥʪʝʥʪʥʳʡ ʪʘʨʛʝʪʠʥʛ, ʢʦʥʝʯʥʦ, ʙʦʣʝʝ 

ʧʨʦʜʚʠʥʫʪʳʡ, ʯʝʤ ʨʘʥʝʝò 

ɽʚʛʝʥʠʡ ɺʦʣʴʥʦʚ: 

ñɺʩʝ ʢʨʝʘʪʠʚʳ ʙʫʜʫʪ ʦʙʦʛʘʱʘʪʴʩʷ ʩ ʪʦʯʢʠ ʟʨʝʥʠʷ ʧʝʨʬʦʤʘʥʩ ʩʦʩʪʘʚʣʷʶʱʝʡ, ʜʦʙʘʚʣʝʥʠʷ ʬʫʥʢʮʠʡ 

ʜʣʷ ʨʠʪʝʡʣʝʨʦʚ. ʌʦʢʫʩ ʥʘ ʥʘʪʠʚʥʦʩʪʴ ʠ ʧʝʨʩʦʥʘʣʠʟʘʮʠʶò 

ʀʨʠʥʘ ɿʘʙʦʣʫʝʚʘ: 

ñMail.ru Group ʧʨʦʜʦʣʞʠʪ ʨʘʟʚʠʚʘʪʴ ʵʢʦʩʠʩʪʝʤʫ ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʨʝʰʝʥʠʡ, ʢʦʪʦʨʳʝ ʧʦʤʦʛʫʪ ʙʨʝʥʜʘʤ 

ʨʝʰʘʪʴ ʠʤʠʜʞʝʚʳʝ ʠ performance-ʟʘʜʘʯʠ ʠ ʚ ʦʥʣʘʡʥʝ, ʠ ʚ ʦʬʣʘʡʥʝ. ɺʘʞʥʳʡ ʧʨʠʦʨʠʪʝʪ ʜʣʷ ʥʘʩ ʚ 

ʪʦʤ, ʯʪʦ ʚʩʝ ʨʝʰʝʥʠʷ ʜʦʣʞʥʳ ʙʳʪʴ ʠʟʤʝʨʠʤʳʤʠ ʠ ʧʨʦʟʨʘʯʥʳʤʠ ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡò.  

ɺʣʘʜʠʤʠʨ ʄʦʩʠʥ: 

ñʅʝ ʩʣʫʯʠʪʩʷ ʪʦʪʘʣʴʥʦʡ ʨʝʚʦʣʶʮʠʠ ʚ ʤʘʨʢʝʪʠʥʛʝ. ʌʫʥʜʘʤʝʥʪ, ʦ ʢʦʪʦʨʦʤ ʤʳ ʩʝʡʯʘʩ ʛʦʚʦʨʠʤ - 

ʜʦʚʝʨʠʝ, ʥʘʜʝʞʥʦʩʪʴ ʚʳʯʠʩʣʝʥʠʡ, ʧʨʦʟʨʘʯʥʦʩʪʴ, - ʩʪʘʥʫʪ ʙʘʟʦʚʳʤ ʫʨʦʚʥʝʤ ʙʫʜʫʱʠʭ ʨʝʰʝʥʠʡ. 

 ʊʝʭʥʦʣʦʛʠʠ ʙʫʜʫʪ ʧʨʠʤʝʥʷʪʴʩʷ, ʪʘʤ ʛʜʝ ʠʭ ʩʝʡʯʘʩ ʥʝʪ. ʉ ʧʦʤʦʱʴʶ ʤʘʰʠʥʥʦʛʦ ʦʙʫʯʝʥʠʷ ʤʦʞʥʦ 

ʙʫʜʝʪ ʧʨʦʩʯʠʪʳʚʘʪʴ ʠ Brand Lift, ʠ ʨʦʩʪ ʧʨʦʮʝʥʪʥʳʭ ʧʫʥʢʪʦʚ ʧʨʦʜʘʞ, ʧʨʦʚʦʜʠʪʴ ʤʦʜʝʣʠʨʦʚʘʥʠʝ 

ʜʨʫʛʠʭ ʤʝʪʨʠʢò. 

 

ʇʫʪʴ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ ʚ ʈʦʩʩʠʠ ʙʫʜʝʪ ʩʫʱʝʩʪʚʝʥʥʦ ʦʪʣʠʯʘʪʴʩʷ ʦʪ ʤʠʨʦʚʦʛʦ. ʋʞʝ ʩʝʡʯʘʩ ʚʠʜʝʥ 

ʨʘʟʨʳʚ ʤʝʞʜʫ ʙʶʜʞʝʪʘʤʠ ʥʘ ʙʨʝʥʜʠʥʛ ʠ performance. ʉʤʦʞʝʪ ʣʠ ʦʥ ʩʦʢʨʘʪʠʪʴʩʷ -  ʧʦʢʘʞʝʪ 

ʩʪʘʪʠʩʪʠʢʘ 2021 ʛʦʜʘ, ʛʜʝ ʤʳ ʙʫʜʝʤ ʨʘʩʩʤʘʪʨʠʚʘʪʴ ʧʦʩʣʝʜʩʪʚʠʷ ʪʷʞʝʣʦʛʦ, ʵʢʩʧʝʨʠʤʝʥʪʘʣʴʥʦʛʦ ʠ 

ʧʨʦʜʫʢʪʠʚʥʦʛʦ ʜʣʷ ʨʝʢʣʘʤʥʦʛʦ ʙʠʟʥʝʩʘ ʛʦʜʘ.  
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ʂʦʨʦʥʘʢʨʠʟʠʩ ʧʦʢʘʟʘʣ, ʯʪʦ ʠʤʠʜʞʝʚʘʷ ʨʝʢʣʘʤʘ ʥʝ ʪʝʨʷʝʪ ʩʚʦʡ ʩʪʘʪʫʩ ʠ ʘʢʪʫʘʣʴʥʦʩʪʴ, ʢʦʛʜʘ ʨʳʥʦʢ 

ʥʘʭʦʜʠʪʩʷ ʚ ʩʦʩʪʦʷʥʠʠ ʪʫʨʙʫʣʝʥʪʥʦʩʪʠ ʠ ʩʥʠʞʘʝʪʩʷ ʧʦʢʫʧʘʪʝʣʴʩʢʘʷ ʩʧʦʩʦʙʥʦʩʪʴ. ɺ ʪʘʢʠʝ ʤʦʤʝʥʪʳ 

ʜʦʣʛʦʩʨʦʯʥʘʷ ʩʪʨʘʪʝʛʠʷ ʧʦ ʬʦʨʤʠʨʦʚʘʥʠʶ ʣʦʷʣʴʥʦʩʪʠ ʧʦʪʨʝʙʠʪʝʣʝʡ ʢ ʙʨʝʥʜʫ ʧʦʜʭʦʜʠʪ ʜʣʷ 

ʨʝʰʝʥʠʷ ʪʝʢʫʱʠʭ ʟʘʜʘʯ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ. ɺ ʩʦʚʦʢʫʧʥʦʩʪʠ ʩ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ data-driven ʧʦʜʭʦʜʘ, 

performance-ʩʦʪʘʚʣʷʶʱʠʭ ʚ ʢʨʝʘʪʠʚʘʭ, ʥʦʚʳʭ ʤʝʪʦʜʦʣʦʛʠʡ ʠ ʠʥʩʪʨʫʤʝʥʪʦʚ - ʤʦʞʥʦ ʪʦʯʥʦ ʩʢʘʟʘʪʴ, 

ʯʪʦ ʫ ʠʤʠʜʞʝʚʦʡ ʨʝʢʣʘʤʳ ʝʩʪʴ ʧʦʪʝʥʮʠʘʣ ʠ ʜʣʷ ʝʛʦ ʨʘʟʚʠʪʠʷ ʝʩʪʴ ʚʩʝ ʧʨʝʜʧʦʩʳʣʢʠ. 

ʆʟʥʘʢʦʤʠʪʴʩʷ ʩ ʧʦʣʥʦʡ ʚʝʨʩʠʝʡ ʦʥʣʘʡʥ-ʜʠʩʢʫʩʩʠʠ 

 

ɿɸʑʀʊɸ ɼɸʅʅʓʍ ..ééé...ééééééééééééééééééééééé 

Real solutions for cookieless targeting 

https://www.smartbrief.com/original/2020/07/real-solutions-cookieless-targeting?utm_source=brief 

Targeting will be much harder for brands as third-party cookies begin to wane. Advertisers will have to 

start looking to publishers, first-party data providers and technologies like machine learning to build robust 

new solutions. 

In this new era of digital marketing and advertising, publishers get to take back some control as they hold 

the keys to their user data. Publishers know their site visitors, especially those who frequent their content. 

However, there will be new challenges ahead, particularly for smaller publishers who may have deep, 

niche audiences, but not the reach and scale of their larger peers. 

At the same time, new technologies are emerging and older solutions are taking on a new sheen. Even as 

big players in ad tech are developing new ways to identify and learn more about consumer audiences, 

older techniques like contextual targeting are taking their moment in the spotlight. 

Contextual targeting 

Before the industry embraced audience targeting, contextual was our most relied-upon method for 

reaching customers. Context always seemed like a dependable proxy for behavior. If your brand is known 

for running shoes and apparel, make sure your ads surface in an article about running. If you sell high-end 

cooking and bakeware, advertise against content that features recipes or cooking tips. 

https://www.youtube.com/watch?v=EKBRMEL8VTI&t=2768s
https://www.smartbrief.com/original/2020/07/real-solutions-cookieless-targeting?utm_source=brief
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However, thereôs a reason that cookies ultimately outshone contextual targeting. Marketers are able to tell 

so much more about the buyer and where they are in their journey with the information tied to a cookie. 

Contextual simply cannot provide the same level of insight. 

We cannot reliably infer that a customer is actually ready to buy sneakers because theyôre reading about 

running ï they may be a runner and have several pairs already. They may be researching on behalf of a 

friend or partner. They may have only briefly skimmed the page, lingering for just a moment in route to 

another online destination. Without cookies, itôs hard to know for certain. 

First-party data 

For larger publishers, first-party data sources will be the silver bullet. If we can no longer use cookies to 

identify and track users, the IAB suggests that email addresses or mobile numbers will be the next best 

thing. This is great news for websites that are either large enough to request a login for access to content 

or support newsletters and frequent communication via email or other mechanics ï think sites like 

NYTimes.com or ESPN.com ï as well as large networks of sites. 

When users enter, publishers can easily obtain consent and track user behavior for as long as they remain 

logged into the site. The benefit is enormous for Google, Facebook, NYT, ESPN, Time Inc. and other large 

publisher networks and social media platforms. 

For smaller sites, the benefit is harder to realize, but not impossible. These sites may have loyal users 

who visit often and consume a lot of content. Their interests may be niche and desirable to brands. 

However, they may not have the troves of data, the scale or the reach of larger brands, and may, therefore, 

have to join a group/consortium ï or form their own ï to stay profitable. 

For many publishers, particularly those who donôt rely on registered users, the best option will be to find a 

first-party data partner. Matching your own audience data with opt-in, first-party data from a partner, and 

from brand advertisers with registered users will create a clean and reliable database ï but it will require 

a lot of customer data and machine learning to build models for matching profiles, manage accuracy for 

audience extension, look-alikes, to make it work. 

The more data, the more effective artificial intelligence and machine learning will be in ensuring unique 

and useful data. Taking this approach will eliminate duplication by looking at behavior, IP addresses and 

mobile IDs and making sure similar profiles are assigned to the right users. 

This will also make certain everyone is assigning the same descriptions to different profiles ï in other 

words, your description of a ñrunning enthusiastò and your advertisersô will be the same. There are several 

https://digiday.com/media/iab-looking-first-party-data-replace-cookies-small-publishers-may-lose/
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tech companies looking at new ways to identify and follow prospects, including using mobile IDs and 

hashed email addresses as a new industry standard. 

Meanwhile, all of these new innovations present privacy concerns, and the W3C has been endeavoring to 

address those. Googleôs TURTLEDOVE represents a new privacy framework wherein the intelligence of 

RTB auctions occurs within the browser, rather than on servers run by supply-side platforms, exchanges 

or publishers. Criteo has introduced another technology, called SPARROW, that builds on Googleôs 

proposal - but all of these are still in the discussion stages as the industry decides where to go next. 

Life without cookies will be challenging, but publishers and marketers have survived so many other industry 

upheavals, we can be confident theyôll power through this one, as well. Necessity, after all, is the mother 

of invention, and our industry is certainly known for its innovation and inventiveness. The death of the 

cookies is likely to result in the rise of something even more effective, more respectful of the user and 

more beneficial to the entire ecosystem. 

 

BRAND SAFETY é..ééé...ééééééééééééééééééééééé 

ʋʯʘʩʪʥʠʢʠ ʢʘʤʧʘʥʠʠ ʧʨʦʪʠʚ ʨʝʢʣʘʤʳ ʚ Facebook ʧʨʠʟʳʚʘʶʪ ʢ ʙʦʡʢʦʪʫ 

ʝʚʨʦʧʝʡʩʢʠʝ ʙʨʝʥʜʳ 

çʆʪʩʫʪʩʪʚʠʝ ʧʦ-ʥʘʩʪʦʷʱʝʤʫ ʛʣʦʙʘʣʴʥʦʛʦ ʦʪʢʣʠʢʘ ʥʘ ʘʢʮʠʶ ñʦʙʦʜʨʠʣʦò ʨʫʢʦʚʦʜʩʪʚʦ ʩʦʮʩʝʪʠè 

https://www.sostav.ru/publication/uchastniki-kampanii-protiv-reklamy-v-facebook-prizyvayut-k-bojkotu-

evropejskie-brendy-44149.html 

ʋʯʘʩʪʥʠʢʠ ʢʘʤʧʘʥʠʠ Stop Hate for Profit, ʢʦʪʦʨʳʝ ʚʳʩʪʫʧʘʶʪ ʧʨʦʪʠʚ ʨʝʢʣʘʤʳ ʚ Facebook, ʧʨʠʟʳʚʘʶʪ 

ʝʚʨʦʧʝʡʩʢʠʝ ʙʨʝʥʜʳ ʧʨʠʩʦʝʜʠʥʠʪʴʩʷ ʢ ʙʦʡʢʦʪʫ ʧʣʘʪʬʦʨʤʳ. ʆʙ ʵʪʦʤ ʧʠʰʝʪ The Guardian. 

ʇʨʠʟʳʚʳ ʦʙʲʷʩʥʷʶʪʩʷ ʦʪʢʘʟʦʤ ʦʩʥʦʚʘʪʝʣʷ Facebook ʄʘʨʢʘ ʎʫʢʝʨʙʝʨʛʘ ʧʨʠʟʥʘʪʴ ʚʣʠʷʥʠʝ 

ʢʘʤʧʘʥʠʠ ʥʘ ʙʠʟʥʝʩ. ɻʣʘʚʘ ʩʦʮʩʝʪʠ ʩʯʠʪʘʝʪ, ʯʪʦ ʙʦʡʢʦʪ ʩʢʦʨʦ ʟʘʚʝʨʰʠʪʩʷ; ʦʥ ʟʘʷʚʠʣ ʦʙ ʵʪʦʤ 

ʥʘ ʚʩʪʨʝʯʝ ʩ ʩʦʪʨʫʜʥʠʢʘʤʠ, ʧʠʰʝʪ The Information. 

ʉʫʱʝʩʪʚʫʝʪ çʦʯʝʥʴ ʚʝʩʢʠʡ ʘʨʛʫʤʝʥʪè ʚ ʧʦʣʴʟʫ ʪʦʛʦ, ʯʪʦ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʜʦʣʞʥʳ ʙʦʡʢʦʪʠʨʦʚʘʪʴ 

Facebook ʚ ɽʚʨʦʧʝ, ʩʯʠʪʘʝʪ ʛʣʘʚʘ ʙʨʠʪʘʥʩʢʦʛʦ ʎʝʥʪʨʘ ʧʨʦʪʠʚʦʜʝʡʩʪʚʠʷ ʮʠʬʨʦʚʦʡ ʥʝʥʘʚʠʩʪʠ 

(Center for Countering Digital Hate, CCDH) ʀʤʨʘʥ ɸʭʤʝʜ. çʗ ʜʫʤʘʶ, ʚ ʉʐɸ ʚʦʧʨʦʩ ʦ ʨʦʣʠ Facebook 

ʚ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʠ ʥʝʥʘʚʠʩʪʠ ʷʚʣʷʝʪʩʷ ʠʩʢʣʶʯʠʪʝʣʴʥʦ ʧʦʣʠʪʠʯʝʩʢʠʤ. ʅʦ ʚ ɽʚʨʦʧʝ 

https://www.adexchanger.com/online-advertising/criteos-sparrow-proposal-marks-ad-techs-venture-into-privacy-sandboxes-and-w3c/
https://www.adexchanger.com/online-advertising/criteos-sparrow-proposal-marks-ad-techs-venture-into-privacy-sandboxes-and-w3c/
https://www.adexchanger.com/online-advertising/criteos-sparrow-proposal-marks-ad-techs-venture-into-privacy-sandboxes-and-w3c/
https://www.sostav.ru/publication/uchastniki-kampanii-protiv-reklamy-v-facebook-prizyvayut-k-bojkotu-evropejskie-brendy-44149.html
https://www.sostav.ru/publication/uchastniki-kampanii-protiv-reklamy-v-facebook-prizyvayut-k-bojkotu-evropejskie-brendy-44149.html
https://www.theguardian.com/technology/2020/jul/06/extend-us-facebook-boycott-europe-campaigners-urge-mark-zuckerberg
https://www.theinformation.com/articles/zuckerberg-tells-facebook-staff-he-expects-advertisers-to-return-soon-enough?shared=55fd71efc87f385e
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ʦʥ ʦʙʱʝʧʨʠʟʥʘʥ ʩʦ ʚʩʝʭ ʩʪʦʨʦʥ ʢʘʢ ʩʝʨʴʝʟʥʘʷ ʧʨʦʙʣʝʤʘè, ð ʩʢʘʟʘʣ ʦʥ. ɹʦʣʴʰʠʥʩʪʚʦ ʦʧʨʦʩʦʚ 

ʧʦʢʘʟʳʚʘʝʪ, ʯʪʦ ʚ ɽʚʨʦʧʝ ʝʱʝ ʩʠʣʴʥʝʝ ʩʪʨʝʤʷʪʩʷ ʧʨʠʚʣʝʯʴ ʧʣʘʪʬʦʨʤʫ ʢ ʦʪʚʝʪʩʪʚʝʥʥʦʩʪʠ 

ʟʘ ʨʘʟʞʠʛʘʥʠʝ ʥʝʥʘʚʠʩʪʠ ʠ ʜʝʟʠʥʬʦʨʤʘʮʠʶ, ʟʘʷʚʠʣ ɸʭʤʝʜ. 

ʆʪʩʫʪʩʪʚʠʝ ʧʦ-ʥʘʩʪʦʷʱʝʤʫ ʛʣʦʙʘʣʴʥʦʛʦ ʦʪʢʣʠʢʘ ʥʘ ʢʘʤʧʘʥʠʶ çʦʙʦʜʨʠʣʦè ʨʫʢʦʚʦʜʩʪʚʦ Facebook, 

ʦʪʤʝʯʘʝʪ The Guardian. ʎʫʢʝʨʙʝʨʛ ʩʢʘʟʘʣ ʩʦʪʨʫʜʥʠʢʘʤ, ʯʪʦ ʨʘʩʩʤʘʪʨʠʚʘʝʪ ʩʠʪʫʘʮʠʶ ʢʘʢ PR-

ʧʨʦʙʣʝʤʫ, ʘ ʥʝ ʩʝʨʴʝʟʥʫʶ ʫʛʨʦʟʫ, ʠ ʥʝ ʩʦʙʠʨʘʝʪʩʷ ʛʦʪʦʚʠʪʴ ʢʘʢʦʡ-ʪʦ ʩʝʨʴʝʟʥʳʡ ʦʪʚʝʪ. 

çʄ  rʥʝ ʙʫʜʝʤ ʤʝʥʷʪʴ ʥʘʰʫ ʧʦʣʠʪʠʢʫ ʠʣʠ ʧʦʜʭʦʜ ʢ ʯʝʤʫ-ʣʠʙʦ ʠʟ-ʟʘ ʫʛʨʦʟʳ ʥʝʙʦʣʴʰʦʤʫ ʧʨʦʮʝʥʪʫ 

ʥʘʰʝʛʦ ʜʦʭʦʜʘ. ʀʣʠ ʣʶʙʦʤʫ ʧʨʦʮʝʥʪʫ ʥʘʰʝʛʦ ʜʦʭʦʜʘ. ʗ ʧʨʝʜʧʦʣʘʛʘʶ, ʯʪʦ ʚʩʝ ʵʪʠ ʨʝʢʣʘʤʦʜʘʪʝʣʠ 

ʩʢʦʨʦ ʚʝʨʥʫʪʩʷ ʥʘ ʧʣʘʪʬʦʨʤʫè, ð ʟʘʷʚʠʣ ʛʣʘʚʘ Facebook. 

ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʜʦʣʞʥʳ ʫʙʝʜʠʪʴʩʷ, ʯʪʦ ʠʭ ʩʦʦʙʱʝʥʠʷ ʧʨʦʟʨʘʯʥʳ ʠ ʧʦʥʷʪʥʳ, ʛʦʚʦʨʠʪ ɸʭʤʝʜ. çɽʩʣʠ 

ʚ  rð ʢʨʫʧʥʘʷ ʢʦʤʧʘʥʠʷ ʠ ʧʨʝʢʨʘʱʘʝʪʝ ʨʝʢʣʘʤʫ ʚ ʉʐɸ, ʥʦ ʥʝ ʚ ʦʩʪʘʣʴʥʦʤ ʤʠʨʝ, ʵʪʦ ʩʪʘʚʠʪ ʧʦʜ 

ʩʦʤʥʝʥʠʝ ʚʘʰʫ ʧʨʠʚʝʨʞʝʥʥʦʩʪʴè, ð ʩʯʠʪʘʝʪ ʛʣʘʚʘ CCDH. 

ʇʨʠʟʳʚ ɸʭʤʝʜʘ ʧʨʦʟʚʫʯʘʣ ʧʦʩʣʝ ʪʦʛʦ, ʢʘʢ 37 ʙʨʠʪʘʥʩʢʠʭ ʙʣʘʛʦʪʚʦʨʠʪʝʣʴʥʳʭ ʦʨʛʘʥʠʟʘʮʠʡ, ʚ ʪʦʤ 

ʯʠʩʣʝ Barnardo, Mind ʠ Parkinson UK, ʧʨʠʛʨʦʟʠʣʠ ʫʤʝʨʠʪʴ ʨʘʩʭʦʜʳ ʥʘ ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ, ʝʩʣʠ 

Facebook ʠ ʜʨʫʛʠʝ ʧʣʘʪʬʦʨʤʳ ʥʝ ʨʘʟʙʝʨʫʪʩʷ ʩ ʨʘʟʞʠʛʘʥʠʝʤ ʥʝʥʘʚʠʩʪʠ, ʜʦʙʘʚʣʷʝʪ ʠʟʜʘʥʠʝ. 

ʈʘʥʝʝ ʩʪʘʣʦ ʠʟʚʝʩʪʥʦ, ʯʪʦ ʢ ʙʦʡʢʦʪʫ ʧʨʠʩʦʝʜʠʥʠʣʩʷ ʉʦʚʝʪ ʨʘʚʚʠʥʦʚ ɽʚʨʦʧʳ. ʂʘʤʧʘʥʠʷ ʧʨʦʪʠʚ 

Facebook ʥʘʯʘʣʘʩʴ ʚ ʢʦʥʮʝ ʠʶʥʷ. ʇʦʩʪʝʧʝʥʥʦ ʢ ʥʝʡ ʧʨʠʩʦʝʜʠʥʠʣʠʩʴ ʢʨʫʧʥʳʝ ʘʤʝʨʠʢʘʥʩʢʠʝ 

ʙʨʝʥʜʳ. ʎʫʢʝʨʙʝʨʛ ʩʦʛʣʘʩʠʣʩʷ ʚʩʪʨʝʪʠʪʴʩʷ ʩ ʦʨʛʘʥʠʟʘʪʦʨʘʤʠ ʘʢʮʠʠ. ʋʯʘʩʪʥʠʢʠ ʜʚʠʞʝʥʠʷ ʩʯʠʪʘʶʪ, 

ʯʪʦ Facebook ʥʝʜʦʩʪʘʪʦʯʥʦ ʙʦʨʝʪʩʷ ʩ ʥʝʥʘʚʠʩʪʥʠʯʝʩʢʠʤʠ ʚʳʩʢʘʟʳʚʘʥʠʷʤʠ ʠ ʨʘʩʠʟʤʦʤ. 

 

ʆʨʛʘʥʠʟʘʪʦʨʳ ʨʝʢʣʘʤʥʦʛʦ ʙʦʡʢʦʪʘ Facebook ʥʘʟʚʘʣʠ ʚʩʪʨʝʯʫ ʩ ʎʫʢʝʨʙʝʨʛʦʤ 

çʨʘʟʦʯʘʨʦʚʳʚʘʶʱʝʡè 

çʄʳ ʦʞʠʜʘʣʠ ʢʦʥʢʨʝʪʥʳʭ ʜʝʪʘʣʝʡ, ʥʦ ʠʭ ʤʳ ʥʝ ʫʩʣʳʰʘʣʠè 

https://www.sostav.ru/publication/organizatory-reklamnogo-bojkota-facebook-nazvali-vstrechu-s-

tsukerbergom-razocharovyvayushchej-44184.html 

ʆʨʛʘʥʠʟʘʪʦʨʳ ʨʝʢʣʘʤʥʦʛʦ ʙʦʡʢʦʪʘ Facebook ʟʘʷʚʠʣʠ, ʯʪʦ ʚʩʪʨʝʯʘ ʩ ʦʩʥʦʚʘʪʝʣʝʤ ʩʦʮʩʝʪʠ ʄʘʨʢʦʤ 

ʎʫʢʝʨʙʝʨʛʦʤ ʠʭ ʨʘʟʦʯʘʨʦʚʘʣʘ. ʆʙ ʵʪʦʤ ʩʦʦʙʱʘʝʪ CNBC ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʫʯʘʩʪʥʠʢʘ ʩʦʙʨʘʥʠʷ, 

ʠʩʧʦʣʥʠʪʝʣʴʥʦʛʦ ʜʠʨʝʢʪʦʨʘ Color Of Change ʈʘʰʘʜʘ ʈʦʙʠʥʩʦʥʘ. 

https://www.sostav.ru/publication/k-bojkotu-facebook-prisoedinilsya-sovet-ravvinov-evropy-44139.html
https://www.sostav.ru/publication/amerikanskie-reklamodateli-bojkotiruyut-facebook-iz-za-vyskazyvanij-nenavisti-v-sotsseti-43984.html
https://www.sostav.ru/publication/brendy-massovo-bojkotiruyut-reklamu-v-facebook-44052.html
https://www.sostav.ru/publication/tsukerberg-soglasilsya-vstretitsya-s-organizatorami-reklamnogo-bojkota-44104.html
https://www.sostav.ru/publication/organizatory-reklamnogo-bojkota-facebook-nazvali-vstrechu-s-tsukerbergom-razocharovyvayushchej-44184.html
https://www.sostav.ru/publication/organizatory-reklamnogo-bojkota-facebook-nazvali-vstrechu-s-tsukerbergom-razocharovyvayushchej-44184.html
https://www.cnbc.com/2020/07/07/leaders-of-facebook-ad-boycott-no-commitment-to-action-from-execs.html
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ʉʪʦʨʦʥʳ ʦʙʱʘʣʠʩʴ ʯʫʪʴ ʙʦʣʝʝ ʯʘʩʘ. çɺʩʪʨʝʯʘ, ʢʦʪʦʨʫʶ ʤ  rʪʦʣʴʢʦ ʯʪʦ ʧʦʢʠʥʫʣʠ, ʩʪʘʣʘ 

ʨʘʟʦʯʘʨʦʚʘʥʠʝʤ, ð ʩʢʘʟʘʣ ʈʦʙʠʥʩʦʥ ʧʦʩʣʝ ʩʦʙʨʘʥʠʷ. ð ʆʥʠ [ʨʫʢʦʚʦʜʩʪʚʦ Facebook] ʧʨʠʰʣʠ, 

ʦʞʠʜʘʷ ʧʦʣʫʯʠʪʴ ʚʳʩʰʠʡ ʙʘʣʣ ʟʘ ʩʚʦʝ ʧʨʠʩʫʪʩʪʚʠʝè. 

ʈʫʢʦʚʦʜʠʪʝʣʴ ADL ɼʞʦʥʘʪʘʥ ɻʨʠʥʙʣʘʪʪ ʟʘʷʚʠʣ, ʯʪʦ ʧʨʘʚʦʟʘʱʠʪʥʠʢʠ ʥʘ ʚʩʪʨʝʯʝ ʧʨʝʜʲʷʚʠʣʠ ʜʝʩʷʪʴ 

ʪʨʝʙʦʚʘʥʠʡ, ʩʪʦʨʦʥʳ ʦʙʩʫʜʠʣʠ ʠʭ, ʥʦ ʚ Facebook ʥʝ ʦʙʷʟʘʣʠʩʴ ʠʭ ʚʳʧʦʣʥʠʪʴ ʠ ʥʝ ʜʘʣʠ ʥʠʢʘʢʦʡ 

ʠʥʬʦʨʤʘʮʠʠ ʦ ʩʨʦʢʘʭ ʠʣʠ ʤʝʨʘʭ. çʄʳ ʦʞʠʜʘʣʠ ʢʦʥʢʨʝʪʥʳʭ ʜʝʪʘʣʝʡ, ʥʦ ʠʭ ʤʳ ʥʝ ʫʩʣʳʰʘʣʠè, ð 

ʜʦʙʘʚʠʣ ɻʨʠʥʙʣʘʪʪ. 

çɺʩʸ, ʯʪʦ ʄʘʨʢ ʜʦʣʞʝʥ ʩʜʝʣʘʪʴ, ʚʩʸ, ʯʪʦ Facebook ʜʦʣʞʥʘ ʩʜʝʣʘʪʴ ð ʨʘʟ ʠ ʥʘʚʩʝʛʜʘ ʩʢʘʟʘʪʴ: 

çʙʝʣʦʝ ʧʨʝʚʦʩʭʦʜʩʪʚʦ, ʨʘʩʠʟʤ, ʘʥʪʠʩʝʤʠʪʠʟʤ, ʥʝʥʘʚʠʩʪʴ ʧʦ ʦʪʥʦʰʝʥʠʶ ʢ ʤʫʩʫʣʴʤʘʥʘʤ, 

ʢʩʝʥʦʬʦʙʠʷ ʜʦʣʞʥʳ ʧʨʝʢʨʘʪʠʪʴʩʷ ʨʘʟ ʠ ʥʘʚʩʝʛʜʘ, ʠ ʪʝʧʝʨʴ ʦʥʠ ʧʨʝʢʨʘʱʘʶʪʩʷèè, ð ʛʦʚʦʨʠʪ ʛʣʘʚʘ 

ADL. 

ʆʜʥʘ ʠʟ ʨʫʢʦʚʦʜʠʪʝʣʝʡ ʦʨʛʘʥʠʟʘʮʠʠ Free Press ɼʞʝʩʩʠʢʘ ɻʦʥʩʘʣʝʩ ʩʯʠʪʘʝʪ, ʯʪʦ ʚʩʪʨʝʯʘ ʙʳʣʘ ʜʣʷ 

ʪʦʧ-ʤʝʥʝʜʞʤʝʥʪʘ ʩʦʮʩʝʪʠ ʥʝ ʙʦʣʝʝ, ʯʝʤ çʫʧʨʘʞʥʝʥʠʝʤ ʚ PRè. çʗ ʛʣʫʙʦʢʦ ʨʘʟʦʯʘʨʦʚʘʥʘ ʪʝʤ, ʯʪʦ 

Facebook ʧʦ-ʧʨʝʞʥʝʤʫ ʦʪʢʘʟʳʚʘʝʪʩʷ ʦʪʯʠʪʳʚʘʪʴʩʷ ʧʝʨʝʜ ʩʚʦʠʤʠ ʧʦʣʴʟʦʚʘʪʝʣʷʤʠ, 

ʨʝʢʣʘʤʦʜʘʪʝʣʷʤʠ ʠ ʦʙʱʝʩʪʚʦʤ ʚ ʮʝʣʦʤè, ð ʟʘʷʚʠʣʘ ɻʦʥʩʘʣʝʩ ʧʦ ʠʪʦʛʘʤ ʚʩʪʨʝʯʠ. 

ʇʨʝʜʩʪʘʚʠʪʝʣʴ Facebook ʟʘʷʚʠʣ, ʯʪʦ ʚʩʪʨʝʯʘ ʜʘʣʘ ʢʦʤʧʘʥʠʠ ʚʦʟʤʦʞʥʦʩʪʴ ʫʩʣʳʰʘʪʴ ʤʥʝʥʠʝ 

ʦʨʛʘʥʠʟʘʪʦʨʦʚ ʙʦʡʢʦʪʘ ʠ ʧʦʜʪʚʝʨʜʠʪʴ ʩʚʦʶ ʧʨʠʚʝʨʞʝʥʥʦʩʪʴ ʢ ʙʦʨʴʙʝ ʩ ʥʝʥʘʚʠʩʪʴʶ ʥʘ ʩʚʦʝʡ 

ʧʣʘʪʬʦʨʤʝ. çʆʥʠ ʭʦʪʷʪ, ʯʪʦʙʳ Facebook ʙʳʣ ʩʚʦʙʦʜʝʥ ʦʪ ʥʝʥʘʚʠʩʪʥʠʯʝʩʢʠʭ ʚʳʩʢʘʟʳʚʘʥʠʡ, 

ʠ ʤ  rʪʦʞʝ ʵʪʦʛʦ ʭʦʪʠʤ, ð ʟʘʷʚʠʣ ʩʦʪʨʫʜʥʠʢ ʩʦʮʩʝʪʠ. ð ɺʦʪ ʧʦʯʝʤʫ ʪʘʢ ʚʘʞʥʦ, ʯʪʦʙʳ ʤʳ ʨʘʙʦʪʘʣʠ 

ʚʤʝʩʪʝ, ʯʪʦʙʳ ʩʜʝʣʘʪʴ ʵʪʦè. 

ʅʘʢʘʥʫʥʝ ʎʫʢʝʨʙʝʨʛ, ʦʧʝʨʘʮʠʦʥʥʳʡ ʜʠʨʝʢʪʦʨ ʐʝʨʠʣ ʉʵʥʜʙʝʨʛ ʠ ʜʨʫʛʠʝ ʪʦʧ-ʤʝʥʝʜʞʝʨʳ ʢʦʤʧʘʥʠʠ 

ʚʩʪʨʝʪʠʣʠʩʴ ʩ ʨʫʢʦʚʦʜʩʪʚʦʤ ʦʨʛʘʥʠʟʘʮʠʡ, ʢʦʪʦʨʳʝ ʠʥʠʮʠʠʨʦʚʘʣʠ ʨʝʢʣʘʤʥʳʡ ʙʦʡʢʦʪ ð NAACP 

(ʅʘʮʠʦʥʘʣʴʥʘʷ ʘʩʩʦʮʠʘʮʠʷ ʩʦʜʝʡʩʪʚʠʷ ʧʨʦʛʨʝʩʩʫ ʮʚʝʪʥʦʛʦ ʥʘʩʝʣʝʥʠʷ), Color of Change (ʟʘʱʠʱʘʝʪ 

ʛʨʘʞʜʘʥʩʢʠʝ ʧʨʘʚʘ), ADL (ɸʥʪʠʜʠʬʬʘʤʘʮʠʦʥʥʘʷ ʣʠʛʘ; ʧʨʦʪʠʚʦʩʪʦʠʪ ʘʥʪʠʩʝʤʠʪʠʟʤʫ) ʠ ʜʨʫʛʠʤʠ. 

ʆ ʪʦʤ, ʯʪʦ ʛʣʘʚʘ Facebook ʚʩʝ-ʪʘʢʠ ʚʩʪʨʝʪʠʪʩʷ ʩ ʦʨʛʘʥʠʟʘʪʦʨʘʤʠ ʢʘʤʧʘʥʠʠ, ʩʪʘʣʦ ʠʟʚʝʩʪʥʦ 

ʥʘ ʧʨʦʰʣʦʡ ʥʝʜʝʣʝ. ɿʘʪʝʤ ʦʢʘʟʘʣʦʩʴ, ʯʪʦ ʎʫʢʝʨʙʝʨʛ ʫʞʝ ʧʨʦʚʝʣ ʚʩʪʨʝʯʫ ʩ ʩʦʪʨʫʜʥʠʢʘʤʠ ʩʦʮʩʝʪʠ 

ʠ ʟʘʷʚʠʣ, ʯʪʦ ʙʦʡʢʦʪ ʩʢʦʨʦ ʟʘʢʦʥʯʠʪʩʷ. 

ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʥʘʯʘʣʠ ʙʦʡʢʦʪʠʨʦʚʘʪʴ ʧʣʘʪʬʦʨʤʫ ʚ ʢʦʥʮʝ ʠʶʥʷ. ʇʦʩʪʝʧʝʥʥʦ 

ʢ ʜʚʠʞʝʥʠʶ ʧʨʠʩʦʝʜʠʥʷʣʦʩʴ ʚʩʝ ʙʦʣʴʰʝ ʥʦʚʳʭ ʫʯʘʩʪʥʠʢʦʚ. ʅʝʢʦʪʦʨʳʝ ʙʨʝʥʜʳ ʫʞʝ ʨʘʩʩʢʘʟʘʣʠ, 

ʢʫʜʘ ʧʦʡʜʫʪ ʜʝʥʴʛʠ, ʢʦʪʦʨʳʝ ʨʘʥʝʝ ʧʣʘʥʠʨʦʚʘʣʦʩʴ ʧʦʪʨʘʪʠʪʴ ʥʘ ʨʝʢʣʘʤʫ ʚ Facebook. 

https://www.freepress.net/news/press-releases/stophateforprofit-sees-no-commitment-action-meeting-between-campaign-leaders
https://www.sostav.ru/publication/tsukerberg-soglasilsya-vstretitsya-s-organizatorami-reklamnogo-bojkota-44104.html
https://www.sostav.ru/publication/uchastniki-kampanii-protiv-reklamy-v-facebook-prizyvayut-k-bojkotu-evropejskie-brendy-44149.html
https://www.sostav.ru/publication/amerikanskie-reklamodateli-bojkotiruyut-facebook-iz-za-vyskazyvanij-nenavisti-v-sotsseti-43984.html
https://www.sostav.ru/publication/brendy-massovo-bojkotiruyut-reklamu-v-facebook-44052.html
https://www.sostav.ru/publication/bojkot-facebook-kuda-brendy-napravlyayut-dengi-kotorye-planirovalos-potratit-na-reklamu-v-sotsseti-44083.html
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MRC Asked To Audit Facebook Policies, Brand Safety Controls 

https://www.mediapost.com/publications/article/353136/facebook-to-evaluate-its-partner-content-

monetiza.html 

Besieged by a rapidly expanding advertising boycott, Facebook on Monday outlined additional measures 

designed to protect brands on its platform. 

With the help of the Media Rating Council (MRC), Facebook will evaluate its partner and content 

monetization policies and the brand-safety controls it makes available to advertisers -- although the audit 

likely won't emerge for at least six months. 

Among the provisions of the MRCôs standard are enforcement requirements to be followed when content 

is determined to violate the ñfloorò for brand safety. Below this floor, which is defined by the 4As, such 

content should not be monetized for advertising at all. 

ñThe point of the audit is to evaluate the effectiveness of Facebookôs methods for ensuring that advertisers 

are protected across Facebookôs platforms against having their ads placed in proximity to content they 

deem inappropriate. And, that these methods comply with our industry minimum standards for brand-

safety practices,ò George Ivie, CEO-executive director of the The MRC, said on Monday. 

Ivie said the MRC and Facebook had been in discussions for more than a year about auditing its brand-

safety protocols. 

The timeline for the audit is undetermined, in part, because the MRC and Facebook have yet to execute 

a formal agreement for the audit, Ivie said. ñOur best estimate is approximately six months, maybe slightly 

longer,ò he said. 

The MRC issued industry standards for brand safety in 2018, which built upon prior work it did in creating 

standards for ad verification practices.  

For Facebook, news of the audit comes amid a growing boycott by advertisers over what they consider to 

be its failure to curb President Trump and other messengers of hate. 

As of Monday, the list of advertisers committed to temporarily suspending advertising in the U.S. on 

Facebook-owned properties included Microsoft, Starbucks, Diageo, Coca-Cola, Verizon, Unilever, Ford 

Motor Co., Honda America, The North Face, Ben & Jerryôs and Leviôs.   

https://www.mediapost.com/publications/article/353136/facebook-to-evaluate-its-partner-content-monetiza.html
https://www.mediapost.com/publications/article/353136/facebook-to-evaluate-its-partner-content-monetiza.html
https://docs.google.com/spreadsheets/d/1VSGhDwXm18yFf2BVCz0QJYFjCHrPhDuO-m5rCo0zoqI/htmlview?pru=AAABcyPgxSs*T6wcjzjzSikohiDqdkSuyA#gid=0
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Thatôs despite Facebook's move last Friday to modify some of its content policies, including adding 

labeling posts from influential figures that violate its standard content policies. 

 

Facebook Struggles To Contain Ad Boycott 

https://www.mediapost.com/publications/article/353219/facebook-struggles-to-contain-ad-boycott.html 

With more than 400 brands committing to a Facebook boycott, the social giant is struggling to explain its 

position on hateful and hostile content. 

ñFacebook does not profit from hate,ò Nick Clegg, the companyôs vice president of global affairs and 

communications, writes in a newly published letter. ñThere is no incentive for us to do anything but remove 

it.ò 

Clegg also insisted Facebook takes a ñzero tolerance approachò to hateful posts on Facebook and 

Instagram. 

That claim might come as a surprise to critics who have taken issue with Facebookôs unwillingness to rein 

in President Trumpôs more inflammatory posts. 

Cofounder-CEO Mark Zuckerberg originally argued that letting the President bypass Facebookôs standard 

content policies was best, ñbecause ultimately, accountability for those in positions of power can only 

happen when their speech is scrutinized out in the open.ò 

Last week, however, Zuckerberg said Facebook would soon begin labeling posts from influential figures 

that violate its content policies, and no longer allow ñnewsworthiness exemptionsò for posts from public 

figures that incite violence or suppress voting. 

Under these new terms, Trump most likely would not have been allowed to use his Facebook account to 

endorse the shooting of people looting businesses in response to the killing of George Floyd last month. 

However, Clegg was unclear about Facebookôs current position on Trumpôs posts. 

ñWe understand that many of our critics are angry about the inflammatory rhetoric President Trump has 

posted on our platform and others, and want us to be more aggressive in removing his speech,ò he 

admitted in his Wednesday post. 

https://www.mediapost.com/publications/article/353077/facebook-modifies-content-policies.html?edition=118927
https://www.mediapost.com/publications/article/353219/facebook-struggles-to-contain-ad-boycott.html
https://docs.google.com/spreadsheets/d/1VSGhDwXm18yFf2BVCz0QJYFjCHrPhDuO-m5rCo0zoqI/htmlview?pru=AAABcyPgxSs*T6wcjzjzSikohiDqdkSuyA#gid=0
https://about.fb.com/news/2020/07/facebook-does-not-benefit-from-hate/
https://www.mediapost.com/publications/article/352029/facebook-wont-respond-to-trump-posts-zuckerberg.html
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Yet, seemingly sidestepping the issue of Facebookôs content policy, Clegg suggested that people hold the 

President accountable on Election Day.  

ñAs a former politician myself, I know the only way to hold the powerful to account is ultimately through the 

ballot box,ò he said. (Clegg formerly served as the head of a liberal political party in the United Kingdom.) 

Trying to appease advertisers, Facebook also said this week it was enlisting the help of the Media Rating 

Council (MRC) to evaluate its partner and content monetization policies, and the brand-safety controls it 

makes available to advertisers. 

According to a report in Reuters, Facebook executives also met with top brand partners on Tuesday in an 

effort to avoid the boycott. Yet, largely under the banner of the #StopHateForProfit campaign, the number 

of brands vowing to temporarily suspect advertising on Facebook and Instagram continues to grow. 

Scheduled to begin on Wednesday, most brands participating in the boycott have committed to suspending 

U.S. advertising on Facebook for a month. Specific plans vary by advertiser. Unilever, for one, 

is suspending all U.S. advertising Facebook, Instagram and Twitter for the rest of the year. 

 

A look at facebook's top 100 advertisers' spending on day one of the brand boycott 

Revenue from the top 100 advertisers was down 18.3 percent compared to last year, data show 

https://adage.com/article/digital/look-facebooks-top-100-advertisers-spending-day-one-brand-

boycott/2265696 

Facebook's top 100 advertisers spent 18.3 percent less on ads on the social network on Wednesday 

compared to the same day a year ago, reflecting the early effects of the brand boycott, according 

to Pathmatics, a data and analytics firm.  

On Thursday, Pathmatics crunched the numbers on the top 100 Facebook advertisers, not including 

Instagram spending, and compared it to July 1, 2019. Pathmatics has been watching Facebook advertising 

patterns throughout the brand protest that has been growing for weeks. The ad freeze began officially on 

Wednesday.   

On July 1, 2019, the top 100 advertisers spent $13.8 million in the U.S., and this year they accounted for 

$11.2 million in spending in the U.S, a decrease of 18.3 percent, according to Pathmatics. The data show 

that some of the major brands that joined the protest appeared to comply with the commitment. Starbucks, 

https://www.mediapost.com/publications/article/353136/mrc-asked-to-audit-facebook-policies-brand-safety.html
https://www.reuters.com/article/us-facebook-ads-boycott/facebook-frustrates-advertisers-as-boycott-over-hate-speech-kicks-off-idUSKBN2424GS
https://www.mediapost.com/publications/article/352725/civil-rights-groups-launch-facebook-advertising-bo.html
https://www.mediapost.com/publications/article/353069/unilever-suspends-all-us-advertising-on-facebook.html
https://adage.com/article/digital/look-facebooks-top-100-advertisers-spending-day-one-brand-boycott/2265696
https://adage.com/article/digital/look-facebooks-top-100-advertisers-spending-day-one-brand-boycott/2265696
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Target and PepsiCo were all in the top 50 ad spenders last year, but not on the top 100 list on July 1 this 

time around. 

The top 100 advertisers represents only a sliver of Facebook's more than 8 million advertisers. 

Average spend for the FB top 100 companies 

Date Total Spend 

July 1, 2019 $13,769,600 

June 1, 2020 $9,516,000 

July 1, 2020 $11,244,600 

Daily spending in 2020 for Starbucks, HBO, and Disney from June 25th to July 1st 

 Jun 25 Jun 26 Jun 27 Jun 28 Jun 29 Jun 30 Jul 1 

Starbucks $264,400 $241,400 $251,800 $289,300 $70,300 $80,300 $0 

HBO 773,600 241,400 551,900 623,800 581,600 390,100 82,700 

Disney 254,600 242,700 252,100 257,800 215,400 182,900 0 
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 Jun 25 Jun 26 Jun 27 Jun 28 Jun 29 Jun 30 Jul 1 

P&G 849,100 831,300 879,100 802,000 837,700 852,700 243,300 

Source: Pathmatics 

In 2019, Facebookôs average daily ad revenue was $91.5 million in the U.S. and Canada, according to its 

earnings reports. Its daily average ad revenue worldwide was $192 million. The top 100 advertisers 

accounted for about 15 percent of Facebookôs daily U.S. revenue in 2019, based on Pathmatics numbers.  

Itôs hard to gauge the full impact this could have on Facebookôs yearly revenue, especially if most 

advertisers abide by the call to freeze spending in July, and then return. A dip in spending could be made 

up by the millions of other advertisers on Facebook, according to Rich Greenfield, a partner 

at LightShed Partners, the Wall Street research firm.  

ñSo far, it looks relatively minimal in the grand scheme of Facebookôs global ad revenue,ò Greenfield says.  

Facebook declined to comment for this story.  

In June, civil rights groups, including the Anti-Defamation League, NAACP and Color of Change, organized 

the ad freeze against Facebook and its affiliate ad platforms, like Instagram, to pressure the company to 

alter its policies on hate speech.  

So far, about 250 companies have joined Stop Hate for Profit, which is what the civil rights groups named 

the movement. Some companies like Unilever and VF Corp. represent multiple brands, raising the overall 

number of participating brands.  

Not every brand in the movement was a big spender on Facebook to begin with, like Mozilla. The web 

browser company stopped buying Facebook ads years ago. Some brands are pulling back but made the 

decision to reassess digital advertising on other platforms, too, including YouTube and Twitter.  

Shamsul Chowdhury, VP of paid social at Jellyfish, a marketing technology platform, consults with top 

brands about their online ad mix and says that some brands were weighing up how much an ad pause on 

Facebook would affect their businesses before joining the protest, while others were considering spending 

more on the social network. ñSome of our advertisers that arenôt participating in the boycott, weôre advising 

https://adage.com/article/digital/how-facebook-dealing-boycott-started-secretive-twitter-account-shaming-brands/2265201
https://adage.com/article/digital/how-facebook-dealing-boycott-started-secretive-twitter-account-shaming-brands/2265201
https://adage.com/article/digital/continually-updated-list-brands-joining-facebook-ad-boycott/2264606
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them, óHey, look, if you feel comfortable still being in-market then you might want to look at the 

opportunity,ôò Chowdhury says. ñBecause of reduced costs, it may be more valuable to increase your 

investment and get more bang for your buck.ò  

Jellyfish will be watching Facebookôs ad platform to see if the price of ads goes down in the coming days 

as competition becomes softer. ñThat gives [brands] an opportunity to sort of pick that audience up at 

cheaper costs because é one less higher-spending advertiser is out of the mix.ò  

The lower cost of the ads could contribute to the lower revenue haul that Pathmatics detected on 

Facebook. 

For instance, Procter & Gamble was still spending on Facebook, but at a significantly reduced rate. Two 

of its biggest rivals Unilever and Kimberly-Clark were sitting out with the protesters. 

On June 25, P&G was the No. 1 advertiser, spending $850,000 on Facebook in the U.S. But on July 1, 

the company was down to No. 7, with $243,000 in spending in the U.S.  

The civil rights activists and brands want Facebook to take a tougher stance against hate speech and 

expand its definition of what constitutes offensive content. The groups have 10 demands, including 

appointing a new executive with expertise in civil rights. For advertisers, the protesters want more 

transparency from Facebook to prove it can catch harmful material, like it says it does, and prevent ads 

from running alongside what they consider to be hate speech.   

Facebook has made policy updates in the past two weeks, giving it more power to moderate political ads 

that contain offensive material. It also has shown a stronger hand removing harmful users, like people 

affiliated with the "Boogaloo" movement. This week, Facebook acted against more than 500 Pages and 

Groups linked to the subversive ideology. Also, Facebook executives are working with the civil rights 

groups. Next week, CEO Mark Zuckerberg is set to meet with ADL, NAACP and Color of Change, 

according to people familiar with the plans. 

Even before the boycott, brands were nervous about digital advertising environments, where they have 

less control over where ads get placed, because of the automated nature of serving ads online.   

Pathmatics data show the retrenchment. On June 1, at the peak of the protests over the killing of George 

Floyd, ad spending on Facebook was even lower than it was this week. On June 1, the top 100 brands 

spent $9.5 million on Facebook, according to Pathmatics, 15.3 percent lower than July 1 spending.  

https://adage.com/article/digital/facebooks-mark-zuckerberg-details-new-tools-fight-hate-naacp-says-its-not-enough-end-boycott/2264381
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Pathmatics detected spending picking up throughout June before dropping off in the final week. On June 

25, the top 100 advertisers spent $12.8 million in the U.S., which was 12.4 percent higher than the top 100 

spent on July 1.  

The brands in the top 100 have changed, too, according to Pathmatics. As some brands turned off, others 

turned up. For instance, Disney was in the top 10 spenders for most of the last week of June, and then it 

fell off the top 100, according to Pathmatics.  

HBO, which is owned by WarnerMedia and has been marketing its new streaming service HBO Max, was 

in the top 3 advertisers on Facebook for the week leading up to July 1, and then fell dramatically to No. 

42, according to Pathmatics. Streaming services could have a more difficult time turning off all their 

spending on a major social media platform at a time when competition is high. The players in the streaming 

wars, like HBO Max and NBCUniversal, are all going after subscribers, and they have been some of the 

biggest digital marketers during the coronavirus pandemic. 

AT&T, which owns WarnerMedia, is still in the top 10 of Facebook advertisers, according to Pathmatics. 

Telecom rival Verizon joined the boycott. 

A search through Facebook's ad library, which it created as one of its transparency steps to appease 

activists last year, reveals all the advertisers on the platform within the past seven days. The library also 

shows all political advertisers, and retains those ads for longer. 

The archive showed that NBC was still marketing Peacock, the new streaming service, on Facebook. 

Peacock and NBCUniversal were not among Facebook's top 100 advertisers, according to Pathmatics. 

ñWe are actively engaged in conversations with Facebook to address the use of hate speech and other 

objectionable content on their platform,ò Peacock told Ad Age on Thursday. ñWe are closely monitoring 

the situation and evaluating next steps, including altering advertising plans, if necessary.ò  

Peacock said it would participate in Blackout Tuesday on July 7, which is the second month in a row that 

online activists plan to use their social media feeds for a day to show solidarity with the racial justice 

movement. Last month, many brands also refrained from buying digital media on Blackout Tuesday. 

Brands have been taking a stand to express their support for all the protests, and other brands are just 

toning down their presence while the online conversation turns more serious. That has had an impact on 

the appetite for digital advertising, in general. 

Contributed: Jeanine Poggi and Jack Neff.  

https://adage.com/article/news/brands-react-blackout-tuesday-and-jay-z-dedicates-print-ads-george-floyd-wednesday-wake-call/2260566
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Facebook Previews Upcoming Changes to Content Monetization Policies and 

Brand Safety Controls 

https://www.socialmediatoday.com/news/facebook-previews-upcoming-changes-to-content-

monetization-policies-and-bra/581956/ 

Facebook has outlined a range of coming changes to its content monetization policies and brand safety 

controls, which are being implemented as a result of its recent civil rights audit.  

The changes will include an audit of its partner and content monetization policies, conducted by the Media 

Rating Council (MRC), and a review of its policies around hate speech, in conjunction with the Global 

Alliance for Responsible Media. 

Facebook's recently published civil rights audit, which was conducted over the last two years, found 

'significant concerns' in the company's approach, specifically in relation to political speech. These new 

measures won't address that issue, but they will touch on several key areas, including: 

- An evaluation of the development and enforcement of our Partner Monetization Policies 

- An evaluation of the development and enforcement of our Content Monetization Policies and how these 

policies enforce the 4Aôs/Global Alliance for Responsible Media (GARM) Brand Suitability Framework, and 

comply with MRCôs Standards for Brand Safety 

- An assessment of our ability to apply brand safety controls to ads shown within publisher content such 

as in-stream, Instant Articles or Audience Network 

- Participating in the World Federation of Advertiserôs Global Alliance for Responsible Media to align on 

brand safety standards and definitions, scaling education, common tools and systems, and independent 

oversight for the industry. 

- Certification from independent groups, like the Digital Trading Standards Group which specifically 

examines our advertising processes against JICWEBSô Good Practice Principles and is a requirement for 

achieving the Interactive Advertising Bureau's Gold Standard. 

The measures will help Facebook ensure that its policies are more inclusive, and aligned with concerns 

raised by industry and advocacy groups. In addition to this, Facebook will also now publish its Community 

Standards Enforcement Reports on a quarterly basis. The next report is scheduled for release in August. 

https://www.socialmediatoday.com/news/facebook-previews-upcoming-changes-to-content-monetization-policies-and-bra/581956/
https://www.socialmediatoday.com/news/facebook-previews-upcoming-changes-to-content-monetization-policies-and-bra/581956/
https://www.facebook.com/business/news/updates-to-our-continued-investment-in-system-transparency/
https://www.socialmediatoday.com/news/facebooks-civil-rights-audit-raises-significant-concerns-with-the-platform/581249/
https://www.facebook.com/business/news/updates-to-our-continued-investment-in-system-transparency/
https://transparency.facebook.com/community-standards-enforcement
https://transparency.facebook.com/community-standards-enforcement
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And while the Civil Rights Audit specifically called out issues with political leaders posting divisive 

comments on the platform, these new measures will help Facebook focus on various other areas of 

concern, which should reduce the usage of Facebook's tools for discriminatory targeting and promotion. 

In addition this, last week, Facebook ran an information session on the value of increasing diverse 

representation in your content. 

Facebook itself has more to do on this front, but these new measures show that it is taking action to 

address key areas of concern. 

 

Walmart, McDonald's quietly pause ads on Facebook amid boycott, study says 

https://www.mobilemarketer.com/news/walmart-mcdonalds-quietly-pause-ads-on-facebook-amid-

boycott-study-says/581967/ 

Brief: 

Walmart, McDonald's, Kellogg's, Allstate, Dell, Geico, Ikea, Kohl's and Peloton quietly stopped advertising 

on Facebook without officially announcing participation in an advertiser boycott of the social network, per 

an analysis by watchdog group Media Matters for America (MMA)  that was shared with Mobile Marketer.  

The nine brands cited by MMA spent more than $335 million combined on Facebook advertising last year, 

per its analysis of data compiled by researcher Pathmatics. Walmart was one of the biggest advertisers 

on Facebook with media spending of more than $145 million in 2019, but its last ad appeared on the social 

network on July 1, the report said. 

Geico, the insurance company that last year was a top 35 advertiser on Facebook, briefly paused 

advertising in early June during a social media blackout to support protesters of the killing of George Floyd 

in police custody. Geico resumed ads after the blackout ended, and then stopped them altogether on June 

26, per MMA's analysis. 

Insight: 

MMA's analysis of Facebook advertising suggests that the effects of the "Stop Hate for Profit" boycott, led 

by U.S. civil rights groups including the Anti-Defamation League and the NAACP, are bigger than indicated 

by official announcements. Outdoor goods retailers North Face, Patagonia and REI were among the first 

companies to join the boycott movement with public pronouncements on social media, followed by other 

https://www.mobilemarketer.com/news/walmart-mcdonalds-quietly-pause-ads-on-facebook-amid-boycott-study-says/581967/
https://www.mobilemarketer.com/news/walmart-mcdonalds-quietly-pause-ads-on-facebook-amid-boycott-study-says/581967/
https://www.mobilemarketer.com/news/adidas-hp-clorox-join-facebook-ad-boycott-as-list-tops-120-brands/580711/
https://www.mediamatters.org/facebook/walmart-geico-allstate-kelloggs-kohls-dell-mcdonalds-peloton-and-ikea-all-quietly-paused
https://www.mediamatters.org/facebook/walmart-geico-allstate-kelloggs-kohls-dell-mcdonalds-peloton-and-ikea-all-quietly-paused
https://www.mobilemarketer.com/news/adidas-hp-clorox-join-facebook-ad-boycott-as-list-tops-120-brands/580711/
https://www.mobilemarketer.com/news/adidas-hp-clorox-join-facebook-ad-boycott-as-list-tops-120-brands/580711/
https://www.mobilemarketer.com/news/unilever-honda-verizon-join-growing-facebook-ad-boycott/580222/
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marketers such as Adidas, Ben & Jerry's, Clorox, Eddie Bauer, HP, Levi's, Mars, Target, Unilever, Verizon 

and Honda's U.S. operations. A tally compiled  by the campaign indicates more than 400 companies are 

participating in the boycott.  

"Facebook should expect that advertisers will continue to distance themselves from the platform as long 

as it refuses to institute real change in response to the 'Stop Hate For Profit' campaign," according to 

MMA. "While Facebook has given tangible, meaningful concessions to bogus right-wing pressure 

campaigns for years, it has totally failed to address the underlying causes of platform-wide hate, abuse 

and damaging disinformation." 

MMA's study follows a Wall Street Journal report indicating that Disney, one of the biggest advertisers on 

Facebook, had cut its spending on the social network without making a public statement about the move. 

Disney was concerned about Facebook's policies about removing objectionable content, and paused 

advertising for its Disney+ streaming service, people familiar with the situation told the newspaper. Disney 

had spent $210 million to advertise Disney+ on Facebook during the first half of the year, making the 

entertainment giant the biggest spender on the social network. Only Home Depot spent more than Disney 

on Facebook advertising last year, per Pathmatics data cited by the Journal. 

It's too early to tell how much the temporary boycott is affecting Facebook's revenue. The company's 

stock hit a record high this week, indicating that investors are shrugging off concerns about the boycott's 

possible financial effects. Facebook has weathered past crises like the Cambridge Analytica scandal that 

resulted in a record $5 billion fine by the Federal Trade Commission. The company has a diverse revenue 

base among 8 million advertisers worldwide, though many smaller businesses have faced serious threats 

from the coronavirus pandemic and resulting lockdowns. 

 

Facebook boycott grows as US activists urge European firms to act 

Call for companies to withdraw advertising comes as Wiley is suspended from platform over Instagram 

posts 

https://www.theguardian.com/technology/2020/jul/28/facebook-boycott-grows-as-us-campaigners-urge-

european-firms-to-act 

An unprecedented boycott of Facebook is moving across the Atlantic, as the coalition of activist groups 

behind the Stop Hate for Profit campaign have called on companies in Europe to join in the action. 

https://www.mobilemarketer.com/news/unilever-honda-verizon-join-growing-facebook-ad-boycott/580222/
https://www.stophateforprofit.org/participating-businesses
https://www.wsj.com/articles/disney-slashed-ad-spending-on-facebook-amid-growing-boycott-11595101729
https://finance.yahoo.com/chart/FB/
http://https/s21.q4cdn.com/399680738/files/doc_financials/2019/q4/Q4'19-FB-Earnings-Call-Transcript.pdf
https://www.theguardian.com/technology/2020/jul/28/facebook-boycott-grows-as-us-campaigners-urge-european-firms-to-act
https://www.theguardian.com/technology/2020/jul/28/facebook-boycott-grows-as-us-campaigners-urge-european-firms-to-act
https://www.theguardian.com/technology/facebook
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The campaign has already gained the support of more than a thousand brands in the US, including Coca-

Cola, Unilever and Ford, some of which have extended their boycotts globally. Now, the coalition, 

coordinated in Europe by the Centre for Countering Digital Hate, is calling on British and other European 

companies to join in the movement. 

ñ98% of Facebookôs revenue comes from packaging up its usersô data and selling it to advertisers,ò said 

Imran Ahmed, CCDHôs chief executive. ñBy persuading more than 1,000 companies to stop advertising on 

Facebook, Stop Hate for Profit has shown it can materially disrupt their business model. 

 ñWe are appealing to UK and European advertisers to take a stand against racism and pause their 

advertising on Facebook until we see real change.ò 

As the campaign launches, Facebook faces different pressures in the UK and other European countries 

from the US, where many of the concerns were over a failure to tackle race hate speech amid the Black 

Lives Matter protests. 

Ahmed said: ñItôs inescapable that the backdrop to this launch in the UK is first the Covid crisis and the big 

focus on anti-vax propaganda.ò But he said the focus had then shifted following the antisemitic outburst 

from grime star Wiley on Twitter and on Instagram, which is owned by Facebook. 

The musician has been banned from Facebook and Instagram in the wake of his antisemitic posts, a 

second Instagram account was apparently made in his real name to take aim at some of his Jewish critics, 

including Alan Sugar and Radio 5 presenter Emma Barnett. 

A message reportedly mentioning Golders Green, an area of London known for its large Jewish 

community, was removed before Facebook decided to pull the account altogether. His official verified 

account was also taken down, as well as his Instagram profile. 

Ahmed said the issues over Covid-19 and the anti-vaccine lobby on social media were ñreally good 

examples of the failure of social media giants to deal with hate and misinformation on their platformsò. He 

added: ñIn both instances the charge has credibly been laid that their failure to act is linked to the profit 

they make from the anti-vax industry and from tolerating hate. 

ñThat doesnôt mean for a second that weôve forgotten that when it comes to anti-black racism, anti-Muslim 

racism, climate denial and anti-Traveller hate, these platforms are massively culpable.ò 

The campaign launches the day after Facebook came under another wave of criticism for failing to act fast 

enough over a viral video, which claimed that there was a ñcureò for Covid-19, that gathered more than 

https://www.theguardian.com/society/2020/jun/06/its-psychologically-easier-how-anti-vaxxers-capitalised-on-coronavirus-fears-to-spread-misinformation
https://www.theguardian.com/music/2020/jul/25/wileys-management-firm-drops-grime-artist-over-antisemitic-tweets
https://www.theguardian.com/music/2020/jul/25/wileys-management-firm-drops-grime-artist-over-antisemitic-tweets
https://www.theguardian.com/technology/instagram
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20m views over the weekend and was eventually posted on Twitter by Donald Trump and his son Donald 

Jr. The latter was temporarily suspended from further posting on the site for 12 hours as a result. 

ñItôs less about the moment than it is about this growing realisation that we, the users of social media 

platforms, arenôt the customers, weôre the products,ò Ahmed added. ñOur data is packaged and sold to the 

real customers, advertisers, and there is now an inescapable focus on advertisers to act as the civilising 

force on social media.ò 

Advertising revenue makes up 98% of Facebookôs $70.7bn (Ã54.7bn) annual revenue, with 8m advertisers 

in total, but the majority of the income comes from smaller companies, rather than the large multinationals, 

which have been the primary supporters of the Stop Hate for Profit campaign. 

ñWe hope that weôll see other people, other businesses, small medium and large come to the realisation 

that they too can make an impact,ò Ahmed says. ñThis is just the beginning. Facebook is shaken because 

theyôve been figured out: it was never about people and popular awareness, it was always about the 

advertising.ò 

Since you're here ... 

... we have a small favour to ask. Millions are flocking to the Guardian for quality news every day. We 

believe everyone deserves access to factual information, and analysis that has authority and integrity. 

Thatôs why, unlike many others, we made a choice: to keep Guardian reporting open for all, regardless of 

where they live or what they can afford to pay. 

As an open, independent news organisation we investigate, interrogate and expose the actions of those 

in power, without fear. With no shareholders or billionaire owner, our journalism is free from political and 

commercial bias ï this makes us different. We can give a voice to the oppressed and neglected, and stand 

in solidarity with those who are calling for a fairer future. With your help we can make a difference. 

Weôre determined to provide journalism that helps each of us better understand the world, and take actions 

that challenge, unite, and inspire change ï in times of crisis and beyond. Our work would not be possible 

without our readers, who now support our work from 180 countries around the world. 

 

https://www.theguardian.com/technology/twitter
https://www.theguardian.com/media/advertising
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PROGRAMMATIC ....ééé...ééééééééééééééééééééééé 

çʗʥʜʝʢʩè ʧʦʜʢʣʶʯʠʣ Weborama ʜʣʷ ʚʝʨʠʬʠʢʘʮʠʠ ʪʨʘʬʠʢʘ 

https://www.sostav.ru/publication/yandeks-podklyuchil-weborama-dlya-verifikatsii-trafika-44150.html 

ʕʪʦ ʚʪʦʨʦʡ ʥʝʟʘʚʠʩʠʤʳʡ ʘʫʜʠʪʦʨ, ʩʦʪʨʫʜʥʠʯʘʶʱʠʡ ʩ ʧʣʦʱʘʜʢʦʡ 

çʗʥʜʝʢʩè ʜʦʙʘʚʠʣ ʥʦʚʦʛʦ ʚʝʨʠʬʠʢʘʪʦʨʘ ʢ ʩʚʦʝʡ ʧʣʘʪʬʦʨʤʝ  ð ʜʘʪʘ-ʢʦʤʧʘʥʠʶ  Weborama. 

ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʧʦʣʫʯʠʪʴ ʠʥʬʦʨʤʘʮʠʶ ʦ ʢʘʯʝʩʪʚʝ ʪʨʘʬʠʢʘ ʢʘʤʧʘʥʠʡ, ʨʘʟʤʝʱʝʥʥʳʭ 

ʚ çɼʠʨʝʢʪʝè ʠ çɼʠʩʧʣʝʝè, ʦʪ ʝʱʝ ʦʜʥʦʛʦ ʚʥʝʰʥʝʛʦ ʘʫʜʠʪʦʨʘ. ʉʪʘʪʠʩʪʠʢʘ ʜʦʩʪʫʧʥʘ ʜʣʷ ʤʝʜʠʡʥʳʭ 

ʙʘʥʥʝʨʦʚ ʥʘ ʛʣʘʚʥʦʡ çʗʥʜʝʢʩʘè, ʚʩʝʭ CPM-ʧʨʦʜʫʢʪʦʚ ʚʠʜʝʦʩʝʪʠ ʠ ʤʝʜʠʡʥʳʭ ʢʘʤʧʘʥʠʡ çɼʠʨʝʢʪʘè. 

ʇʣʘʪʬʦʨʤʘ ʚʝʨʠʬʠʢʘʮʠʠ ʨʝʢʣʘʤʳ ʧʦʟʚʦʣʷʝʪ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʦʮʝʥʠʪʴ ʨʘʟʤʝʱʝʥʠʷ ʤʝʜʠʡʥʦʡ 

ʨʝʢʣʘʤʳ ʥʘ çʗʥʜʝʢʩʝè ʧʦ ʜʘʥʥʳʤ ʩʪʦʨʦʥʥʠʭ ʚʝʨʠʬʠʢʘʪʦʨʦʚ. ʆʥʘ ʙʝʟʦʧʘʩʥʦ ʧʝʨʝʜʘʝʪ 

ʥʝʟʘʚʠʩʠʤʳʤ ʘʫʜʠʪʦʨʘʤ ʧʦʢʘʟʘʪʝʣʠ ʢʘʤʧʘʥʠʡ ð ʯʠʩʣʦ ʚʠʜʠʤʳʭ ʧʦʢʘʟʦʚ, ʢʣʠʢʦʚ ʠ ʜʨʫʛʠʝ ð 

ʥʝ ʦʪʢʨʳʚʘʷ ʜʦʩʪʫʧ ʢ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʠʤ ʜʘʥʥʳʤ. 

ʇʝʨʚʦʡ ʢ ʧʣʘʪʬʦʨʤʝ ʚ ʥʘʯʘʣʝ ʤʘʷ ʧʦʜʢʣʶʯʠʣʘʩʴ Mediascope. ʊʦʛʜʘ ʚ çʗʥʜʝʢʩʝè ʛʦʚʦʨʠʣʠ, ʯʪʦ 

ʧʣʘʥʠʨʫʶʪ ʠʥʪʝʛʨʘʮʠʶ ʠ ʩ ʜʨʫʛʠʤʠ ʠʩʩʣʝʜʦʚʘʪʝʣʴʩʢʠʤʠ ʢʦʤʧʘʥʠʷʤʠ, ʚ ʪʦʤ ʯʠʩʣʝ ʩ Weborama 

ʠ MOAT. 

ɸʥʞʝʣʘ ʌʝʜʦʨʯʝʥʢʦ, ʫʧʨʘʚʣʷʶʱʠʡ ʜʠʨʝʢʪʦʨ Weborama Russia: 

ʀʥʪʝʛʨʘʮʠʷ ʩ ʧʣʘʪʬʦʨʤʦʡ ʚʝʨʠʬʠʢʘʮʠʠ çʗʥʜʝʢʩʘè ʜʣʷ Weborama ʢʘʢ ʜʣʷ ʥʝʟʘʚʠʩʠʤʦʛʦ 

ʘʫʜʠʪʦʨʘ ð ʟʥʘʯʠʤʳʡ ʧʨʦʝʢʪ. ʅʘʤ ʚʘʞʥʦ ʩʦʦʪʚʝʪʩʪʚʦʚʘʪʴ ʦʞʠʜʘʥʠʷʤ ʢʣʠʝʥʪʦʚ ʠ ʩʚʦʝʚʨʝʤʝʥʥʦ 

ʨʝʘʣʠʟʦʚʳʚʘʪʴ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʝ ʨʝʰʝʥʠʷ, ʧʨʠʟʚʘʥʥʳʝ ʧʦʚʳʩʠʪʴ ʜʦʚʝʨʠʝ ʢ ʩʣʦʞʠʚʰʝʡʩʷ 

ʵʢʦʩʠʩʪʝʤʝ ʠ ʝ  yʧʨʦʟʨʘʯʥʦʩʪʴ. 

çʗʥʜʝʢʩè ʧʨʝʜʩʪʘʚʠʣ ʧʣʘʪʬʦʨʤʫ ʜʣʷ ʚʝʨʠʬʠʢʘʮʠʠ ʨʝʢʣʘʤʳ ʦʩʝʥʴʶ 2019 ʛʦʜʘ. ʆʥʘ ʧʦʟʚʦʣʷʝʪ 

ʚʥʝʰʥʠʤ ʘʫʜʠʪʦʨʘʤ ʧʦʣʫʯʘʪʴ ʠʥʬʦʨʤʘʮʠʶ ʦʙ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʨʘʟʤʝʱʝʥʠʡ ʙʝʟ ʜʦʩʪʫʧʘ 

ʢ ʧʦʣʴʟʦʚʘʪʝʣʴʩʢʠʤ ʜʘʥʥʳʤ. ɺʝʨʠʬʠʢʘʪʦʨ ʤʦʞʝʪ ʬʠʢʩʠʨʦʚʘʪʴ, ʩʢʦʣʴʢʦ ʨʘʟ ʯʝʣʦʚʝʢ ʚʠʜʝʣ ʙʘʥʥʝʨ, 

ʥʦ ʥʝ ʟʥʘʝʪ, ʯʪʦ ʵʪʦ ʟʘ ʧʦʣʴʟʦʚʘʪʝʣʴ, ʥʘ ʢʘʢʠʭ ʩʘʡʪʘʭ ʦʥ ʙʳʣ ʜʦ ʪʦʛʦ ʠ ʥʘ ʢʘʢʠʝ ʦʪʧʨʘʚʠʣʩʷ ʧʦʩʣʝ. 

 

https://www.sostav.ru/publication/yandeks-podklyuchil-weborama-dlya-verifikatsii-trafika-44150.html
https://yandex.ru/adv/news/k-platforme-yandeksa-podklyuchilsya-novyy-verifikator-trafika-weborama
https://www.sostav.ru/advmap/agency/2369
https://www.sostav.ru/publication/v-yandekse-zarabotala-sistema-verifikatsii-reklamnogo-trafika-ot-mediascope-43232.html
https://www.sostav.ru/publication/v-yandekse-poyavilas-vozmozhnost-podklyuchat-storonnikh-izmeritelej-k-reklamnomu-inventaryu-39674.html
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Ad refreshing is the publisher ad tactic both ad buyers and readers dislike ð and is 

on the rise in tough times 

https://digiday.com/media/buyers-dont-like-it-readers-dont-like-it-but-ad-refresh-is-on-the-rise-as-

publishers-seek-revenue/ 

Like it or loathe it, ad refreshing is on the rise.  

Batterings to publisher business models during the coronavirus crisis has heightened the need to squeeze 

as much revenue from pages as possible. And for publishers, refreshing ads on a timer is a money-printing 

machine. 

But how the practice is viewed by publishers is changing as there are more ways to drive up inventory 

without hampering user experience and performance, like viewability. 

Each new impression served after a given time frame generates incremental revenue for publishers. Most 

exchanges and vendors combine other refresh triggers with time elapsed, like user action (mouse 

movements and scroll depth), content change or a combination. But itôs a fine balance for publishers. While 

ad refresh can increase publisher inventory, after the first impression is served it can decrease viewability 

and click-through-rateðeventually hurting publisher revenue.  

Tight programmatic ad market conditions mean that publishers are naturally looking for ways to push 

harder on revenue generation. In May, display ad revenue (excluding social and video) in Europe was 

down between 25-28% on the prior year, according to the Interactive Advertising Bureau. In the U.S., 

CPMs on open web display ads were 34% lower than original forecasts for the period between April and 

May, according to the IAB U.S. Mat Bennet, managing director at OKO, which helps publishers monetize 

ads, has seen an increase of interest from publishers in refreshing. And tech vendor Automatad has seen 

demand for its ad refresh product increase substantially, with 35% of its existing publisher clients signing 

up to it since the coronavirus outbreak began. One publisher said ad refresh generated between 5% and 

8% uplift, depending on the ad unit, and the auction set up. 

ñAdvertisers are really against it. Revenue wise itôs amazing,ò said Emily Roberts, BBC Global News 

programmatic trading manager for Europe, Middle East and Africa. Still, BBC Global News doesnôt refresh 

ads. ñIf you have multiple sizes in refresh it can make the experience for readers quite bad as the page is 

constantly jumping around,ò added Roberts. 

Thatôs the rub. Ad refreshing, especially automatic ad refreshing, carries a stigma since publishers 

historically used it to prioritize revenue over user experience. The added load can slow down pages. As 

https://digiday.com/media/buyers-dont-like-it-readers-dont-like-it-but-ad-refresh-is-on-the-rise-as-publishers-seek-revenue/
https://digiday.com/media/buyers-dont-like-it-readers-dont-like-it-but-ad-refresh-is-on-the-rise-as-publishers-seek-revenue/
https://digiday.com/media/can-money-printing-machine-incredible-revival-auto-refreshing-ads/
https://digiday.com/media/can-money-printing-machine-incredible-revival-auto-refreshing-ads/
https://digiday.com/media/still-dreadful-but-trending-in-the-right-direction-digital-ad-spend-began-recovering-in-may/
https://www.iab.com/insights/internet-advertising-revenue-fy2019-q12020/
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such, ad refresh still falls into a category of revenue-generating practices that have shady connotations, 

like content recommendation widgets and autoplay video.   

ñStop refreshing ads on your page,ò wrote Ryan McConaghy in his May 20 Last Week In Adops newsletter. 

ñI donôt care what sorts of tests you try to show me, refreshing ads make each incremental ad less effective, 

periodéIt makes your ads less effective. Buyers donôt like it, readers donôt like it. Isnôt that enough?ò 

Ad buyers have mostly viewed ad refreshing with vexation. Ad refreshing practices arenôt standardized, 

although Google created standards in its exchange in 2016 which some have followed. Not all vendors 

declare whether the ad is refreshed or when, after the first impression, each subsequent impression is 

served. 

ñAd refreshing is annoying but is managed by the SSPs, they all have slightly different policies in what the 

allow publishers to do,ò said Matthew McIntyre, vp, programmatic Europe, Middle East and Africa at 

agency Essence. ñWe donôt have any controls to see when we have bought refreshed inventory or to stop 

buying it on the open exchange.ò 

Cutting off the call-to-action in a direct response campaign could harm the performance, but for brand 

building campaigns the potential impact would be less, he added.  

Ads that appear later in the refresh sequence may not be subject to accidental clicks ð good news 

as Googleôs óconfirmed clicksô is causing headaches for publishers and advertisers ð so they could 

perform fine for objectives like brand lift, recall or conversions.  

ñThe best-case scenario is weôre clear on whatôs happening,ò said Zenithôs head of programmatic, Matt 

Bushby. ñEither the DSP offers that targeting option for us or the publisher shares that insight on what 

triggers itôs based on.ò 

As long as one of the triggers to refreshing is time spent in view then viewability is protected in spite of ad 

refreshing, which has been a common concern. Automatad sets ad refreshing every 25 seconds of active 

time in view. After analyzing 150 sites over three months it found that viewability increased on average by 

48%.  

Nathan Chase, co-founder of U.S. movie-ranking site Flickchart said using ad refresh from Automatad 

increased incremental ad revenue by over 100% (also helped by access to top-tier bidding partners via 

Automatad) and viewability of the ad units being refreshed increased by 27%. 

https://digiday.com/media/googles-confirmed-clicks-initiative-deepens-publishers-revenue-woes/
https://www.adexchanger.com/the-sell-sider/a-suggestion-for-ad-refreshing/
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ñ[Automatad] helped us rethink our ad placements, offered us ad layout flexibility and customization [and] 

were cognizant of our unique site mechanic requirements,ò he said.  

U.K. publisher Serious About Rugby League increased ad viewability by 23% in the first two months of 

using the vendorôs header bidding wrapper and refresh tech. 

ñDone well it is an easy win for most,ò said OKOôs Bennett. ñAs with most things monetization, the advice 

is óresults may vary, but it is worth testing.ò 

 

ʈʝʢʣʘʤʥʘʷ ʩʝʪʴ çʗʥʜʝʢʩʘè ʟʘʢʣʶʯʠʣʘ ʧʘʨʪʥʸʨʩʪʚʦ ʩ Huawei 

https://www.sostav.ru/publication/reklamnaya-set-yandeksa-zaklyuchila-partnerstvo-s-huawei-

44524.html 

ɹʣʦʢʠ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʘè ʧʦʷʚʷʪʩʷ ʚ ʧʨʠʣʦʞʝʥʠʷʭ-ʧʘʨʪʥʝʨʘʭ ʠ ʚ ʧʨʝʜʫʩʪʘʥʦʚʣʝʥʥʳʭ ʧʨʠʣʦʞʝʥʠʷʭ 

Huawei 

ʈʝʢʣʘʤʥʘʷ ʩʝʪʴ çʗʥʜʝʢʩʘè ʟʘʢʣʶʯʠʣʘ ʧʘʨʪʥʝʨʩʪʚʦ ʩ ʢʠʪʘʡʩʢʠʤ ʧʨʦʠʟʚʦʜʠʪʝʣʝʤ Huawei. ʆʙ ʵʪʦʤ 

Sostav ʨʘʩʩʢʘʟʘʣʠ ʚ ʨʦʩʩʠʡʩʢʦʡ ʢʦʤʧʘʥʠʠ. 

ɺ ʨʘʤʢʘʭ ʩʦʪʨʫʜʥʠʯʝʩʪʚʘ ʙʣʦʢʠ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʘè ʧʦʷʚʷʪʩʷ ʚ ʧʨʠʣʦʞʝʥʠʷʭ-ʧʘʨʪʥʝʨʘʭ ʨʝʢʣʘʤʥʦʡ 

ʧʣʘʪʬʦʨʤʳ Huawei ʠ ʚ ʩʦʙʩʪʚʝʥʥʳʭ ʧʨʠʣʦʞʝʥʠʷʭ ʧʨʦʠʟʚʦʜʠʪʝʣʷ, ʧʨʝʜʫʩʪʘʥʦʚʣʝʥʥʳʭ 

ʥʘ ʫʩʪʨʦʡʩʪʚʘʭ. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʦʙʨʘʪʠʪʴʩʷ ʢ ʧʦʣʴʟʦʚʘʪʝʣʷʤ Huawei ʚ ʈʦʩʩʠʠ, ʦʩʥʦʚʥʘʷ 

ʘʫʜʠʪʦʨʠʷ ð ʘʢʪʠʚʥʳʝ ʣʶʜʠ ʚ ʚʦʟʨʘʩʪʝ ʦʪ 18 ʜʦ 55 ʣʝʪ, ʦʪʤʝʯʘʶʪ ʚ çʗʥʜʝʢʩʝè. 

ɺ ʧʨʠʣʦʞʝʥʠʷʭ ʧʦʢʘʞʫʪ ʪʝʢʩʪʦʚʦ-ʛʨʘʬʠʯʝʩʢʠʝ ʙʘʥʥʝʨʳ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʘè. çʉʜʝʣʘʪʴ ʪʘʢʫʶ 

ʨʝʢʣʘʤʫ ʘʜʨʝʩʥʦʡ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ Huawei ʧʦʤʦʞʝʪ ʙʦʣʴʰʦʝ ʢʦʣʠʯʝʩʪʚʦ ʪʘʨʛʝʪʠʥʛʦʚ, ʥʘʧʨʠʤʝʨ, 

ʧʦ ʧʦʠʩʢʦʚʳʤ ʠʥʪʝʨʝʩʘʤ, ʩʦʮʠʘʣʴʥʦ-ʜʝʤʦʛʨʘʬʠʯʝʩʢʠʤ ʭʘʨʘʢʪʝʨʠʩʪʠʢʘʤ ʠʣʠ ʛʝʦʛʨʘʬʠʠè, ð 

ʜʦʙʘʚʠʣʠ ʚ çʗʥʜʝʢʩʝè. 

ʄʘʨʠʥʘ ʄʠʯʢʦʚʘ, ʨʫʢʦʚʦʜʠʪʝʣʴ ʛʨʫʧʧʳ ʨʘʟʚʠʪʠʷ ʠ ʤʦʥʝʪʠʟʘʮʠʠ InApp ʠʥʚʝʥʪʘʨʷ ʨʝʢʣʘʤʥʦʡ 

ʩʝʪʠ çʗʥʜʝʢʩʘè: 

ʂʘʞʜʳʡ ʨʝʢʣʘʤʦʜʘʪʝʣʴ ʟʘʠʥʪʝʨʝʩʦʚʘʥ ʚ ʧʦʠʩʢʝ ʥʘʠʙʦʣʝʝ ʵʬʬʝʢʪʠʚʥʳʭ ʜʣʷ ʩʚʦʝʛʦ ʙʠʟʥʝʩʘ 

ʨʝʢʣʘʤʥʳʭ ʧʣʦʱʘʜʦʢ ʠ ʬʦʨʤʘʪʦʚ. ʄʳ ʧʦʩʪʦʷʥʥʦ ʨʘʟʚʠʚʘʝʤ ʥʘʰʫ ʨʝʢʣʘʤʥʫʶ ʩʝʪʴ, ʧʨʠʚʣʝʢʘʷ ʚ ʥʝʝ 

ʥʦʚʳʭ ʧʘʨʪʥʸʨʦʚ. ɹʣʘʛʦʜʘʨʷ ʩʦʪʨʫʜʥʠʯʝʩʪʚʫ ʩ Huawei çʗʥʜʝʢʩè ʨʘʩʰʠʨʠʪ ʜʦʩʪʫʧʥʳʡ ʤʦʙʠʣʴʥʳʡ 

ʠʥʚʝʥʪʘʨʴ ʚ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè, ʠ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʧʦʣʫʯʘʪ ʜʦʩʪʫʧ ʢ ʥʦʚʦʡ ʘʫʜʠʪʦʨʠʠ. 

https://www.sostav.ru/publication/reklamnaya-set-yandeksa-zaklyuchila-partnerstvo-s-huawei-44524.html
https://www.sostav.ru/publication/reklamnaya-set-yandeksa-zaklyuchila-partnerstvo-s-huawei-44524.html
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ʇʦ ʜʘʥʥʳʤ IDC Worldwide Quarterly Mobile Phone Tracker, ʚ 2019 ʛʦʜʫ Huawei ʩʪʘʣ ʣʠʜʝʨʦʤ 

ʧʦ ʧʦʩʪʘʚʢʘʤ ʩʤʘʨʪʬʦʥʦʚ ʥʘ ʨʦʩʩʠʡʩʢʠʡ ʨʳʥʦʢ. 

ʅʘʢʘʥʫʥʝ çʗʥʜʝʢʩè ʧʨʝʜʩʪʘʚʠʣ ʬʠʥʘʥʩʦʚʳʡ ʦʪʯʝʪ ʧʦ ʠʪʦʛʘʤ ʚʪʦʨʦʛʦ ʢʚʘʨʪʘʣʘ. ɺʳʨʫʯʢʘ ʢʦʤʧʘʥʠʠ 

ʦʪ ʧʨʦʜʘʞʠ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʩʥʠʟʠʣʘʩʴ ʥʘ 15% ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʪʝʤ ʞʝ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ 

ʠ ʩʦʩʪʘʚʠʣʘ 24,76 ʤʣʨʜ ʨʫʙʣʝʡ. 

 

Google ʜʦʙʘʚʠʣʘ ʥʦʚʳʝ ʬʫʥʢʮʠʠ ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ. ʆʥʠ ʧʦʤʦʛʫʪ 

ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʪʴ ʨʝʢʣʘʤʫ 

ʂʦʤʧʘʥʠʷ ʧʨʝʜʩʪʘʚʠʣʘ ʬʠʣʴʪʨ ʤʝʩʪʦʧʦʣʦʞʝʥʠʷ, ʦʙʨʘʪʥʳʡ ʦʪʩʯʝʪ, ʠʟʦʙʨʘʞʝʥʠʷ ʚ ʧʦʠʩʢʦʚʠʢʝ 

ʠ ʜʨʫʛʠʝ ʠʥʩʪʨʫʤʝʥʪʳ 

https://www.sostav.ru/publication/google-dobavila-novye-instrumenty-dlya-reklamodatelej-oni-pomogut-

personalizirovat-reklamu-44318.html 

ʂʦʨʧʦʨʘʮʠʷ Google ʧʨʝʜʩʪʘʚʠʣʘ ʥʦʚʳʝ ʠʥʩʪʨʫʤʝʥʪʳ, ʢʦʪʦʨʳʝ ʧʦʤʦʛʫʪ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʪʴ 

ʨʝʢʣʘʤʥʳʝ ʦʙʲʷʚʣʝʥʠʷ. ʉʦʦʙʱʝʥʠʝ ʦʙ ʵʪʦʤ ʦʧʫʙʣʠʢʦʚʘʥʦ ʚ ʙʣʦʛʝ ʢʦʤʧʘʥʠʠ. 

ʆʜʥʘ ʠʟ ʨʘʟʨʘʙʦʪʦʢ ʧʦʟʚʦʣʠʪ ʜʦʩʪʘʚʣʷʪʴ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʙʦʣʝʝ ʨʝʣʝʚʘʥʪʥʫʶ ʨʝʢʣʘʤʫ: ʢʦʤʧʘʥʠʠ 

ʤʦʛʫʪ ʚʳʙʨʘʪʴ ʠ ʚ ʣʶʙʦʡ ʤʦʤʝʥʪ ʠʟʤʝʥʠʪʴ ʤʝʩʪʦʧʦʣʦʞʝʥʠʝ, ʛʜʝ ʧʨʝʜʣʘʛʘʝʪʩʷ ʧʨʦʜʫʢʪ ʠʣʠ ʫʩʣʫʛʘ. 

ʇʦʩʣʝ ʥʘʩʪʨʦʡʢʠ ʦʙʲʷʚʣʝʥʠʝ ʘʚʪʦʤʘʪʠʯʝʩʢʠ ʚʢʣʶʯʠʪ ʥʘʟʚʘʥʠʷ ʛʦʨʦʜʦʚ, ʰʪʘʪʦʚ ʠʣʠ ʩʪʨʘʥ 

ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʪʦʛʦ, ʛʜʝ ʥʘʭʦʜʷʪʩʷ ʧʦʪʝʥʮʠʘʣʴʥʳʝ ʢʣʠʝʥʪʳ. ʈʝʢʣʘʤʦʜʘʪʝʣʶ ʜʦʩʪʫʧʥʳ ʤʦʞʝʪʝ 

ʘʥʦʥʠʤʥʳʝ ʠ ʘʛʨʝʛʠʨʦʚʘʥʥʳʝ ʦʪʯʝʪʳ, ʯʪʦʙʳ ʦʥ ʤʦʛ ʫʟʥʘʪʴ, ʩʢʦʣʴʢʦ ʨʘʟ ʦʙʲʷʚʣʝʥʠʝ ʧʦʢʘʟʳʚʘʣʠ 

ʩ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ çʚʩʪʘʚʢʠ ʤʝʩʪʦʧʦʣʦʞʝʥʠʷè. 

ʊʘʢʞʝ Google ʧʨʝʜʣʦʞʠʣʘ ʥʘʩʪʨʦʡʢʫ ʦʙʨʘʪʥʦʛʦ ʦʪʩʯʝʪʘ: ʵʪʦ ʧʦʤʦʞʝʪ ʧʨʦʜʚʠʛʘʪʴ ʪʦʚʘʨʳ ʠ ʘʢʮʠʠ 

ʚ ʦʙʲʷʚʣʝʥʠʷʭ. çʅʘʧʨʠʤʝʨ, ʫ ʚʘʩ ʝʩʪʴ ʮʚʝʪʦʯʥʳʡ ʤʘʛʘʟʠʥ ʠ ʚ  rʧʨʦʜʚʠʛʘʝʪʝ ʧʨʦʜʘʞʫ ʨʦʟ 

ʚ ʦʛʨʘʥʠʯʝʥʥʦʝ ʚʨʝʤʷ. ʉ ʧʦʤʦʱʴʶ ʵʪʦʡ ʬʫʥʢʮʠʠ ʚʘʰʝ ʦʙʲʷʚʣʝʥʠʝ ʪʝʧʝʨʴ ʘʚʪʦʤʘʪʠʯʝʩʢʠ ʧʦʢʘʞʝʪ, 

ʩʢʦʣʴʢʦ ʚʨʝʤʝʥʠ ʦʩʪʘʣʦʩʴ ʜʦ ʢʦʥʮʘ ʘʢʮʠʠ, ʯʪʦʙʳ ʧʦʪʝʥʮʠʘʣʴʥʳʝ ʢʣʠʝʥʪʳ ʥʝ ʫʧʫʩʪʠʣʠ ʚʘʰʝ 

ʩʧʝʮʠʘʣʴʥʦʝ ʧʨʝʜʣʦʞʝʥʠʝè, ð ʧʦʷʩʥʠʣʠ ʚ Google. 

ɽʱʝ ʦʜʥʦ ʦʙʥʦʚʣʝʥʠʝ ʦʪ Google ð ʫʣʫʯʰʝʥʥʳʝ ʧʨʝʜʣʦʞʝʥʠʷ ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʥʘ ʵʪʘʧʝ 

ʥʘʧʠʩʘʥʠʷ ʟʘʛʦʣʦʚʢʦʚ ʠ ʪʝʢʩʪʦʚ ʦʙʲʷʚʣʝʥʠʡ. ʇʨʠ ʨʘʟʤʝʱʝʥʠʠ ʨʝʢʣʘʤʳ ʧʦʷʚʷʪʩʷ ʥʦʚʳʝ ʢʘʪʝʛʦʨʠʠ, 

ʢʦʪʦʨʳʝ ʨʝʢʦʤʝʥʜʫʶʪ ʯʘʩʪʦ ʠʩʧʦʣʴʟʫʝʤʳʝ ʬʨʘʟʳ ʠ ʧʦʤʦʛʫʪ ʧʦʜʯʝʨʢʥʫʪʴ, ʯʪʦ ʢʦʤʧʘʥʠʷ ʜʦʩʪʫʧʥʘ 

https://www.idc.com/getdoc.jsp?containerId=prEUR246050720
https://www.sostav.ru/publication/vyruchka-yandeksa-ot-prodazhi-internet-reklamy-vo-vtorom-kvartale-snizilas-na-15-44497.html
https://www.sostav.ru/publication/google-dobavila-novye-instrumenty-dlya-reklamodatelej-oni-pomogut-personalizirovat-reklamu-44318.html
https://www.sostav.ru/publication/google-dobavila-novye-instrumenty-dlya-reklamodatelej-oni-pomogut-personalizirovat-reklamu-44318.html
https://support.google.com/google-ads/answer/9970276
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ʦʥʣʘʡʥ, ʘ ʪʘʢʞʝ ʰʘʙʣʦʥʳ ʜʣʷ ʠʥʬʦʨʤʘʮʠʠ ʦ ʜʦʩʪʘʚʢʝ ʠ ʚʦʟʚʨʘʪʘʭ. ʕʪʦ ʩʜʝʣʘʝʪ ʦʙʲʷʚʣʝʥʠʷ ʙʦʣʝʝ 

ʠʥʬʦʨʤʘʪʠʚʥʳʤʠ, ʩʯʠʪʘʶʪ ʨʘʟʨʘʙʦʪʯʠʢʠ. 

ɽʩʣʠ ʫ ʦʙʲʷʚʣʝʥʠʷ, ʧʦ ʤʥʝʥʠʶ Google, ʙʫʜʝʪ ʫʨʦʚʝʥʴ ʥʠʞʝ çʭʦʨʦʰʝʛʦè, ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʜʘʜʫʪ 

ʨʝʢʦʤʝʥʜʘʮʠʠ, ʢʘʢ ʝʛʦ ʤʦʞʥʦ ʫʣʫʯʰʠʪʴ. ʊʘʢʞʝ ʢʦʤʧʘʥʠʷ ʧʦʟʚʦʣʠʪ ʦʮʝʥʠʪʴ, ʯʪʦ ʢʦʥʢʨʝʪʥʦ 

ʚ ʨʝʢʣʘʤʝ ʚʳʟʳʚʘʝʪ ʦʪʢʣʠʢ ʫ ʢʣʠʝʥʪʦʚ.  

Google ʘʥʦʥʩʠʨʦʚʘʣʘ ʬʫʥʢʮʠʶ ʚʩʪʘʚʢʠ ʠʟʦʙʨʘʞʝʥʠʡ ʚ ʦʙʲʷʚʣʝʥʠʷ, ʢʦʪʦʨʳʝ ʧʦʷʚʣʷʶʪʩʷ 

ʚ ʧʦʠʩʢʦʚʦʡ ʚʳʜʘʯʝ. ʅʦʚʳʡ ʠʥʩʪʨʫʤʝʥʪ ʫʞʝ ʦʧʨʦʙʦʚʘʣʠ ʚ Hugo Boss: ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʢʦʤʧʘʥʠʠ 

ʟʘʷʚʠʣʠ, ʯʪʦ ROI (ʚʦʟʚʨʘʪ ʠʥʚʝʩʪʠʮʠʡ ʚ ʧʨʦʜʚʠʞʝʥʠʝ) ʫʚʝʣʠʯʠʣʩʷ ʚ 2,5 ʨʘʟʘ, ʘ ʯʠʩʣʦ ʢʣʠʢʦʚ 

ʢ ʯʠʩʣʫ ʧʦʢʘʟʦʚ ð ʥʘ 5%. ʊʘʢʞʝ Google ʧʦʟʚʦʣʠʣʘ ʚʳʜʝʣʷʪʴ ʥʝʢʦʪʦʨʳʝ ʦʩʦʙʝʥʥʦʩʪʠ 

ʚ ʦʙʲʷʚʣʝʥʠʷʭ ð ʥʘʧʨʠʤʝʨ, ʙʳʩʪʨʫʶ ʠ ʙʝʩʧʣʘʪʥʫʶ ʜʦʩʪʘʚʢʫ. ʕʪʦ ʤʦʞʝʪ ʫʚʝʣʠʯʠʪʴ ʧʦʢʘʟʘʪʝʣʴ 

ʢʦʥʚʝʨʩʠʠ ʥʘ 9%, ʛʦʚʦʨʷʪ ʚ ʢʦʨʧʦʨʘʮʠʠ. 

ɽʱʝ ʚ Google ʜʦʙʘʚʠʣʠ ʥʦʚʳʝ ʢʨʝʘʪʠʚʥʳʝ ʤʘʢʝʪʳ, ʘʚʪʦʤʘʪʠʯʝʩʢʠ ʩʛʝʥʝʨʠʨʦʚʘʥʥʳʝ 

ʚʠʜʝʦʦʙʲʷʚʣʝʥʠʷ ʠ ʜʠʥʘʤʠʯʝʩʢʠʝ ʦʙʲʷʚʣʝʥʠʷ, ʚ ʢʦʪʦʨʳʭ ʤʦʞʥʦ ʨʘʟʤʝʩʪʠʪʴ ʥʘʟʚʘʥʠʝ ʢʦʤʧʘʥʠʠ 

ʨʷʜʦʤ ʩ ʣʦʛʦʪʠʧʦʤ, ʚʳʜʝʣʠʪʴ ʧʦʩʣʝʜʥʠʝ ʨʝʢʣʘʤʥʳʝ ʘʢʮʠʠ ʠʣʠ ʦʧʨʝʜʝʣʝʥʥʳʡ ʧʨʦʜʫʢʪ. 

ʈʘʥʝʝ Google ʧʨʝʜʩʪʘʚʠʣʘ ʥʦʚʳʡ ʨʝʢʣʘʤʥʳʡ ʬʦʨʤʘʪ Swirl ð ʙʘʥʥʝʨʳ ʩ ʠʥʪʝʨʘʢʪʠʚʥʳʤʠ 3D-

ʦʙʲʝʢʪʘʤʠ. ɽʛʦ ʫʞʝ ʦʧʨʦʙʦʚʘʣʠ adidas, Purina, Nissan ʠ Belvedere. Swirl ʧʦʟʚʦʣʷʝʪ ʧʦʣʴʟʦʚʘʪʝʣʷʤ 

ʚʟʘʠʤʦʜʝʡʩʪʚʦʚʘʪʴ ʩ ʧʨʦʜʫʢʪʦʤ ʚ ʨʝʢʣʘʤʥʦʤ ʦʙʲʷʚʣʝʥʠʠ: ʚʨʘʱʘʪʴ, ʧʨʠʙʣʠʞʘʪʴ, ʦʪʜʘʣʷʪʴ. 

ɺ Google ʦʞʠʜʘʶʪ, ʯʪʦ ʙʨʝʥʜʳ ʩʤʦʛʫʪ ʜʝʤʦʥʩʪʨʠʨʦʚʘʪʴ ʨʘʟʥʳʝ ʭʘʨʘʢʪʝʨʠʩʪʠʢʠ ʧʨʦʜʫʢʪʘ 

ʠ ʧʦʚʳʰʘʪʴ ʫʟʥʘʚʘʝʤʦʩʪʴ ʙʣʘʛʦʜʘʨʷ ʬʦʨʤʘʪʫ. 

 

ɺʀɼɽʆʈɽʂʃɸʄɸ ééé..é.ééééééééééééééééééééééé 

Why Video is the King of Content for Marketers ï 2020 Survey 

https://www.business2community.com/content-marketing/why-video-is-the-king-of-content-for-marketers-

2020-survey-02327948 

Video has taken the marketing world by storm in the past decade. It has dethroned every other type of 

content and established a solid kingship thatôs becoming increasingly difficult to overturn. 

The reason? It has high adaptability. Quite the chameleon this medium is. 

https://blog.google/products/ads-commerce/driving-online-sales/?_ga=2.185908265.1636151085.1594891514-1196775843.1590584872
https://www.sostav.ru/publication/google-predstavila-novyj-reklamnyj-format-bannery-s-3d-obektami-44222.html
https://www.business2community.com/content-marketing/why-video-is-the-king-of-content-for-marketers-2020-survey-02327948
https://www.business2community.com/content-marketing/why-video-is-the-king-of-content-for-marketers-2020-survey-02327948
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Whether its B2B or B2C branding, live streaming, internal comms, corporate comms, or social media 

promotion, thereôs little you can throw at video that it canôt handle. 

A recent survey of marketers in the United States and Canada, conducted by MotionCue, showed just 

that. 

Video and the marketing funnel 

Videos are used as an ally at different points in the marketing funnel. 

58% of businesses are taking on videos to create brand awareness. 

52% of businesses are using videos to explain their products and services. All hail the power of 

explainer videos! 

Videos are being employed the most at the end of the marketing funnel. The survey indicated that 62% of 

marketers use videos to increase sales. 

 

 

Video and social platforms 

https://motioncue.com/the-video-marketing-landscape-in-2020/
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Marketers also love video because it is persuasive enough to drive engagement from any platform. 

The survey we conducted gave us an insight into the video marketersô platform preferences. 

While you would think that YouTube officially houses this great king of content, we found that 71% of 

marketers share brand videos on Facebook, and 68% share them on Instagram. 

YouTube, surprisingly, stood at number three when it came to marketersô branding preferences. 

 

Rise of the bourgeoise perhaps? 

We assume itôs because building a following on YouTube óexclusivelyô for videos is hard to do. 

YouTubing is also turning into art itself. The skills and equipment required to record and edit aesthetically 

sound videos may not be in everyoneôs reach. 

Moreover, the YouTube audience prefers a special brand of raw and fast-paced content. Creating content 

that is óYouTube appropriateô may not be every brandôs style. 

With platforms like Facebook and Instagram, marketers have plenty of other tools to increase their 

following, and videos add a cherry on top. 

Videos are going live! 
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Video is inevitably made vital with the increasing popularity of Facebook and Instagram live. 

Facebook is quickly catching up with YouTube in this regard. 53% of marketers prefer to go live on 

YouTube while 51% on Facebook and 44% on Instagram respectively. 

This indicates the audienceôs increasing preference for organic and impromptu video content that 

humanizes both B2B and B2C brands. 

They want to see who you are behind the curtain of the written word and the glitz and glam of pre-recorded 

or ómanufacturedô video content. 

 

Live videos are also shared through short stories. Theyôre quick and easy to do and involve minimal effort. 

Also, they rank high on the relatability factor! 
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This is why marketers are making full use of this feature. 60% of marketers love sharing short video 

stories on Facebook. 

56% use YouTube, and 48% use Instagram to share their stories. 

Although being exclusively micro-content platforms, Snapchat (14%) and TikTok (8%) still have a long 

way to go to become marketersô favorite video stories platform. 

Marketersô perception of sharing brand videos 

LinkedIn videos are also gaining popularity among marketers but still have a long way to go as only 54% 

of marketers claimed to share brand videos on LinkedIn. 

This could be because LinkedIn is overwhelmingly seen as a B2B platform, and B2C marketers are still 

not making full use of it. 

However, 78% of marketers that do post brand videos on LinkedIn believe that itôs beneficial for 

their business. 

And the street cred doesnôt stop there. 

72% of marketers who post videos on Facebook and 65% of those who do so on Instagram, swear 

by the power of video to drive results. 

When it comes to YouTube, 73% of marketers believe that videos are good for their business. 

Case in point, video has extended its territory beyond YouTube, and while the popularity and perception 

regarding different platforms may vary, video, as a medium, is going strong. 

82% of businesses are posting at least one to four videos a month. 

Future outlook for video marketing 

The coming years look promising for video. Marketers are nowhere nearly done with the medium. It brings 

in the sweet numbers that marketers like to see in their analytics software. 
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Not surprisingly, 86% of marketers plan to incorporate more videos into their marketing strategy in 

the future. 

85% believe that video will play an important role in marketing in the coming years. 

So, by the looks of it, the reign of the video is here to stay. Its empire is thriving and growing stronger by 

the day. 

Overall, marketers seem happy about it, as 76% have reported positive ROI and 72% have claimed 

improved Google search engine rankings all because of video! 

 

ONLINE AUDIO ééééééééééééééééééééééééééééé 

Voice assistants grow in importance as businesses reopen 

https://www.smartbrief.com/original/2020/07/voice-assistants-grow-importance-businesses-

reopen?utm_source=brief 

https://www.smartbrief.com/original/2020/07/voice-assistants-grow-importance-businesses-reopen?utm_source=brief
https://www.smartbrief.com/original/2020/07/voice-assistants-grow-importance-businesses-reopen?utm_source=brief
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The use of voice assistants, and voice technology more generally, has been on the rise over the past few 

years thanks, in large part, to consumer adoption of smart speakers and devices. 

However, the coronavirus pandemic is making clear the fact that in order to return to a semblance of 

normalcy, voice technology has now become imperative where it was once simply a nice-to-have. 

For businesses and workplaces, the implementation of voice technology will no longer be a novelty or a 

simple means of asserting a commitment to innovation. As businesses reopen and later in a post-pandemic 

world, it will come to signal a commitment to employee, customer and community health. 

As states reopen and many of us begin to contemplate a return to shared workspaces, weôre taking this 

opportunity to look at the role of voice technology. 

The voice-activated office 

The pandemic has caused a dramatic shift in many human behaviors and itôs turned navigating everyday 

tasks into a minefield of possible viral exposure. Consider the doorknob, for example. What was once a 

completely innocuous object is now a potential harbinger of deadly disease. 

Virtually every hard surface we touch has some potential to carry and transmit the virus. Knowing this, 

companies are scrambling to find ways to retrofit offices to reduce the number of surfaces employees 

touch throughout any given workday. Voice technology has a huge role to play in redesigning office spaces 

so employees can feel safe returning to work. 

In China, for example, the government is redesigning elevators in high-traffic public spaces with voice-

activated controls to eliminate the need for button-pushing. 

Shared devices in offices -- think conference room computers and monitors, conference call speakers, 

and projectors -- can also be upgraded to voice-assisted models which continue to enable collaboration 

while simultaneously reducing the amount of equipment multiple people touch in a shared space. 

Contactless keycards, facial recognition and voice recognition also will likely form at least part of the 

building security picture in the near-term and post-pandemic workplace. 

Voice technology powering customer service and experience 

It seems likely that most consumers will experience a greater level of anxiety and wariness around germs 

at least until a COVID-19 vaccine becomes widely available. Restaurants, retailers and other service 

https://www.voicesummit.ai/blog/this-is-how-people-are-using-voice-assistants-during-coronavirus
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providers will have to do everything they can to mitigate these concerns if consumers are going to return 

in the meantime. 

This means that things like contactless chip card payments will almost certainly see greater rates of 

adoption. Kiosks powered by voice technology will begin popping up in places like airports, limited-service 

restaurants, mass transit hubs and high-traffic retailers. Stores using technologies like Apple Pay, 

Samsung Pay, Google Pay and other contactless transaction options are already widely available in most 

US cities. 

Models like that of Amazonôs contactless grocery stores, which have received a lot of press but are still 

nothing close to widespread, may begin to proliferate at a greater rate as consumers seek to avoid as 

much human interaction and contact with high-touch surfaces as possible. 

Voice assistants fill a gap when human contact isnôt an option 

The pandemic has put tremendous strain on call centers, a problem which in turn has created long wait 

times and frustrated customers. Virtual assistants will increasingly be employed to fill this gap. Chatbots 

and voice AIs can respond to customers at all hours of the day without interruption, substantially alleviating 

the burden on call centers and improving customer satisfaction. 

Connected speakers and devices also have a role to play in keeping people connected, happy and 

entertained even as we self-isolate or shelter at home. For example, the Amazon Alexa ñDrop Inò feature 

allows users to check in easily on elderly relatives who are isolating. These devices can provide 

entertainment for the whole family, but are particularly useful for children, the elderly and people with 

disabilities who may otherwise have difficulties using a traditional device. 

Takeaways 

The COVID-19 pandemic is impacting behavioral norms and changing the nature of human interaction 

across the board. As we look toward reopening the economy, businesses are contemplating how to do so 

responsibly and with an eye to the future. 

In general, we expect the pandemic to play a role in accelerating digital transformation across industries 

as companies try to safeguard against future disruptions. Voice technology is one of the most relevant and 

essential components of digital transformation in a post-COVID world. 

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 

https://www.bluefountainmedia.com/services
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York City agencyôs activities relating to the creation of professional content and commerce websites and 

facilitates the growth of the companyôs technology partnerships. 

 

Spotify ʧʨʠʰʝʣ. ʂʘʢ ʵʪʦ ʦʪʨʘʟʠʪʩʷ ʥʘ ʨʦʩʩʠʡʩʢʦʤ ʨʝʢʣʘʤʥʦʤ ʨʳʥʢʝ? 

ʋ ʩʝʨʚʠʩʘ ʫʞʝ ʝʩʪʴ ʩʚʦʷ ʣʦʷʣʴʥʘʷ ʘʫʜʠʪʦʨʠʷ, ʥʦ ʧʦʢʘ ʵʪʦʛʦ ʤʦʞʝʪ ʙʳʪʴ ʥʝʜʦʩʪʘʪʦʯʥʦ 

https://www.sostav.ru/publication/spotify-44305.html 

ʄʫʟʳʢʘʣʴʥʳʡ ʩʪʨʠʤʠʥʛʦʚʳʡ ʩʝʨʚʠʩ Spotify ʥʘʢʦʥʝʮ ʟʘʧʫʩʪʠʣʩʷ ʚ ʈʦʩʩʠʠ. ɺʤʝʩʪʝ ʩ ʵʢʩʧʝʨʪʘʤʠ 

ʨʘʟʦʙʨʘʣʠʩʴ, ʢʘʢ ʧʦʷʚʣʝʥʠʝ ʵʪʦʛʦ ʠʛʨʦʢʘ ʧʦʚʣʠʷʝʪ ʥʘ ʨʝʢʣʘʤʥʳʡ ʨʳʥʦʢ, ʢʪʦ ʧʝʨʚʳʤ ʦʧʨʦʙʫʝʪ 

ʥʦʚʫʶ ʨʝʢʣʘʤʥʫʶ ʧʣʦʱʘʜʢʫ ʠ ʩ ʢʘʢʠʤʠ ʫʛʨʦʟʘʤʠ ʤʦʞʝʪ ʩʪʦʣʢʥʫʪʴʩʷ ʧʣʘʪʬʦʨʤʘ. 

ʉʘʤʳʡ ʧʦʧʫʣʷʨʥʳʡ ʤʫʟʳʢʘʣʴʥʳʡ ʩʪʨʠʤʠʥʛ ʚ ʤʠʨʝ 

Spotify ʙʳʣ ʩʦʟʜʘʥ ʚ ʐʚʝʮʠʠ ʚ 2006 ʛʦʜʫ. ʉʦʟʜʘʪʝʣʠ ʧʨʦʝʢʪʘ - ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʠ ɼʘʥʠʵʣʴ 

ʕʢ ʠ ʄʘʨʪʠʥ ʃʦʨʝʥʪʩʦʥ ð ʧʨʝʜʣʦʞʠʣʠ ʥʦʚʫʶ ʤʦʜʝʣʴ ʚ ʤʫʟʳʢʘʣʴʥʦʤ ʙʠʟʥʝʩʝ: ʚʤʝʩʪʦ ʪʦʛʦ, ʯʪʦʙʳ 

ʧʦʢʫʧʘʪʴ ʘʣʴʙʦʤʳ, ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʣʠ ʩʣʫʰʘʪʴ ʤʫʟʳʢʫ ʙʝʩʧʣʘʪʥʦ, ʥʦ ʩ ʦʛʨʘʥʠʯʝʥʠʷʤʠ 

ʠ ʨʝʢʣʘʤʦʡ. ʏʪʦʙʳ ʝʝ ʦʪʢʣʶʯʠʪʴ, ʥʝʦʙʭʦʜʠʤʦ ʙʳʣʦ ʦʬʦʨʤʠʪʴ ʧʦʜʧʠʩʢʫ. ɺʧʦʩʣʝʜʩʪʚʠʠ ʵʪʫ ʤʦʜʝʣʴ 

ʜʣʷ ʩʚʦʠʭ ʩʝʨʚʠʩʦʚ ʧʝʨʝʥʷʣʠ ʢʨʫʧʥʳʝ ʀʊ-ʢʦʤʧʘʥʠʠ ð çʗʥʜʝʢʩè, Google ʠ Apple. 

ʉʝʡʯʘʩ ʘʫʜʠʪʦʨʠʷ Spotify ʥʘʩʯʠʪʳʚʘʝʪ ʙʦʣʝʝ 286 ʤʣʥ ʧʦʣʴʟʦʚʘʪʝʣʝʡ, ʧʨʠ ʵʪʦʤ ʫ 130 ʤʣʥ ʝʩʪʴ 

ʧʣʘʪʥʘʷ ʧʦʜʧʠʩʢʘ Spotify Premium. ʇʦ ʜʘʥʥʳʤ Counterpoint Research, ʥʘ Spotify ʧʨʠʭʦʜʠʪʩʷ 30% 

ʜʦʭʦʜʦʚ ʚʩʝʭ ʩʪʨʠʤʠʥʛʦʚʳʭ ʩʝʨʚʠʩʦʚ ʠ ʪʨʝʪʴ ʧʣʘʪʥʳʭ ʧʦʜʧʠʩʦʢ. ʉʣʝʜʦʤ ʠʜʫʪ Apple Music ð 25% 

ʨʳʥʢʘ ʠ Amazon Music ð 12%. 

ʏʪʦ ʙʨʝʥʜʳ ʞʜʫʪ ʦʪ ʧʣʦʱʘʜʢʠ 

ʂʦʛʜʘ ʩʠʣʴʥʳʡ ʙʨʝʥʜ ʚʳʭʦʜʠʪ ʥʘ ʨʳʥʦʢ, ʝʩʪʴ ʵʬʬʝʢʪ ʥʦʚʠʟʥʳ, ʢʦʪʦʨʳʡ ʧʨʠʪʷʛʠʚʘʝʪ ʩʘʤʫʶ 

ʘʢʪʠʚʥʫʶ ʯʘʩʪʴ ʘʫʜʠʪʦʨʠʠ, ʨʘʩʩʢʘʟʳʚʘʝʪ ʇʘʚʝʣ ʎʝʡʪʣʠʥ, ʛʝʥʝʨʘʣʴʥʳʡ ʜʠʨʝʢʪʦʨ  Fancy State 

Music Agency ʠ ʧʨʝʜʩʝʜʘʪʝʣʴ ʩʝʢʮʠʠ ʘʫʜʠʦʙʨʝʥʜʠʥʛʘ ɸʂɸʈ. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʵʪʦ ʫʯʠʪʳʚʘʶʪ. 

ʇʦ ʝʛʦ ʤʥʝʥʠʶ, ʢʦʤʧʘʥʠʠ ʚʘʞʥʦ ʧʦʢʘʟʘʪʴ, ʯʪʦ ʦʥʘ ʩʣʝʜʠʪ ʟʘ ʪʨʝʥʜʘʤʠ. 

ɺ ʯʠʩʣʝ ʧʝʨʚʳʭ ʙʨʝʥʜʦʚ, ʢʦʪʦʨʳʝ ʥʘʯʥʫʪ ʩʦʪʨʫʜʥʠʯʘʪʴ ʩʦ Spotify ʚ ʈʦʩʩʠʠ, ʤʦʛʫʪ ʦʢʘʟʘʪʴʩʷ 

ʛʣʦʙʘʣʴʥʳʝ ʢʦʤʧʘʥʠʠ, ʢʦʪʦʨʳʝ ʫʞʝ ʨʘʟʤʝʱʘʣʠʩʴ ʥʘ ʧʣʦʱʘʜʢʝ ʥʘ ʜʨʫʛʠʭ ʨʳʥʢʘʭ. ɹʨʝʥʜʳ, ʢʦʪʦʨʳʝ 

ʫʚʝʨʝʥʳ ʚ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʬʦʨʤʘʪʦʚ, ʙʫʜʫʪ ʛʦʪʦʚʳ ʧʦʜʜʝʨʞʘʪʴ ʧʣʦʱʘʜʢʫ ʚ ʨʘʟʚʠʪʠʠ ʚ ʈʦʩʩʠʠ, 

ʩʯʠʪʘʝʪ ɸʥʥʘ ʀʚʘʥʮʦʚʘ, ʜʠʨʝʢʪʦʨ ʧʦ ʟʘʢʫʧʢʘʤ ʨʘʜʠʦ Wavemaker . 

https://www.sostav.ru/publication/spotify-44305.html
https://www.sostav.ru/publication/spotify-zapustilsya-v-rossii-44283.html
https://s22.q4cdn.com/540910603/files/doc_financials/2020/q1/Shareholder-Letter-Q1-2020-Final.pdf
https://www.counterpointresearch.com/music-subscriptions-394-million-q1-2020/
https://www.sostav.ru/advmap/agency/6808
https://www.sostav.ru/advmap/agency/6808
https://www.sostav.ru/advmap/agency/6768
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ʅʘ ʛʣʦʙʘʣʴʥʦʤ ʫʨʦʚʥʝ Spotify ʧʨʝʜʣʘʛʘʝʪ ʨʘʟʥʳʝ ʨʝʢʣʘʤʥʳʝ ʚʦʟʤʦʞʥʦʩʪʠ: ʦʪ ʩʪʘʥʜʘʨʪʥʦʡ 

ʤʝʜʠʡʥʦʡ ʠ ʘʫʜʠʦʨʝʢʣʘʤʳ ʜʦ ʩʧʦʥʩʦʨʩʢʠʭ ʧʣʝʡʣʠʩʪʦʚ. ʂʘʢʠʝ ʬʦʨʤʘʪʳ ʙʫʜʫʪ ʜʦʩʪʫʧʥʳ ʚ ʈʦʩʩʠʠ, 

ʢʦʤʧʘʥʠʷ ʘʥʦʥʩʠʨʫʝʪ ʧʦʟʜʥʝʝ. 

ʉ 2017 ʛʦʜʘ Spotify ʨʘʟʚʠʚʘʝʪ ʧʨʦʜʫʢʪ AdStudio ʠ ʚ ʵʪʦʤ ʛʦʜʫ ʤʘʩʰʪʘʙʠʨʫʝʪ ʝʛʦ ʥʘ ʙʦʣʴʰʝʝ 

ʢʦʣʠʯʝʩʪʚʦ ʨʳʥʢʦʚ. ʆʥ ʧʦʟʚʦʣʷʝʪ ʩʦʟʜʘʚʘʪʴ ʘʫʜʠʦʨʝʢʣʘʤʫ ʩ ʥʫʣʷ ʠ ʦʩʦʙʝʥʥʦ ʠʥʪʝʨʝʩʝʥ ʤʘʣʦʤʫ 

ʠ ʩʨʝʜʥʝʤʫ ʙʠʟʥʝʩʫ, ʫʢʘʟʘʣʘ ʖʣʠʷ ʋʜʦʚʝʥʢʦ, ʜʠʨʝʢʪʦʨ ʧʦ ʪʨʘʥʩʬʦʨʤʘʮʠʠ ʙʠʟʥʝʩʘ  Publicis 

Groupe Russia . çɼʫʤʘʶ, ʚ ʈʦʩʩʠʠ ʝʛʦ ʤʦʞʥʦ ʦʞʠʜʘʪʴ ʢ 2021 ʛʦʜʫè, ð ʜʦʙʘʚʠʣʘ ʦʥʘ. 

çSpotify ʛʣʦʙʘʣʴʥʦ ʠʟʚʝʩʪʝʥ ʠʤʝʥʥʦ ʩʚʦʠʤ ʫʤʝʥʠʝʤ ʶʚʝʣʠʨʥʦ ʨʘʙʦʪʘʪʴ ʩ ʧʨʦʜʫʢʪʘʤʠ, ð ʦʪʤʝʪʠʣʘ 

ʋʜʦʚʝʥʢʦ, ð ʪʘʢ ʯʪʦ ʙʫʜʝʤ ʞʜʘʪʴ ʥʦʚʠʥʦʢ, ʘ ʚʦʟʤʦʞʥʦ ʠ ʟʥʘʢʦʚʳʭ ʧʘʨʪʥʝʨʩʪʚ, ʢʦʪʦʨʳʝ ʧʦʟʚʦʣʷʪ 

ʨʘʙʦʪʘʪʴ ʥʘ ʵʢʦʩʠʩʪʝʤʥʦʤ ʫʨʦʚʥʝè. 

ɿʘ ʧʦʣʴʟʦʚʘʪʝʣʷ ʧʨʠʜʝʪʩʷ ʢʦʥʢʫʨʠʨʦʚʘʪʴ ʩ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʤʠ ʛʠʛʘʥʪʘʤʠ 

ɺ ʈʦʩʩʠʠ ʩʘʤʳʝ ʢʨʫʧʥʳʝ ʩʪʨʠʤʠʥʛʦʚʳʝ ʩʝʨʚʠʩʳ ʧʨʠʥʘʜʣʝʞʘʪ çʗʥʜʝʢʩʫè ʠ Mail.ru Group. ʏʠʩʣʦ 

ʧʦʜʧʠʩʯʠʢʦʚ ʤʝʜʠʩʝʨʚʠʩʦʚ çʗʥʜʝʢʩʘè, ʢʫʜʘ ʚʭʦʜʠʪ çʗʥʜʝʢʩ.ʄʫʟʳʢʘè, ʚ ʧʝʨʚʦʤ ʢʚʘʨʪʘʣʝ 2020 

ʛʦʜʘ ʩʦʩʪʘʚʠʣʦ 4,3 ʤʣʥ. ʋ ʩʝʨʚʠʩʦʚ çʄʫʟʳʢʘ ɺʂʦʥʪʘʢʪʝè ʠ BOOM, ʧʦ ʜʘʥʥʳʤ ʥʘ ʷʥʚʘʨʴ 2020 ʛʦʜʘ, 

ʙʦʣʝʝ 3 ʤʣʥ ʧʦʜʧʠʩʯʠʢʦʚ. 

ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʙʫʜʫʪ ʥʘʙʣʶʜʘʪʴ, ʢʘʢ Spotify ʙʫʜʝʪ ʥʘʙʠʨʘʪʴ ʨʦʩʩʠʡʩʢʫʶ ʘʫʜʠʪʦʨʠʶ, ʦʪʤʝʯʘʶʪ 

ʵʢʩʧʝʨʪʳ. ɿʘʧʫʩʢ ʩʝʨʚʠʩʘ ʜʘʚʥʦ ʞʜʘʣʠ, ʠ ʫ ʥʝʛʦ ʫʞʝ ʝʩʪʴ ʣʦʷʣʴʥʳʝ ʧʦʣʴʟʦʚʘʪʝʣʠ. ɺʦʧʨʦʩ 

ʚ ʪʦʤ, ʧʦʣʫʯʠʪʩʷ ʣʠ Spotify ʧʨʠʚʣʝʯʴ ʙʦʣʝʝ ʰʠʨʦʢʠʝ ʤʘʩʩʳ. ʀʩʧʦʣʥʠʪʝʣʴʥʳʡ 

ʜʠʨʝʢʪʦʨ  i.com ɸʣʝʢʩʘʥʜʨ ɻʨʠʛʦʨʴʷʥ ʩʯʠʪʘʝʪ, ʯʪʦ ʩ ʵʪʠʤ ʤʦʛʫʪ ʚʦʟʥʠʢʥʫʪʴ ʩʣʦʞʥʦʩʪʠ: ʤʥʦʛʠʝ 

ʧʦʪʝʥʮʠʘʣʴʥʳʝ ʧʦʣʴʟʦʚʘʪʝʣʠ ʫʞʝ ʚʳʙʨʘʣʠ ʩʝʨʚʠʩʳ ʢʦʥʢʫʨʝʥʪʦʚ, ʠ ʠʭ ʧʝʨʝʭʦʜ ʚʦʟʤʦʞʝʥ ʪʦʣʴʢʦ 

ʠʟ-ʟʘ ʙʦʣʝʝ ʧʨʠʚʣʝʢʘʪʝʣʴʥʦʛʦ ʧʨʝʜʣʦʞʝʥʠʷ. 

ɺ ʈʦʩʩʠʠ ʮʝʥʘ ʩʪʘʥʜʘʨʪʥʦʡ ʧʦʜʧʠʩʢʠ Spotify Premium ʥʘʭʦʜʠʪʩʷ ʥʘ ʫʨʦʚʥʝ ʨʳʥʢʘ ð 169 ʨʫʙʣʝʡ. 

ʉʪʦʣʴʢʦ ʞʝ ʧʨʝʜʣʘʛʘʶʪ çʗʥʜʝʢʩè, Apple ʠ YouTube ʟʘ ʩʚʦʠ ʤʫʟʳʢʘʣʴʥʳʝ ʩʝʨʚʠʩʳ. ʇʨʠ ʵʪʦʤ Spotify 

ʩʥʠʟʠʣ ʮʝʥʫ ʥʘ ʧʦʜʧʠʩʢʫ ʚ ʈʦʩʩʠʠ ð ʜʣʷ ʩʨʘʚʥʝʥʠʷ, ʧʦʜʧʠʩʢʘ ʥʘ Spotify ʚ ʉʐɸ ʦʙʦʡʜʝʪʩʷ ʚ $9.99 

(ʦʢʦʣʦ 700 ʨʫʙʣʝʡ). 

ʅʝ ʨʘʩʩʤʘʪʨʠʚʘʷ ʤʫʟʳʢʘʣʴʥʳʝ ʚʦʟʤʦʞʥʦʩʪʠ, ʫ ʨʦʩʩʠʡʩʢʠʭ ʢʦʥʢʫʨʝʥʪʦʚ ð ʤʫʟʳʢʘʣʴʥʳʭ ʩʝʨʚʠʩʦʚ 

çʗʥʜʝʢʩʘè ʠ Mail.ru Group ð ʝʩʪʴ ʨʷʜ ʧʨʝʠʤʫʱʝʩʪʚ: 

çʗʥʜʝʢʩè ʠ Mail.ru Group ʤʦʛʫʪ ʧʨʝʜʣʦʞʠʪʴ ʘʫʜʠʪʦʨʠʠ ʢʦʤʙʠʥʠʨʦʚʘʥʥʫʶ ʧʦʜʧʠʩʢʫ, ʛʜʝ 

ʧʦʣʴʟʦʚʘʪʝʣʠ ʧʦʣʫʯʘʪ ʥʝ ʪʦʣʴʢʦ ʜʦʩʪʫʧ ʢ ʤʫʟʳʢʝ, ʥʦ ʪʘʢʞʝ ʩʢʠʜʢʫ ʥʘ ʪʘʢʩʠ, ʧʨʦʩʤʦʪʨ ʢʠʥʦ ʠ ʜʨʫʛʠʝ 

ʬʠʰʢʠ ʵʢʦʩʠʩʪʝʤʳ. 

https://www.spotifyforbrands.com/en-US/
https://www.sostav.ru/advmap/agency/310
https://www.sostav.ru/advmap/agency/310
https://yandex.ru/company/press_releases/2020/2020-04-28
https://corp.imgsmail.ru/media/files/mail.rugrouparfy2019.pdf
https://www.sostav.ru/advmap/agency/4192
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ʋ ʢʦʤʧʘʥʠʡ ʝʩʪʴ ʰʠʨʦʢʘʷ ʠʥʬʨʘʩʪʨʫʢʪʫʨʘ ʩʦʙʩʪʚʝʥʥʳʭ ʜʘʥʥʳʭ. ʅʘʧʨʠʤʝʨ, ʘʫʜʠʦʨʝʢʣʘʤʫ 

MyTarget ʤʦʞʥʦ ʨʘʟʤʝʱʘʪʴ ʥʘ ʩʝʛʤʝʥʪʘʭ ʧʦ ʧʦʚʝʜʝʥʠʶ ʚ ʨʘʤʢʘʭ ʩʦʮʩʝʪʝʡ, ʦʪʤʝʪʠʣʘ ʖʣʠʷ 

ʋʜʦʚʝʥʢʦ, Publicis Groupe Russia. 

ʋ çʗʥʜʝʢʩ.ʄʫʟʳʢʠè ʠ çBOOMè ʝʩʪʴ ʚʳʭʦʜ ʥʘ ʛʦʣʦʩʦʚʳʝ ʜʝʚʘʡʩʳ ð çʗʥʜʝʢʩ.ʉʪʘʥʮʠʶè 

ʠ çʂʘʧʩʫʣʫè, ʦʪʤʝʪʠʣʘ ʋʜʦʚʝʥʢʦ. çʍʦʪʷ ʚ ʈʦʩʩʠʠ ʜʦʣʷ ʜʦʤʦʭʦʟʷʡʩʪʚ ʩ ʛʦʣʦʩʦʚʳʤʠ ʘʩʩʠʩʪʝʥʪʘʤʠ 

ʧʦʢʘ ʦʯʝʥʴ ʤʘʣʘ ʠ ʥʝʩʨʘʚʥʠʤʘ ʩ ʉʐɸ, ʵʪʦ ʥʘʧʨʘʚʣʝʥʠʝ ʧʨʠ ʜʦʣʞʥʦʤ ʨʘʟʚʠʪʠʠ ʪʘʢʞʝ ʙʫʜʝʪ 

ʷʚʣʷʪʴʩʷ ʧʣʶʩʦʤè, ð ʧʦʜʯʝʨʢʥʫʣʘ ʦʥʘ. 

ʂʨʦʤʝ ʪʦʛʦ, ʚ ʈʦʩʩʠʠ Spotify ʟʘʧʫʩʪʠʣʩʷ ʧʦʢʘ ʙʝʟ ʧʦʜʢʘʩʪʦʚ, ʯʪʦ ʤʦʞʝʪ ʥʝʛʘʪʠʚʥʦ ʦʪʨʘʟʠʪʴʩʷ 

ʥʘ ʠʥʪʝʨʝʩʝ ʎɸ ʠ ʦʙʲʝʤʝ ʨʝʢʣʘʤʥʦʛʦ ʠʥʚʝʥʪʘʨʷ, ʩʯʠʪʘʝʪ ʜʠʨʝʢʪʦʨ ʧʦ ʨʘʟʚʠʪʠʶ Fistashki ʀʚʘʥ 

ʅʠʢʠʪʠʥ. 

ʇʦʷʚʣʝʥʠʝ ʥʦʚʦʛʦ ʠʛʨʦʢʘ ð ʨʘʟʚʠʪʠʝ ʚʩʝʛʦ ʨʳʥʢʘ 

ʈʳʥʦʢ ʘʫʜʠʦʨʝʢʣʘʤʳ ʝʱʝ ʥʘʭʦʜʠʪʩʷ ʥʘ ʩʪʘʜʠʠ ʩʚʦʝʛʦ ʩʪʘʥʦʚʣʝʥʠʷ ʠ ʧʦʢʘʟʳʚʘʝʪ ʚʳʩʦʢʠʝ ʪʝʤʧʳ 

ʨʦʩʪʘ. ʇʨʠ ʵʪʦʤ ʧʣʦʪʥʦʩʪʴ ʠ ʢʦʥʢʫʨʝʥʮʠʷ ʠʛʨʦʢʦʚ ʫʞʝ ʚʝʩʴʤʘ ʚʳʩʦʢʘ, ʦʪʤʝʪʠʣ ɸʣʝʢʩʘʥʜʨ 

ɻʨʠʛʦʨʴʷʥ, i.com. ʇʦʷʚʣʝʥʠʝ ʪʘʢʦʛʦ ʠʛʨʦʢʘ ʢʘʢ Spotify ʩʪʘʥʝʪ ʜʦʧʦʣʥʠʪʝʣʴʥʳʤ ʜʨʘʡʚʝʨʦʤ ʨʦʩʪʘ 

ʚʩʝʡ ʠʥʜʫʩʪʨʠʠ ʦʥʣʘʡʥ-ʘʫʜʠʦʨʝʢʣʘʤʳ, ʦʪʤʝʪʠʣ ʦʥ. ʉ ʥʠʤ ʩʦʛʣʘʩʥʘ ɸʥʥʘ ʀʚʘʥʮʦʚʘ, Wavemaker: 

çʅʝʩʤʦʪʨʷ ʥʘ ʪʦ, ʯʪʦ ʦʩʥʦʚʥʦʡ ʦʙʲʝʤ ʨʝʢʣʘʤʳ ʥʘ ʧʣʦʱʘʜʢʝ ʠʜʝʪ ʥʘ ʚʠʜʝʦʬʦʨʤʘʪ, ʜʫʤʘʶ, ʠ ʜʣʷ 

ʨʳʥʢʘ ʘʫʜʠʦʨʝʢʣʘʤʳ ʵʪʦ ʙʫʜʝʪ ʜʦʧʦʣʥʠʪʝʣʴʥʳʤ ʩʪʠʤʫʣʦʤ ʢ ʨʦʩʪʫè. 

ʇʨʠʭʦʜ Spotify, ʠʟʚʝʩʪʥʦʛʦ ʩʚʦʠʤʠ ʫʩʧʝʰʥʳʤʠ ʢʝʡʩʘʤʠ ʙʨʝʥʜ-ʠʥʪʝʛʨʘʮʠʡ, ʪʘʢʞʝ ʧʨʠʚʝʜʝʪ 

ʢ ʧʦʚʳʰʝʥʠʶ ʧʣʘʥʢʠ ʢʨʝʘʪʠʚʘ, ʩʯʠʪʘʝʪ ʇʘʚʝʣ ʎʝʡʪʣʠʥ. çɺ ʩʨʝʜʥʝʩʨʦʯʥʦʡ ʧʝʨʩʧʝʢʪʠʚʝ, ʫʚʝʨʝʥ, 

ʤ  rʫʚʠʜʠʤ ʤʥʦʛʦ ʠʥʪʝʨʝʩʥʳʭ ʧʨʦʝʢʪʦʚè, ð ʧʦʜʳʪʦʞʠʣ ʦʥ. 

 

Spotify ʟʘʧʫʩʪʠʣ ʚʠʜʝʦʧʦʜʢʘʩʪʳ 

https://www.sostav.ru/publication/spotify-zapustil-videopodkasty-44412.html 

ʇʦʢʘ ʠʭ ʤʦʞʝʪ ʚʳʢʣʘʜʳʚʘʪʴ ʪʦʣʴʢʦ ʦʛʨʘʥʠʯʝʥʥʘʷ ʛʨʫʧʧʘ ʘʚʪʦʨʦʚ 

ʄʫʟʳʢʘʣʴʥʳʡ ʩʪʨʠʤʠʥʛʦʚʳʡ ʩʝʨʚʠʩ Spotify ʦʙʲʷʚʠʣ ʦ ʟʘʧʫʩʢʝ ʚʠʜʝʦʧʦʜʢʘʩʪʦʚ. ʆʥʠ ʙʫʜʫʪ ʜʦʩʪʫʧʥʳ 

ʢʘʢ ʧʣʘʪʥʳʤ, ʪʘʢ ʠ ʙʝʩʧʣʘʪʥʳʤ ʧʦʣʴʟʦʚʘʪʝʣʷʤ, ʧʠʰʝʪ TechCrunch. 

ʇʦʢʘ ʚʠʜʝʦʧʦʜʢʘʩʪʳ ʩʤʦʞʝʪ ʚʳʧʫʩʢʘʪʴ ʪʦʣʴʢʦ ʦʛʨʘʥʠʯʝʥʥʘʷ ʛʨʫʧʧʘ ʘʚʪʦʨʦʚ. ɺ Spotify ʥʘʜʝʶʪʩʷ, 

ʯʪʦ ʥʦʚʘʷ ʦʧʮʠʷ ʧʦʤʦʞʝʪ ʠʤ ʨʘʩʰʠʨʠʪʴ ʘʫʜʠʪʦʨʠʶ. 

https://www.reuters.com/article/us-spotify-russia/spotify-expands-to-russia-and-12-other-countries-idUSKCN24F2AH
https://www.sostav.ru/advmap/agency/6844
https://www.sostav.ru/publication/spotify-zapustil-videopodkasty-44412.html
https://techcrunch.com/2020/07/21/spotify-launches-video-podcasts-worldwide-starting-with-select-creators/
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ɺʠʜʝʦʧʦʜʢʘʩʪʳ ʤʦʛʫʪ ʜʘʪʴ Spotify ʥʦʚʳʝ ʨʝʢʣʘʤʥʳʝ ʚʦʟʤʦʞʥʦʩʪʠ, ʥʦ ʚ ʢʦʤʧʘʥʠʠ ʥʝ ʩʪʘʣʠ 

ʢʦʤʤʝʥʪʠʨʦʚʘʪʴ, ʧʦʚʣʠʷʝʪ ʣʠ ʥʦʚʳʡ ʬʦʨʤʘʪ ʥʘ ʨʝʢʣʘʤʥʫʶ ʩʪʨʘʪʝʛʠʶ. ʈʘʙʦʪʘ ʩʝʨʚʠʩʘ ʩ ʚʠʜʝʦ 

ʧʦʢʘ ʥʘʭʦʜʠʪʩʷ çʥʘ ʨʘʥʥʝʡ ʩʪʘʜʠʠè, ʛʦʚʦʨʷʪ ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʧʣʘʪʬʦʨʤʳ. 

ʈʦʣʠʢʠ ʙʫʜʫʪ ʜʦʩʪʫʧʥʳ ʢʘʢ ʚ ʜʝʩʢʪʦʧʥʦʡ ʚʝʨʩʠʠ, ʪʘʢ ʠ ʚ ʤʦʙʠʣʴʥʦʤ ʧʨʠʣʦʞʝʥʠʠ. ɺʠʜʝʦ ʩʣʫʞʠʪ 

ʜʦʧʦʣʥʠʪʝʣʴʥʳʤ ʢʦʤʧʦʥʝʥʪʦʤ, ʘ ʥʝ ʟʘʤʝʥʦʡ ʘʫʜʠʦ, ʦʪʤʝʯʘʝʪ ʠʟʜʘʥʠʝ. ʇʨʠ ʞʝʣʘʥʠʠ ʧʦʣʴʟʦʚʘʪʝʣʴ 

ʤʦʞʝʪ ʩʢʘʯʘʪʴ ʧʦʜʢʘʩʪ ʜʣʷ ʦʬʣʘʡʥ-ʧʨʦʩʣʫʰʠʚʘʥʠʷ. 

ɽʩʣʠ ʟʨʠʪʝʣʴ ʧʝʨʝʡʜʝʪ ʚ ʜʨʫʛʠʝ ʧʨʠʣʦʞʝʥʠʷ ʠʣʠ ʟʘʙʣʦʢʠʨʫʝʪ ʫʩʪʨʦʡʩʪʚʦ, ʘʫʜʠʦ ʠʟ ʨʦʣʠʢʘ 

ʧʨʦʜʦʣʞʠʪ ʟʚʫʯʘʪʴ ʚ ʬʦʥʦʚʦʤ ʨʝʞʠʤʝ. ɺ YouTube ʧʦʜʦʙʥʘʷ ʫʩʣʫʛʘ ʜʦʩʪʫʧʥʘ ʪʦʣʴʢʦ ʧʣʘʪʥʳʤ 

ʧʦʜʧʠʩʯʠʢʘʤ, ʧʨʠʚʦʜʠʪ ʧʨʠʤʝʨ ʠʟʜʘʥʠʝ. 

ʇʦʢʘ ʜʦʩʪʫʧʥʦ ʥʝʩʢʦʣʴʢʦ ʚʠʜʝʦʧʦʜʢʘʩʪʦʚ ʥʘ ʥʝʢʦʪʦʨʳʭ ʨʳʥʢʘʭ, ʛʦʚʦʨʷʪ ʚ Spotify. ʅʘʧʨʠʤʝʨ, 

ʦʪ Book of Basketball 2.0, Fantasy Footballers ʠ The Misfits Podcast. 

ʅʘ ʧʨʦʰʣʦʡ ʥʝʜʝʣʝ Spotify ʟʘʧʫʩʪʠʣʩʷ ʚ ʈʦʩʩʠʠ. ʉʝʨʚʠʩ ʨʘʙʦʪʘʝʪ ʢʘʢ ʙʝʩʧʣʘʪʥʦ, ʪʘʢ 

ʠ ʧʦ ʧʦʜʧʠʩʢʝ ð ʤʠʥʠʤʘʣʴʥʘʷ ʮʝʥʘ ʩʦʩʪʘʚʣʷʝʪ 169 ʨʫʙʣʝʡ ʚ ʤʝʩʷʮ. 

 

SOCIAL MEDIA & INFLUENCERS ééééééééééééééééééééé 

Facebook ʨʘʩʩʢʘʟʘʣʘ ʦ ʥʦʚʳʭ ʩʧʦʩʦʙʘʭ ʤʦʥʝʪʠʟʘʮʠʠ ʜʣʷ ʘʚʪʦʨʦʚ ʢʦʥʪʝʥʪʘ 

ʋ ʩʦʮʩʝʪʠ ʧʦʷʚʠʣʘʩʴ ʚʠʨʪʫʘʣʴʥʘʷ ʚʘʣʶʪʘ Stars, ʘ ʧʦʜʧʠʩʯʠʢʠ ʤʦʛʫʪ ʦʬʦʨʤʠʪʴ ʨʝʛʫʣʷʨʥʳʝ ʜʦʥʘʪʳ 

https://www.sostav.ru/publication/facebook-dobavila-novye-instrumenty-monetizatsii-dlya-avtorov-

kontenta-44089.html 

ʉʦʮʩʝʪʴ Facebook ʜʦʙʘʚʠʣʘ ʠʥʩʪʨʫʤʝʥʪʳ, ʢʦʪʦʨʳʝ ʧʦʤʦʛʫʪ ʘʚʪʦʨʘʤ ʤʦʥʝʪʠʟʠʨʦʚʘʪʴ ʢʦʥʪʝʥʪ. 

ʆ ʥʦʚʳʭ ʬʫʥʢʮʠʷʭ ʨʘʩʩʢʘʟʳʚʘʝʪʩʷ ʚ ʩʦʦʙʱʝʥʠʠ, ʦʧʫʙʣʠʢʦʚʘʥʥʦʤ ʚ ʙʣʦʛʝ ʢʦʤʧʘʥʠʠ. 

Facebook ʜʦʙʘʚʠʣʘ ʨʝʢʣʘʤʫ ʚ ʢʦʨʦʪʢʠʝ ʚʠʜʝʦ: ʪʝʧʝʨʴ ʘʚʪʦʨʳ ʤʦʛʫʪ ʤʦʥʝʪʠʟʠʨʦʚʘʪʴ ʨʦʣʠʢʠ 

ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʴʶ 60ī180 ʩʝʢʫʥʜ ʩ ʧʦʤʦʱʴʶ ʙʘʥʥʝʨʦʚ ʠ ʧʦʩʪʨʦʣʣʦʚ. ʈʝʢʣʘʤʫ ʪʘʢʞʝ ʤʦʞʥʦ 

ʨʘʟʤʝʩʪʠʪʴ ʚʦʚʨʝʤʷ ʩʪʨʠʤʦʚ: ʦʙʲʷʚʣʝʥʠʝ ʧʦʷʚʠʪʩʷ ʥʘ ʦʩʥʦʚʥʦʤ ʵʢʨʘʥʝ, ʘ ʧʦʢʘ ʠʜʝʪ ʨʝʢʣʘʤʘ, 

ʙʣʦʛʝʨʘ ʧʦʢʘʞʫʪ ʚ ʫʛʣʫ ʚ ʦʢʥʝ ʤʝʥʴʰʝʛʦ ʨʘʟʤʝʨʘ. 

ʂʨʦʤʝ ʪʦʛʦ, ʪʝʧʝʨʴ ʧʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʫʪ ʦʬʦʨʤʠʪʴ ʨʝʛʫʣʷʨʥʫʶ ʧʣʘʪʥʫʶ ʧʦʜʧʠʩʢʫ, ʯʪʦʙʳ 

ʧʦʜʜʝʨʞʘʪʴ ʘʚʪʦʨʦʚ. ʊʘʢʞʝ Facebook ʜʦʙʘʚʠʣʘ ʚʥʫʪʨʝʥʥʶʶ ʚʘʣʶʪʫ Stars: çʟʚʝʟʜʳè ʧʦʢʫʧʘʶʪʩʷ 

https://open.spotify.com/episode/1RDkOnfPuo3jTanRnmZqUy?si=Txgl6XZ_T4irqa_uwjpjhg
https://open.spotify.com/episode/71ZymlQ7EzqLXulWQbu8bh?si=8EJDeWAYT-iMfzBvm18kkA
https://open.spotify.com/episode/38Dd7KhUMxPyRjZS88x6j2?si=Wvnue31gTkCCwznllw0uyw
https://www.sostav.ru/publication/spotify-44305.html
https://www.sostav.ru/publication/spotify-zapustilsya-v-rossii-44283.html
https://www.sostav.ru/publication/facebook-dobavila-novye-instrumenty-monetizatsii-dlya-avtorov-kontenta-44089.html
https://www.sostav.ru/publication/facebook-dobavila-novye-instrumenty-monetizatsii-dlya-avtorov-kontenta-44089.html
https://www.facebook.com/facebookmedia/blog/helping-creators-and-video-publishers-grow-their-businesses
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ʟʘ ʜʦʣʣʘʨʳ, ʟʨʠʪʝʣʠ ʤʦʛʫʪ ʦʪʧʨʘʚʣʷʪʴ ʠʭ ʙʣʦʛʝʨʘʤ ʚʦ ʚʨʝʤʷ ʩʪʨʠʤʦʚ. ɹʣʦʛʝʨʳ, ʚ ʩʚʦʶ ʦʯʝʨʝʜʴ, 

ʤʦʛʫʪ ʨʘʟʤʝʱʘʪʴ çʮʝʣʠ ʧʦ ʟʚʝʟʜʘʤè ʚ ʩʚʦʠʭ ʚʠʜʝʦ. ʊʘʢʞʝ ʩʦʮʩʝʪʴ ʜʦʙʘʚʠʣʘ ʚʦʟʤʦʞʥʦʩʪʴ 

ʧʨʦʚʦʜʠʪʴ ʧʣʘʪʥʳʝ ʦʥʣʘʡʥ-ʪʨʘʥʩʣʷʮʠʠ. 

Facebook ʩʪʨʝʤʠʪʩʷ ʫʚʝʣʠʯʠʪʴ ʦʧʣʘʪʫ ʟʘ ʩʦʟʜʘʥʠʝ ʢʦʥʪʝʥʪʘ ʚ ʩʝʨʚʠʩʝ ʚʠʜʝʦ ʧʦ ʟʘʧʨʦʩʫ Watch. 

ʅʘʧʨʠʤʝʨ, ʪʝʩʪʠʨʫʶʪʩʷ ʧʦʢʘʟʳ ʥʝʙʦʣʴʰʦʡ ʨʝʢʣʘʤʳ ʧʦʩʣʝ ʧʨʦʩʤʦʪʨʘ ʨʦʣʠʢʘ ʚ Watch. 

ɺ Creator Studio ʜʦʙʘʚʠʣʠ ʧʘʥʝʣʴ ʤʦʥʠʪʦʨʠʥʛʘ Video Details Explorer, ʛʜʝ ʧʦʢʘʞʫʪ ʜʘʥʥʳʝ 

ʦʙ ʠʩʪʦʯʥʠʢʘʭ ʪʨʘʬʠʢʘ ʜʣʷ ʢʘʞʜʦʛʦ ʚʠʜʝʦ. ʊʘʢʞʝ ʧʦʷʚʠʣʠʩʴ ʧʦʯʘʩʦʚʳʝ ʤʝʪʨʠʢʠ ʜʣʷ ʧʝʨʚʳʭ 48 

ʯʘʩʦʚ ʩ ʧʫʙʣʠʢʘʮʠʠ ʨʦʣʠʢʘ. ʅʘʢʦʥʝʮ, ʩʦʮʩʝʪʴ ʟʘʧʫʩʪʠʣʘ ʦʙʟʦʨ ʢʦʤʤʝʥʪʘʨʠʝʚ, ʢʦʪʦʨʳʡ ʧʦʤʦʞʝʪ 

ʙʣʦʛʝʨʘʤ ʫʟʥʘʪʴ, ʢʘʢ ʠʭ ʫʯʘʩʪʠʝ ʚ ʜʠʩʢʫʩʩʠʷʭ ʚʣʠʷʝʪ ʥʘ ʘʢʪʠʚʥʦʩʪʴ. 

ɺ Facebook ʩʯʠʪʘʶʪ, ʯʪʦ ʥʦʚʳʝ ʠʥʩʪʨʫʤʝʥʪʳ ʧʦʤʦʛʫʪ ʩʦʟʜʘʪʝʣʷʤ ʢʦʥʪʝʥʪʘ ʨʘʟʚʠʚʘʪʴ ʩʚʦʡ ʙʠʟʥʝʩ. 

çʄ  rʚʠʜʠʤ, ʢʘʢ ʨʘʟʚʠʚʘʝʪʩʷ ʪʨʘʜʠʮʠʦʥʥʦʝ ʧʨʝʜʩʪʘʚʣʝʥʠʝ ʦʙ ʘʚʪʦʨʘʭ: ʢʦʤʠʢʠ, ʘʨʪʠʩʪʳ, 

ʠʥʩʪʨʫʢʪʦʨʳ ʧʦ ʬʠʪʥʝʩʫ, ʩʧʦʨʪʩʤʝʥʳ, ʥʝʙʦʣʴʰʠʝ ʢʦʤʧʘʥʠʠ ʠ ʩʧʦʨʪʠʚʥʳʝ ʦʨʛʘʥʠʟʘʮʠʠ ʠʩʧʦʣʴʟʫʶʪ 

ʚʠʜʝʦ ʠ ʦʥʣʘʡʥ-ʤʝʨʦʧʨʠʷʪʠʷ ʜʣʷ ʩʚʷʟʠ ʩʦ ʩʚʦʝʡ ʘʫʜʠʪʦʨʠʝʡ. ʏʪʦʙʳ ʣʫʯʰʝ ʧʦʜʜʝʨʞʠʚʘʪʴ ʥʘʰʠʭ 

ʧʘʨʪʥʝʨʦʚ, ʤʳ ʩʦʚʝʨʰʝʥʩʪʚʫʝʤ ʠʥʩʪʨʫʤʝʥʪʳ, ʢʦʪʦʨʳʝ ʧʦʤʦʛʘʶʪ ʩʦʟʜʘʪʝʣʷʤ ʟʘʨʘʙʘʪʳʚʘʪʴ ʜʝʥʴʛʠ 

ʠ ʫʧʨʘʚʣʷʪʴ ʩʚʦʠʤ ʧʨʠʩʫʪʩʪʚʠʝʤ ʚ Facebookè, ð ʦʪʤʝʪʠʣʠ ʚ ʩʦʮʩʝʪʠ. 

ʆʙʥʦʚʣʝʥʠʷ ʘʥʦʥʩʠʨʦʚʘʣʠ ʥʘ ʬʦʥʝ ʤʘʩʩʦʚʦʛʦ ʙʦʡʢʦʪʘ Facebook ʨʝʢʣʘʤʦʜʘʪʝʣʷʤʠ. ʂʦʤʧʘʥʠʠ 

ʩʯʠʪʘʶʪ, ʯʪʦ ʩʝʪʴ ʧʣʦʭʦ ʙʦʨʝʪʩʷ ʩ ʥʝʥʘʚʠʩʪʥʠʯʝʩʢʠʤʠ ʠ ʨʘʩʦʚʳʤʠ ʚʳʩʢʘʟʳʚʘʥʠʷʤʠ. 

ɹʨʝʥʜʳ ʧʣʘʥʠʨʫʶʪ ʥʘʧʨʘʚʠʪʴ ʩʨʝʜʩʪʚʘ, ʦʪʣʦʞʝʥʥʳʝ ʥʘ ʨʝʢʣʘʤʫ ʚ Facebook, ʥʘ ʜʨʫʛʠʝ ʧʣʘʪʬʦʨʤʳ 

ʠ ʢʘʥʘʣʳ ʧʨʦʜʚʠʞʝʥʠʷ. 

 

Trending: How Brands Can Join The Tiktok Movement Without The Cringe 

https://adage.com/article/industry-insights/trending-how-brands-can-join-tiktok-movement-without-

cringe/2264896 

Filled with dances, challenges and trends, TikTok has catapulted creative influencers into viral superstars. 

TikTokôs short-form video model lends to the preferences of younger audiences, who gravitate to the bite-

sized content that combines pop culture, music, memes and their favorite influencers. As a result, TikTok 

has boomed to an estimated 800 million users worldwide, with about 25% of U.S. users between the ages 

of 18 and 24.  

https://www.sostav.ru/publication/brendy-massovo-bojkotiruyut-reklamu-v-facebook-44052.html
https://www.sostav.ru/publication/bojkot-facebook-kuda-brendy-napravlyayut-dengi-kotorye-planirovalos-potratit-na-reklamu-v-sotsseti-44083.html
https://adage.com/article/industry-insights/trending-how-brands-can-join-tiktok-movement-without-cringe/2264896
https://adage.com/article/industry-insights/trending-how-brands-can-join-tiktok-movement-without-cringe/2264896
https://influencermarketinghub.com/tiktok-stats/
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Given its global audience, brands are recognizing TikTokôs marketing potential and seeking ways to 

capitalize on its popularity. But while creating a branded account and surfacing memes might be tempting, 

marketers must carefully consider their approach.  

My company has worked with the platform in the past. Through that experience, I learned that to navigate 

this compelling new world of creator content, marketers should take time to evaluate the landscape and 

devise a strategy that naturally fits with TikTokôs content, creators and audience. 

Once a big-picture plan is in place, they should approach engagements with authenticity and partner with 

influencers who have already mastered the trends. Marketers should also consider tapping into tools such 

as artificial intelligence that will allow them to make data-driven decisions with confidence. 

Be yourself: Embracing brand identity 

TikTok presents an opportunity for brands to start anew and forge stronger relationships with young 

audiences. But to succeed, they must balance the companyôs identity with platform trends. Rather than 

only plastering TikTok with ads or pumping out content from a branded account, brands should weave 

themselves into existing communities and conversations by utilizing influencer partnerships, participating 

in challenges and selectively following platform trends. 

With a reliance on audio and meme culture, TikTok stands apart from other social media platforms, making 

it more alluring to prospective audiences. Content discovery is another differentiator. TikTok populates 

content based on user preferences, with videos featuring everything from top influencers and viral 

hashtags to trending dances and challenges. This unique model encourages creativity from influencers 

looking to spark the next trend. 

TikTok is also filled with popular challenges that allow brands to break out of the stale text-based 

communication found on other platforms. Brimming with variation, these vibrant challenges are a core part 

of TikTok, and as long as they align with a brandôs identity, brands should take part in them.  

Creators have the keys to the kingdom. 

For the greatest impact, brands joining TikTok should partner with influencers who have already found 

success on the platform. These creators have built dedicated audiences, but given the novelty of the 

platform, they have fewer opportunities to monetize their content in the way that Instagram influencers do. 

Some cross-channel creators have been able to tap into brand partnerships. Take David Dobrik, for 

example. A nationally recognizable name, Dobrik partnered with Chipotle for its #ChipotleLidFlip 

https://www.newsweek.com/what-flip-switch-challenge-1491111
https://www.qsrmagazine.com/news/chipotle-launches-tiktok-hashtag-challenge-free-delivery-cinco-de-mayo
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challenge, which earned more than 230 million views. The partnership created an authentic moment for 

Chipotle that drove natural engagement from audiences. Without influencersô guidance, brand integrations 

might feel forced, and marketers are more inclined to make cringe-worthy mistakes with content that seems 

out of place. 

To remove uncertainty, brands should foster connections with a range of carefully curated influencers who 

tap their audience segments. Forging these relationships will not only enable brands to diversify their 

content strategies, but also permeate TikTok in a meaningful, long-lasting way.  

But with the massive amount of content uploaded each day, it can be difficult for brands to determine the 

best brand partners. This is why some advertisers might opt for AI, which can arm you with data-driven 

recommendations on which content creators best align with your target audience. (A number of companies, 

my own included, use AI to aid in influencer marketing.) 

AI technology can help brands better analyze unstructured data points, such as images, text and audio, 

which are difficult for a human to quantify but make up much of the data marketers need to consider. In 

doing so, AI can enable brands to execute the best possible influencer marketing campaigns across 

platforms. 

That said, implementing AI isnôt foolproof. It can become difficult to effectively employ the technology if a 

brand lacks an appropriate amount of historical data. This is because the more information AI has to sort 

through, the stronger data-driven recommendations it can give. If brands want to use AI to its fullest extent, 

they should carefully store all of their data for each campaign, thus making it easier for customized 

algorithms to be designed for new projects. 

As marketing on TikTok evolves, the same rule will apply: Brands must hold on to all of their numbers from 

the platform so that AI will be able to function to the best of its ability. 

Become a part of the community. 

TikTok doesnôt just allow creators to reach new peaks; it encourages a deeper community. Content 

houses, where influencers live and produce content together, are growing more prevalent and opening the 

door for unprecedented branded opportunities.  

To become a part of the action and empower creators, brands can consider sponsoring content houses or 

specific activations within houses. (Itôs possible that AI can support the success of these initiatives as well.) 

Once these content houses are established, brands will have greater access to influencers and become 

an integral part of their creativity and business. 

https://www.qsrmagazine.com/news/chipotle-launches-tiktok-hashtag-challenge-free-delivery-cinco-de-mayo
https://www.forbes.com/sites/aliciakelso/2019/08/07/why-chipotles-bet-on-tiktok-is-paying-off/#1a1c5a804080
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Brands can also boost influencer relations by establishing a TikTok-centric award competition or 

sponsoring an event that brings content creators together and shows respect for their craft. This will create 

more exposure for brands because influencers will not only film and promote the experience, but also 

establish genuine relationships with brand sponsors. 

While still in its infancy, TikTok will only grow more relevant to ad-averse audiences. A one-size-fits-all 

approach will not resonate with digital natives. Marketers should consider using data-driven processes 

enabled by advanced technology, trusting the instincts of established influencers and finding innovative, 

natural ways to connect with TikTokôs community. With the right partnerships and creativity, a brand could 

very well take over social media, thus proving its ability to become a viral sensation, without the cringe. 

Ad Age Collective 

About 

The Ad Age collective is an invitation-only, fee-based membership organization of leaders shaping 

marketing and media who share their expertise and insights with the Ad Age audience. To be considered 

for the Ad Age collective, learn more here. 

 

Instagram Stories Remains Missed Opportunity For Many Brands 

https://www.mediapost.com/publications/article/353244/instagram-stories-remains-missed-opportunity-

for-m.html?edition=118974 

Publishing content on Instagram Stories seems like a no-brainer for mobile marketers and media 

companies. 

More than half of Instagramôs billion-plus users view Stories on a daily basis. Whatôs more, average reach 

rates hover around 5% for brands, and around 4% for those in media, while average completion rates for 

brands now stand at 86%, and 84% for media publishers. 

Yet, according to new findings from Conviva, many brands and media companies appear less than eager 

to exploit the marketing channel.  

From 2019 to 2020, for example, the average number of Stories that brands posted per week declined 

from 2.5 to 2.3, while it declined from 3 to 2.7 for media companies. 

https://adage.com/ad-age-collective
https://adagecollective.com/
https://www.mediapost.com/publications/article/353244/instagram-stories-remains-missed-opportunity-for-m.html?edition=118974
https://www.mediapost.com/publications/article/353244/instagram-stories-remains-missed-opportunity-for-m.html?edition=118974
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These arenôt major shifts, but it certainly doesnôt paint a picture of brands and media firms eagerly 

embracing Stories. 

Considering Stories' strengths, itôs not entirely clear why brands and media are not investing more time 

and money into the marketing channel. 

Late in the first quarter, the COVID-19 crisis began to impact marketing plans and the ability of certain 

publishers to create fresh content. Sports-related publishers have been particularly hard hit by the 

pandemic.  

Beginning in the second quarter of this year, brands also began suspending ads on Facebook properties 

over objections to the companyôs willingness to broadcast messages of hate and racial prejudice. Yet 

Conviva completed its most recent research in the first quarter, so such suspensions werenôt reflected in 

its data. 

Meanwhile, as indicated by an internal chat between Microsoft executives, some brands have become 

wary of appearing alongside what they consider to be inappropriate content. For that reason, the software 

giant put a hold on advertising in the U.S. on Facebook and Instagram in May, and more recently expanded 

the ban internationally. 

If and when brands and media publishers warm to Instagram Stories, Convivaôs latest report offers some 

guidance about how to make the most of the medium. 

For one, the firm found a direct relationship between reach and the number of ñframesò in a Story. In other 

words, the more ñframesò -- or individual pages -- that publishers included in their Stories, the more 

consumers they reached. 

Conviva also found that the lowest percentage of user actions -- liking moving onto another Story -- occur 

on the second frames of Stories. 

Therefore, the firm considers the second frame to be a prime content spot, considering it is the least likely 

to be interrupted. 

For publishers looking for creative inspiration, Conviva also suggested breaking panoramic pictures into 

separate frames, using Story highlights to share important information, and having fun with the various 

stickers the service offers. 

https://www.mediapost.com/publications/article/353135/microsoft-suspends-facebook-instagram-ads.html
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For its latest report, Conviva said it analyzed 920 Instagram accounts, approximately 28,700 stories, and 

165,000 individual ñframes.ò 

Late last year, Socialbakers estimated that Instagram Stories accounted for approximately 10% of all ad 

revenue for Facebook. 

 

Instagram ʧʝʨʝʤʘʥʠʚʘʝʪ ʙʣʦʛʝʨʦʚ ʠʟ TikTok ʥʘ ʥʦʚʫʶ ʧʣʘʪʬʦʨʤʫ 

ʉʦʮʩʝʪʴ ʧʨʝʜʣʘʛʘʝʪ ʚʣʘʜʝʣʴʮʘʤ ʧʦʧʫʣʷʨʥʳʭ ʘʢʢʘʫʥʪʦʚ ʩʦʪʥʠ ʪʳʩʷʯ ʜʦʣʣʘʨʦʚ ʟʘ ʧʝʨʝʭʦʜ ʥʘ Reels 

https://www.sostav.ru/publication/instagram-peremanivaet-blogerov-iz-tiktok-na-novuyu-platformu-

44507.html 

ʉʦʮʠʘʣʴʥʘʷ ʩʝʪʴ Instagram ʧʝʨʝʤʘʥʠʚʘʝʪ ʧʦʧʫʣʷʨʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʠʟ TikTʦk ʥʘ ʩʚʦʶ ʥʦʚʫʶ 

ʧʣʘʪʬʦʨʤʫ Reels. ɿʘ ʧʨʠʚʣʝʯʝʥʠʝ ʧʦʜʧʠʩʯʠʢʦʚ ʢʦʤʧʘʥʠʷ ʛʦʪʦʚʘ ʧʣʘʪʠʪʴ. ʆʙ ʵʪʦʤ ʩʦʦʙʱʘʝʪ The 

Wall Street Journal ʩʦ ʩʩʳʣʢʦʡ ʥʘ ʠʩʪʦʯʥʠʢʠ. 

ʆʪʤʝʯʘʝʪʩʷ, ʯʪʦ ʧʦʣʴʟʦʚʘʪʝʣʠ ʢʠʪʘʡʩʢʦʡ ʩʦʮʩʝʪʠ TikTʦk ʩ ʤʠʣʣʠʦʥʘʤʠ ʧʦʜʧʠʩʯʠʢʦʚ ʩʤʦʛʫʪ 

ʧʦʣʫʯʠʪʴ çʩʦʪʥʠ ʪʳʩʷʯ ʜʦʣʣʘʨʦʚè. ɼʣʷ ʵʪʦʛʦ ʜʦʩʪʘʪʦʯʥʦ ʧʝʨʝʡʪʠ ʚ Instagram Reels ʠ ʧʝʨʝʚʝʩʪʠ 

ʩʚʦʶ ʘʫʜʠʪʦʨʠʶ ʚ ʵʪʦʪ ʩʝʨʚʠʩ. 

ʇʨʝʜʩʪʘʚʠʪʝʣʴ Instagram ʉʘʨʠʩʩʘ ʊʨʦʫʵʨ ʧʦʜʪʚʝʨʜʠʣʘ, ʯʪʦ ʢʦʤʧʘʥʠʷ ʦʙʨʘʱʘʣʘʩʴ ʢ ʥʝʩʢʦʣʴʢʠʤ 

ʧʦʧʫʣʷʨʥʳʤ ʙʣʦʛʝʨʘʤʠ, ʥʦ ʠʥʬʦʨʤʘʮʠʠ ʦ ʚʦʟʥʘʛʨʘʞʜʝʥʠʷʭ ʥʝ ʫʪʦʯʥʠʣʘ. ʊʨʦʫʵʨ ʜʦʙʘʚʠʣʘ, ʯʪʦ 

Instagram çʩʦʭʨʘʥʷʝʪ ʛʦʪʦʚʥʦʩʪʴ ʠʥʚʝʩʪʠʨʦʚʘʪʴ ʚ ʘʚʪʦʨʦʚè. 

Instagram ʧʣʘʥʠʨʫʝʪ ʟʘʧʫʩʪʠʪʴ ʨʝʜʘʢʪʦʨ Reels, ʘ ʘʚʛʫʩʪʝ. ʇʦ ʬʫʥʢʮʠʦʥʘʣʫ ʦʥ ʧʦʭʦʞ ʥʘ TikTok. 

ʉ ʧʦʤʦʱʴʶ Reels ʤʦʞʥʦ ʩʦʟʜʘʚʘʪʴ 15-ʩʝʢʫʥʜʥʳʝ ʚʠʜʝʦʨʦʣʠʢʠ, ʥʘʩʪʨʘʠʚʘʪʴ ʩʢʦʨʦʩʪʴ 

ʚʦʩʧʨʦʠʟʚʝʜʝʥʠʷ, ʧʦʜʢʣʘʜʳʚʘʪʴ ʤʫʟʳʢʫ ʠʣʠ ʟʘʠʤʩʪʚʦʚʘʪʴ ʘʫʜʠʦʜʦʨʦʞʢʫ ʠʟ ʜʨʫʛʠʭ ʚʠʜʝʦ 

(ʥʘʧʦʜʦʙʠʝ ʬʫʥʢʮʠʠ Duet ʚ TikTok) ʠ ʧʨʠʤʝʥʷʪʴ ʨʘʟʣʠʯʥʳʝ ʵʬʬʝʢʪʳ. 

ʈʘʥʝʝ TikTok ʦʙʲʷʚʠʣ ʦ ʩʦʟʜʘʥʠʠ ʬʦʥʜʘ ʚ ʨʘʟʤʝʨʝ $200 ʤʣʥ ʜʣʷ ʧʦʜʜʝʨʞʢʠ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʩʚʦʝʡ 

ʧʣʘʪʬʦʨʤʳ ʚ ʉʐɸ. ʉʝʨʚʠʩ ʟʘʧʫʩʪʠʣ ʬʦʥʜ ʥʘ ʬʦʥʝ ʥʦʚʦʩʪʝʡ ʦ ʚʦʟʤʦʞʥʦʡ ʙʣʦʢʠʨʦʚʢʝ ʧʨʠʣʦʞʝʥʠʷ 

ʚ ʨʘʟʥʳʭ ʩʪʨʘʥʘʭ. 

 

https://www.mediapost.com/publications/article/344384/instagram-stories-ad-spend-grows-70-topping-face.html
https://www.sostav.ru/publication/instagram-peremanivaet-blogerov-iz-tiktok-na-novuyu-platformu-44507.html
https://www.sostav.ru/publication/instagram-peremanivaet-blogerov-iz-tiktok-na-novuyu-platformu-44507.html
https://www.wsj.com/articles/facebook-seeks-to-reel-in-tiktok-creators-raising-stakes-in-social-media-rivalry-11595928600?mod=hp_lead_pos3
https://www.wsj.com/articles/facebook-seeks-to-reel-in-tiktok-creators-raising-stakes-in-social-media-rivalry-11595928600?mod=hp_lead_pos3
https://www.sostav.ru/publication/tiktok-podderzhit-avtorov-v-ssha-200-mln-na-fone-vozmozhnoj-blokirovki-44454.html
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ʕʢʦʩʠʩʪʝʤʘ ʨr ʥʢʘ influencer marketing 2020 

https://iabrus.ru/news/1850 

ʅʦʚʘʷ ʵʢʦʩʠʩʪʝʤʘ ʨʳʥʢʘ ʠʥʬʣʶʝʥʩ ʤʘʨʢʝʪʠʥʛʘ, ʧʦʜʛʦʪʦʚʣʝʥʥʘʷ ʵʢʩʧʝʨʪʘʤʠ ʧʨʦʬʠʣʴʥʦʛʦ 

ʢʦʤʠʪʝʪʘ IAB Russia, ʷʚʣʷʝʪʩʷ ʦʪʨʘʞʝʥʠʝʤ ʩʦʩʪʦʷʥʠʷ ʠ ʨʘʟʚʠʪʠʷ ʥʘʧʨʘʚʣʝʥʠʷ ʥʘ 2020 ʛʦʜ.  

ɺʳʩʦʢʠʝ ʪʝʤʧʳ ʨʦʩʪʘ ʨʳʥʢʘ Influencer Marketing ʦʙʫʩʣʦʚʠʣʠ ʥʝʦʙʭʦʜʠʤʦʩʪʴ ʨʝʛʫʣʷʨʥʦʛʦ 

ʦʙʥʦʚʣʝʥʠʷ ʵʢʦʩʠʩʪʝʤʳ: ʧʦʷʚʣʷʶʪʩʷ ʥʦʚʳʝ ʠʛʨʦʢʠ, ʪʝʭʥʦʣʦʛʠʠ ʠ ʩʠʩʪʝʤʳ ʘʥʘʣʠʪʠʢʠ. ɺ ʜʦʢʫʤʝʥʪʝ 

ʚʳ ʥʘʡʜʝʪʝ ʧʣʘʪʬʦʨʤʳ, ʥʘ ʢʦʪʦʨʳʭ ʨʘʙʦʪʘʶʪ ʠʥʬʣʶʝʥʩʝʨʳ, ʘʛʨʝʛʘʪʦʨʳ, ʧʨʦʜʶʩʝʨʩʢʠʝ ʢʦʤʧʘʥʠʠ, 

ʘʥʘʣʠʪʠʯʝʩʢʠʝ ʩʝʨʚʠʩʳ, ʘʛʝʥʪʩʪʚʘ, ʩʧʝʮʠʘʣʠʟʠʨʫʶʱʠʝʩʷ ʥʘ ʨʘʙʦʪʝ ʩ ʙʣʦʛʝʨʘʤʠ, ʘ ʪʘʢʞʝ 

ʢʦʤʤʫʥʠʢʘʮʠʦʥʥʳʝ ʛʨʫʧʧʳ. 

 

ɸʥʪʦʥ ʇʝʪʫʭʦʚ, ʩʦʧʨʝʜʩʝʜʘʪʝʣʴ ʢʦʤʠʪʝʪʘ IAB Russia ʧʦ Influencer Marketing, Co-founder 

Woombat: 

 

ñInfluencer ʤʘʨʢʝʪʠʥʛ ʜʠʥʘʤʠʯʥʦ ʨʘʟʚʠʚʘʝʪʩʷ. ʈʳʥʦʢ ʜʝʤʦʥʩʪʨʠʨʫʝʪ ʚʳʩʦʢʠʝ ʪʝʤʧʳ ʨʦʩʪʘ, 

ʧʦʷʚʣʷʝʪʩʷ ʚʩʝ ʙʦʣʴʰʝ ʢʦʤʧʘʥʠʡ ʠ ʚʦʟʤʦʞʥʦʩʪʝʡ, ʚ ʢʦʪʦʨʳʭ ʜʘʞʝ ʦʧʳʪʥʳʤ ʩʧʝʮʠʘʣʠʩʪʘʤ 

ʩʪʘʥʦʚʠʪʩʷ ʩʣʦʞʥʦ ʦʨʠʝʥʪʠʨʦʚʘʪʴʩʷ, ʘ ʥʦʚʠʯʢʘʤ ʪʝʤ ʙʦʣʝʝ. ʇʦʵʪʦʤʫ ʝʞʝʛʦʜʥʦ ʤʳ ʦʙʥʦʚʣʷʝʤ 

ʵʢʦʩʠʩʪʝʤʫ ʨʳʥʢʘ. ʆʥʘ ʷʚʣʷʝʪʩʷ ʚʘʞʥʳʤ ʠʥʬʨʘʩʪʨʫʢʪʫʨʥʳʤ ʜʦʢʫʤʝʥʪʦʤ ʜʣʷ ʵʪʦʡ ʤʦʣʦʜʦʡ ʩʬʝʨʳ, 

ʛʜʝ ʫ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʙʦʣʴʰʝ ʚʦʧʨʦʩʦʚ, ʯʝʤ ʦʪʚʝʪʦʚ. ʎʝʣʴ ʜʦʢʫʤʝʥʪʘ ï ʥʘʛʣʷʜʥʦ ʧʦʢʘʟʘʪʴ, ʢʘʢ 

ʬʫʥʢʮʠʦʥʠʨʫʝʪ ʠ ʠʟ ʯʝʛʦ ʩʦʩʪʦʠʪ ʨʦʩʩʠʡʩʢʠʡ ʨʳʥʦʢ Influencer marketing.  

ɺ ʵʪʦʤ ʛʦʜʫ ʚʤʝʩʪʝ ʩ ʫʯʘʩʪʥʠʢʘʤʠ ʢʦʤʠʪʝʪʘ ʤʳ ʧʨʠʚʥʝʩʣʠ ʨʷʜ ʠʟʤʝʥʝʥʠʡ, ʯʪʦʙʳ ʩʜʝʣʘʪʴ ʝʝ 

ʧʦʥʷʪʥʝʝ. ʄʳ ʚʩʝ ʫʚʝʨʝʥʳ, ʯʪʦ ʨʝʢʣʘʤʦʜʘʪʝʣʴ ʜʦʣʞʝʥ ʭʦʨʦʰʦ ʧʦʥʠʤʘʪʴ, ʢʘʢ, ʩ ʢʝʤ ʠ ʛʜʝ ʦʥ ʭʦʯʝʪ 

ʥʘʯʘʪʴ ʩʚʦʶ ʧʝʨʚʫʶ ʨʝʢʣʘʤʥʫʶ ʢʘʤʧʘʥʠʶ ʩ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ ʠʥʩʪʨʫʤʝʥʪʦʚ influencer marketing. 

ʕʢʦʩʠʩʪʝʤʘ, ʧʦʜʛʦʪʦʚʣʝʥʥʘʷ ʵʢʩʧʝʨʪʘʤʠ IAB Russia, ʧʦʤʦʞʝʪ ʦʪʚʝʪʠʪʴ ʥʘ ʙʦʣʴʰʫʶ ʯʘʩʪʴ ʵʪʠʭ 

ʚʦʧʨʦʩʦʚ ʠ ʪʝʤ ʩʘʤʳʤ ʩʥʠʟʠʪʴ ʰʘʥʩ ʥʘ ʦʰʠʙʢʫò. 

 

ɽʢʘʪʝʨʠʥʘ ʄʘʢʦʚʝʮʢʘʷ,  ʩʦʧʨʝʜʩʝʜʘʪʝʣʴ ʢʦʤʠʪʝʪʘ IAB Russia ʧʦ Influencer Marketing, 

ʂʦʤʤʝʨʯʝʩʢʠʡ ʜʠʨʝʢʪʦʨ ʧʦ ʨʘʟʚʠʪʠʶ ʙʠʟʥʝʩʘ Mobio: 

ñʄʳ ʤʥʦʛʦ ʚʥʠʤʘʥʠʷ ʫʜʝʣʠʣʠ ʧʫʪʠ, ʧʦ ʢʦʪʦʨʦʤʫ ʧʨʦʭʦʜʷʪ ʙʶʜʞʝʪʳ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ. ɺ ʠʪʦʛʝ 

ʚʢʣʶʯʠʣʠ 2 ʥʦʚʳʝ ʢʘʪʝʛʦʨʠʠ: ñAgenciesò ʠ ñCommunication groupsò. ʄʳ ʦʪʢʘʟʘʣʠʩʴ ʦʪ ʢʘʪʝʛʦʨʠʠ 

ñCreative agenciesò, ʧʦʪʦʤʫ ʯʪʦ ʦʥʘ ʧʨʘʢʪʠʯʝʩʢʠ ʠʜʝʥʪʠʯʥʘ ʙʣʦʢʫ ñSpecialized agenciesò. ʕʪʦ ʩʚʷʟʘʥʦ 

ʩ ʪʝʤ, ʯʪʦ ʥʘ ʨʳʥʢʝ IM ʧʦʢʘ ʝʱʝ ʩʣʘʙʦ ʨʘʟʚʠʪʘ ʧʨʦʜʘʞʘ ʢʨʝʘʪʠʚʘ ʙʝʟ ʝʛʦ ʜʘʣʴʥʝʡʰʝʡ ʨʝʘʣʠʟʘʮʠʠ.  

https://iabrus.ru/news/1850
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ɺ ʵʪʦʪ ʨʘʟ ʵʢʩʧʝʨʪʳ ʫʪʚʝʨʜʠʣʠ ʥʦʚʳʝ ʢʨʠʪʝʨʠʠ ʚʝʨʠʬʠʢʘʮʠʠ ʫʯʘʩʪʥʠʢʦʚ ʢʘʨʪʳ. ʊʝʧʝʨʴ ʢʦʤʠʪʝʪ 

ʙʫʜʝʪ ʦʙʲʝʢʪʠʚʥʝʝ ʧʨʠʥʠʤʘʪʴ ʨʝʰʝʥʠʝ ʦ ʚʢʣʶʯʝʥʠʠ ʥʦʚʳʭ ʢʦʤʧʘʥʠʡ ʚ ʵʢʦʩʠʩʪʝʤʫ ʨʳʥʢʘ 2021 ʛʦʜʘ. 

ʅʘʤ, ʢʘʢ ʧʨʝʜʩʝʜʘʪʝʣʷʤ ʢʦʤʠʪʝʪʘ, ʚʘʞʥʦ ʫʯʠʪʳʚʘʪʴ ʨʘʟʥʳʝ ʠʥʪʝʨʝʩʳ ʢʘʞʜʦʡ ʢʘʪʝʛʦʨʠʠ ʢʦʤʧʘʥʠʡ 

ʠ ʦʪʜʝʣʴʥʳʭ ʝʝ ʧʨʝʜʩʪʘʚʠʪʝʣʝʡ. ʕʪʦ ʥʝʧʨʦʩʪʘʷ ʟʘʜʘʯʘ, ʥʘ ʵʪʦ ʫʭʦʜʠʪ ʤʥʦʛʦ ʚʨʝʤʝʥʠ. ʊʝʤ ʥʝ ʤʝʥʝʝ 

ʤʳ ʟʥʘʝʤ ʩʚʦʶ ʮʝʣʴ ʠ ʙʫʜʝʤ ʜʝʣʘʪʴ ʚʩʝ ʚʦʟʤʦʞʥʦʝ, ʯʪʦʙʳ ʩʦʟʜʘʚʘʪʴ ʦʙʲʝʢʪʠʚʥʫʶ ʢʘʨʪʠʥʫ ʨʳʥʢʘ, 

ʩʧʨʘʚʝʜʣʠʚʫʶ ʜʣʷ ʢʘʞʜʦʛʦ ʝʛʦ ʫʯʘʩʪʥʠʢʘò. 

ʆʟʥʘʢʦʤʠʪʴʩʷ ʩ ʵʢʦʩʠʩʪʝʤʦʡ ʨʳʥʢʘ 

 

E-COMMERCE éééééééé.ééééééééééééééééééééé 

çɺʂʦʥʪʘʢʪʝè ʟʘʧʫʩʪʠʣʘ ʨʘʟʜʝʣ çʇʦʢʫʧʢʠè. ʇʦʢʘ ʚ ʥʝʤ ʧʨʝʜʩʪʘʚʣʝʥʳ ʪʦʣʴʢʦ 

ʪʦʚʘʨʳ AliExpress 

https://www.sostav.ru/publication/vkontakte-zapustila-razdel-pokupki-poka-v-nem-predstavleny-tolko-

tovary-iz-aliexpress-44500.html 

ɺ ʨʘʟʜʝʣʝ ð ʟʘʧʠʩʠ, ʬʦʪʦ, ʚʠʜʝʦ ʠ ʩʪʘʪʴʠ ʩ ʪʦʚʘʨʘʤʠ, ʢʦʪʦʨʳʝ ʤʦʞʥʦ ʢʫʧʠʪʴ ʚ ʩʫʧʝʨʧʨʠʣʦʞʝʥʠʠ 

VK 

çɺʂʦʥʪʘʢʪʝè ʟʘʧʫʩʪʠʣʘ ʨʘʟʜʝʣ çʇʦʢʫʧʢʠè. ɺ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʫʶ ʣʝʥʪʫ ʧʦʣʴʟʦʚʘʪʝʣʝʡ 

ʩʦʙʠʨʘʶʪʩʷ ʟʘʧʠʩʠ, ʬʦʪʦ, ʚʠʜʝʦ ʠ ʩʪʘʪʴʠ ʩ ʧʨʠʢʨʝʧʣʸʥʥʳʤʠ ʪʦʚʘʨʘʤʠ, ʢʦʪʦʨʳʝ ʤʦʞʥʦ ʢʫʧʠʪʴ 

ʚ ʩʫʧʝʨʧʨʠʣʦʞʝʥʠʠ VK, ʨʘʩʩʢʘʟʘʣʠ Sostav ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʩʦʮʩʝʪʠ. 

ʅʘ ʧʝʨʚʦʤ ʵʪʘʧʝ ʚ çʇʦʢʫʧʢʠè ʜʦʙʘʚʠʣʠ ʪʦʚʘʨʳ ʪʦʣʴʢʦ ʠʟ AliExpress. çɺʂʦʥʪʘʢʪʝè ʦʙʝʱʘʝʪ, ʯʪʦ 

ʩʢʦʨʦ ʥʦʚʳʡ ʨʘʟʜʝʣ ʧʦʧʦʣʥʷʪ ʧʦʟʠʮʠʠ ʦʪ ʜʨʫʛʠʭ ʧʨʦʜʘʚʮʦʚ, ʢʦʪʦʨʳʝ ʚʝʜʫʪ ʙʠʟʥʝʩ ʚ VK. 

ɺ çʇʦʢʫʧʢʘʭè ʧʦʣʴʟʦʚʘʪʝʣʠ ʫʚʠʜʷʪ ʢʦʥʪʝʥʪ ʦʪ ʙʣʦʛʝʨʦʚ ʠ ʩʦʦʙʱʝʩʪʚ, ʢʦʪʦʨʳʝ ʜʝʣʷʪʩʷ ʩʚʦʠʤ 

ʤʥʝʥʠʝʤ ʦ ʪʦʚʘʨʝ, ʨʘʩʩʢʘʟʳʚʘʶʪ ʦ ʭʘʨʘʢʪʝʨʠʩʪʠʢʘʭ, ʜʦʙʘʚʣʷʶʪ ʬʦʪʦ ʠ ʧʨʠʢʨʝʧʣʷʶʪ ʩʩʳʣʢʫ 

ʥʘ ʧʨʝʜʣʦʞʝʥʠʝ. çʇʦʪʝʥʮʠʘʣʴʥʳʝ ʢʣʠʝʥʪʳ ʩʨʘʟʫ ʚʠʜʷʪ ʩʪʦʠʤʦʩʪʴ ʚʝʱʠ, ʩʦʩʪʘʚʣʷʶʪ ʦ ʥʝʡ 

ʩʦʙʩʪʚʝʥʥʦʝ ʚʧʝʯʘʪʣʝʥʠʝ ʠ ʦʜʥʠʤ ʢʘʩʘʥʠʝʤ ʧʝʨʝʭʦʜʷʪ ʢ ʦʬʦʨʤʣʝʥʠʶ ʟʘʢʘʟʘè, ð ʛʦʚʦʨʷʪ ʚ VK. 

https://iabrus.ru/www/doc/influencer/Ecosystem_2020.pdf
https://www.sostav.ru/publication/vkontakte-zapustila-razdel-pokupki-poka-v-nem-predstavleny-tolko-tovary-iz-aliexpress-44500.html
https://www.sostav.ru/publication/vkontakte-zapustila-razdel-pokupki-poka-v-nem-predstavleny-tolko-tovary-iz-aliexpress-44500.html
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ɺ ʧʝʨʩʦʥʘʣʠʟʠʨʦʚʘʥʥʦʡ ʣʝʥʪʝ ʦʢʘʟʳʚʘʶʪʩʷ ʪʦʚʘʨʳ, ʢʦʪʦʨʳʤʠ ʢʣʠʝʥʪʳ ʩʤʦʛʫʪ ʟʘʠʥʪʝʨʝʩʦʚʘʪʴʩʷ 

ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʫʚʣʝʯʝʥʠʡ, ʩʝʟʦʥʘ ʠʣʠ ʧʨʝʜʩʪʦʷʱʠʭ ʧʨʘʟʜʥʠʢʦʚ. ɺ çʇʦʢʫʧʢʘʭè ʝʩʪʴ ʩʧʝʮʠʘʣʴʥʳʝ 

ʢʘʪʝʛʦʨʠʠ: ʥʘʧʨʠʤʝʨ, ʧʦʣʴʟʦʚʘʪʝʣʴ ʩʤʦʞʝʪ ʧʦʜʦʙʨʘʪʴ ʠʜʝʶ ʜʣʷ ʧʦʜʘʨʢʘ. ʊʘʢʞʝ ʨʘʟʨʘʙʦʪʯʠʢʠ 

ʜʦʙʘʚʠʣʠ ʧʦʠʩʢ ʧʦ ʪʦʚʘʨʘʤ. 

ʇʦʣʴʟʦʚʘʪʝʣʴ ʩʤʦʞʝʪ ʧʦʜʧʠʩʘʪʴʩʷ ʥʘ ʘʚʪʦʨʘ, ʯʴʠ ʦʙʟʦʨʳ ʦʩʦʙʝʥʥʦ ʧʦʥʨʘʚʠʣʠʩʴ. ʄʘʪʝʨʠʘʣʳ ʙʫʜʫʪ 

ʧʦʷʚʣʷʪʴʩʷ ʚ ʣʝʥʪʝ ʥʦʚʦʩʪʝʡ. 

ʀʨʠʥʘ ɼʝʥʝʞʢʠʥʘ, ʜʠʨʝʢʪʦʨ ʧʦ ʵʣʝʢʪʨʦʥʥʦʡ ʢʦʤʤʝʨʮʠʠ çɺʂʦʥʪʘʢʪʝè: 

ʇʦʣʴʟʦʚʘʪʝʣʠ ʭʦʪʷʪ ʥʝ ʧʨʦʩʪʦ ʢʫʧʠʪʴ ʪʦʚʘʨ, ʥʦ ʠ ʫʩʣʳʰʘʪʴ ʚʧʝʯʘʪʣʝʥʠʷ ʦ ʥʸʤ, ʧʦʩʤʦʪʨʝʪʴ ʦʙʟʦʨ, 

ʦʙʩʫʜʠʪʴ ʩ ʢʝʤ-ʣʠʙʦ. ʅʦʚʳʡ ʨʘʟʜʝʣ, ʩ ʦʜʥʦʡ ʩʪʦʨʦʥʳ, ʧʦʜʪʘʣʢʠʚʘʝʪ ʧʨʦʜʘʚʮʦʚ ʠ ʩʦʟʜʘʪʝʣʝʡ 

ʢʦʥʪʝʥʪʘ ʧʫʙʣʠʢʦʚʘʪʴ ʠʥʪʝʨʝʩʥʳʝ ʤʘʪʝʨʠʘʣʳ, ʩ ʜʨʫʛʦʡ ð ʧʦʟʚʦʣʷʝʪ ʘʫʜʠʪʦʨʠʠ ʩʦʩʪʘʚʠʪʴ ʦ ʪʦʚʘʨʝ 

ʩʦʙʩʪʚʝʥʥʦʝ ʤʥʝʥʠʝ ʝʱʸ ʜʦ ʧʦʢʫʧʢʠ, ʘ ʟʘʪʝʤ ʩʨʘʟʫ ʧʨʠʦʙʨʝʩʪʠ ʝʛʦ. 

ɸʥʥʘ ʄʝʣʴʥʦʚʘ, ʜʠʨʝʢʪʦʨ ʧʦ ʨʦʩʪʫ ʘʫʜʠʪʦʨʠʠ AliExpress ʈʦʩʩʠʷ: 

ɿʘʧʫʩʢ ʨʘʟʜʝʣʘ çʇʦʢʫʧʢʠè ð ʥʦʚʳʡ ʰʘʛ ʥʘ ʧʫʪʠ ʢ ʧʦʣʥʦʮʝʥʥʦʤʫ ʨʘʟʚʠʪʠʶ social e-commerce ʤʝʞʜʫ 

çɺʂʦʥʪʘʢʪʝè ʠ AliExpress. ʀʤʝʥʥʦ ʵʪʘ ʩʠʥʝʨʛʠʷ ʙʳʣʘ ʟʘʣʦʞʝʥʘ ʚ ʩʦʟʜʘʥʥʦʝ ʩʦʚʤʝʩʪʥʦʝ 

https://www.sostav.ru/images/news/2020/07/28/nxc8xckn.jpg
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ʧʨʝʜʧʨʠʷʪʠʝ AliExpress ʈʦʩʩʠʷ: ʤʳ ʭʦʪʠʤ ʜʘʪʴ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʥʝ ʧʨʦʩʪʦ ʚʦʟʤʦʞʥʦʩʪʴ ʧʦʢʫʧʘʪʴ 

ʪʦʚʘʨʳ ʚ ʧʨʠʚʳʯʥʦʤ ʜʣʷ ʥʠʭ ʠʥʪʝʨʬʝʡʩʝ çɺʂʦʥʪʘʢʪʝè, ʥʦ ʠ ʦʙʩʫʜʠʪʴ ʧʦʢʫʧʢʠ ʩ ʜʨʫʟʴʷʤʠ, ʫʟʥʘʪʴ, 

ʯʪʦ ʜʨʫʛʠʝ ʧʦʣʴʟʦʚʘʪʝʣʠ ʜʫʤʘʶʪ ʦ ʪʦʚʘʨʝ, ʧʦʣʫʯʠʪʴ ʦʙʟʦʨ ʙʣʦʛʝʨʘ ʠ ʵʢʩʧʝʨʪʘ ð ʠ ʫʞʝ ʙʦʣʝʝ 

ʦʩʦʟʥʘʥʥʦ ʧʨʠʥʷʪʴ ʨʝʰʝʥʠʝ ʦ ʧʦʢʫʧʢʝ. 

ʈʘʥʝʝ ʥʦʚʦʝ ʧʨʠʣʦʞʝʥʠʝ ʜʣʷ ʦʥʣʘʡʥ-ʰʦʧʧʠʥʛʘ Shoploop ʧʨʝʜʩʪʘʚʠʣʘ Google. ʇʣʘʪʬʦʨʤʘ 

ʧʦʟʚʦʣʷʝʪ ʥʘʭʦʜʠʪʴ, ʦʮʝʥʠʚʘʪʴ ʠ ʧʦʢʫʧʘʪʴ ʪʦʚʘʨʳ ʚ ʦʜʥʦʤ ʤʝʩʪʝ. ɸʚʪʦʨʳ ʟʘʛʨʫʞʘʶʪ ʚ ʧʨʠʣʦʞʝʥʠʝ 

ʨʦʣʠʢʠ ʧʨʦʜʦʣʞʠʪʝʣʴʥʦʩʪʴʶ ʜʦ 90 ʩʝʢʫʥʜ ʩ ʦʙʟʦʨʘʤʠ ʧʨʦʜʫʢʪʦʚ; ʧʦʣʴʟʦʚʘʪʝʣʴ ʧʨʠ ʧʨʦʩʤʦʪʨʝ 

ʤʦʞʝʪ ʣʠʙʦ ʜʦʙʘʚʠʪʴ ʪʦʚʘʨ ʚ ʠʟʙʨʘʥʥʦʝ, ʣʠʙʦ ʧʝʨʝʡʪʠ ʧʦ ʩʩʳʣʢʝ ʢ ʧʦʢʫʧʢʝ. 

 

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

ʂʫʜʘ ʫʪʝʢʫʪ ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ, ʝʩʣʠ ʙʘʥʢʠ ʦʙʷʞʫʪ ʧʨʦʜʚʠʛʘʪʴʩʷ ʪʦʣʴʢʦ 

ʯʝʨʝʟ ʛʦʩʫʜʘʨʩʪʚʝʥʥʳʝ ʉʄʀ 

https://marketing.by/mnenie/kuda-utekut-reklamnye-byudzhety-esli-banki-obyazhut-prodvigatsya-tolko-

cherez-gosudarstvennye-smi/ 

ɺ ʥʘʯʘʣʝ ʠʶʣʷ ʤʠʥʠʩʪʨ ʠʥʬʦʨʤʘʮʠʠ ʀʛʦʨʴ ʃʫʮʢʠʡ ʥʘ ʚʩʪʨʝʯʝ ʩ ʧʨʝʜʩʪʘʚʠʪʝʣʷʤʠ ʢʨʫʧʥʝʡʰʠʭ 

ʉʄʀ, ʩʦʦʙʱʠʣ, ʯʪʦ ʄʠʥʠʥʬʦʨʤ ʥʘʤʝʨʝʥ "ʥʘʚʝʩʪʠ ʧʦʨʷʜʦʢ" ʩ ʨʘʩʧʨʝʜʝʣʝʥʠʝʤ ʨʝʢʣʘʤʥʳʭ ʜʦʭʦʜʦʚ 

ʚ ʠʥʪʝʨʥʝʪʝ. ʇʦ ʤʥʝʥʠʶ ʤʠʥʠʩʪʨʘ, ʵʪʦʪ ʩʝʛʤʝʥʪ "ʥʝʜʦʩʪʘʪʦʯʥʦ ʢʦʥʪʨʦʣʠʨʫʝʪʩʷ ʛʦʩʫʜʘʨʩʪʚʦʤ". 

ʇʦʩʣʝ ʵʪʠʭ ʩʣʦʚ ʠʛʨʦʢʘʤ ʨʳʥʢʘ ʦʩʪʘʚʘʣʦʩʴ ʪʦʣʴʢʦ ʧʨʝʜʧʦʣʘʛʘʪʴ, ʯʪʦ ʧʦʩʣʝʜʫʝʪ ʟʘ ʫʛʨʦʞʘʶʱʠʤʠ 

ʦʙʝʱʘʥʠʷʤʠ. 

 

"ʅʘʚʝʜʝʥʠʝ ʧʦʨʷʜʢʘ" ʥʝ ʟʘʩʪʘʚʠʣʦ ʩʝʙʷ ʞʜʘʪʴ - ʥʘ ʵʪʦʡ ʥʝʜʝʣʝ TUT.BY ʩʦʦʙʱʠʣ, ʯʪʦ ʙʘʥʢʘʤ ð ʢʘʢ 

ʛʦʩʫʜʘʨʩʪʚʝʥʥʳʤ, ʪʘʢ ʠ ʯʘʩʪʥʳʤ ð ʨʝʢʦʤʝʥʜʦʚʘʣʠ ʦʪʢʘʟʘʪʴʩʷ ʦʪ ʨʘʟʤʝʱʝʥʠʷ ʨʝʢʣʘʤʳ ʚ 

ʥʝʛʦʩʫʜʘʨʩʪʚʝʥʥʳʭ ʉʄʀ. ʕʪʦ ʙʳʣʦ ʦʟʚʫʯʝʥʦ ʥʘ ʦʜʥʦʤ ʠʟ ʧʦʩʣʝʜʥʠʭ ʟʘʩʝʜʘʥʠʡ ʅʘʮʙʘʥʢʘ, ʥʘ 

ʢʦʪʦʨʦʤ ʧʨʠʩʫʪʩʪʚʦʚʘʣʠ ʨʫʢʦʚʦʜʠʪʝʣʠ ʙʘʥʢʦʚ.  

 

ʂʘʢ ʥʘʤ ʩʦʦʙʱʘʶʪ ʤʝʜʠʡʥʳʝ ʘʛʝʥʪʩʪʚʘ, ʧʦʢʘ ʯʪʦ ʙʘʥʢʠ ʥʝ ʩʥʠʤʘʶʪ ʠ ʥʝ ʩʪʘʚʷʪ ʥʘ ʧʘʫʟʫ 

ʟʘʧʫʱʝʥʥʳʝ ʨʘʥʝʝ ʢʘʤʧʘʥʠʠ. ʇʠʘʨ-ʦʪʜʝʣʳ ʙʘʥʢʦʚʩʢʦʛʦ ʩʝʢʪʦʨʘ ʥʘ ʥʘʰ ʟʘʧʨʦʩ, ʧʨʘʚʜʘ, ʧʦʢʘ 

ʦʪʤʘʣʯʠʚʘʶʪʩʷ ʩ ʬʦʨʤʫʣʠʨʦʚʢʦʡ "ʥʘʜʦ ʧʝʨʝʚʘʨʠʪʴ ʩʠʪʫʘʮʠʶ".   

 

ɸʩʩʦʮʠʘʮʠʷ ʨʝʢʣʘʤʥʳʭ ʦʨʛʘʥʠʟʘʮʠʡ ʦʙʨʘʪʠʣʘʩʴ ʚ ʨʝʢʣʘʤʥʳʝ ʘʛʝʥʪʩʪʚʘ ʟʘ ʢʦʤʤʝʥʪʘʨʠʷʤʠ, ʯʪʦʙʳ 

ʚʳʨʘʙʦʪʘʪʴ ʦʙʱʫʶ ʧʦʟʠʮʠʶ ʦʪ ʣʠʮʘ ʨʝʢʣʘʤʠʩʪʦʚ. 

https://www.sostav.ru/publication/google-predstavila-novoe-prilozhenie-dlya-onlajn-shoppinga-shoploop-44344.html
https://marketing.by/mnenie/kuda-utekut-reklamnye-byudzhety-esli-banki-obyazhut-prodvigatsya-tolko-cherez-gosudarstvennye-smi/
https://marketing.by/mnenie/kuda-utekut-reklamnye-byudzhety-esli-banki-obyazhut-prodvigatsya-tolko-cherez-gosudarstvennye-smi/
https://finance.tut.by/news694040.html?fbclid=IwAR0zdSwzJD-RK870_WeRPKw90tpZCvaWbAXDWoHluP3JIBAT5iwGrUF-6qc
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ɼʣʷ marketing.by ʩʠʪʫʘʮʠʶ ʧʨʦʢʦʤʤʝʥʪʠʨʦʚʘʣ ɸʣʝʢʩʘʥʜʨ ɺʘʩʠʣʝʚʠʯ, ʧʨʝʜʩʝʜʘʪʝʣʴ ʧʨʘʚʣʝʥʠʷ IAB 

Belarus.  

- ɸʣʝʢʩʘʥʜʨ, ʨʝʘʣʴʥʦ ʣʠ ʧʦʩʪʘʚʠʪʴ ʥʘ ʢʦʥʪʨʦʣʴ ʨʝʢʣʘʤʫ ʚ ʠʥʪʝʨʥʝʪʝ, ʦ ʯʝʤ ʥʝʜʘʚʥʦ ʛʦʚʦʨʠʣ 

ʤʠʥʠʩʪʨ ʠʥʬʦʨʤʘʮʠʠ? ʂʘʢ ʜʫʤʘʝʪʝ, ʧʦʯʝʤʫ ʥʘʯʘʣʠ ʩ ʙʘʥʢʦʚ? 

- ʅʘʯʘʣʠ ʩ ʙʘʥʢʦʚ, ʧʦʪʦʤʫ ʯʪʦ ʛʦʩʫʜʘʨʩʪʚʦ ʩʯʠʪʘʝʪ, ʯʪʦ ʠʤʠ ʧʨʦʱʝ ʫʧʨʘʚʣʷʪʴ. 

ɺʦʦʙʱʝ ʝʩʪʴ ʪʦʣʴʢʦ ʦʜʠʥ ʫʩʧʝʰʥʳʡ ʢʝʡʩ ʦ ʢʦʥʪʨʦʣʝ ʟʘ ʠʥʪʝʨʥʝʪʦʤ ï ʵʪʦ ʂʠʪʘʡ. ʅʦ ʪʘʤ ʜʨʫʛʘʷ 

ʩʠʪʫʘʮʠʷ: ʝʩʪʴ ʦʛʨʦʤʥʳʡ ʚʥʫʪʨʝʥʥʠʡ ʨʳʥʦʢ, ʥʘ ʢʦʪʦʨʦʤ ʚ ʩʦʩʪʦʷʥʠʠ ʚʳʞʠʚʘʪʴ ʦʛʨʦʤʥʳʝ 

ʠʥʬʨʘʩʪʨʫʢʪʫʨʥʳʝ ʠʥʪʝʨʥʝʪ-ʢʦʤʧʘʥʠʠ. ɽʩʪʴ ʝʱʝ ʦʜʠʥ ʢʝʡʩ, ʥʦ ʝʛʦ ʩʣʦʞʥʦ ʥʘʟʚʘʪʴ ʫʩʧʝʰʥʳʤ - ʵʪʦ 

ʉʝʚʝʨʥʘʷ ʂʦʨʝʷ, ʛʜʝ ʜʝ-ʬʘʢʪʦ ʥʝʪ ʠʥʪʝʨʥʝʪʘ. 

ɽʩʣʠ ʯʪʦ-ʪʦ ʥʘʯʘʪʴ ʟʘʞʠʤʘʪʴ ʚ ʠʥʪʝʨʥʝʪʝ - ʥʘʧʨʠʤʝʨ, ʯʘʩʪʥʳʝ ʠ ʥʝʟʘʚʠʩʠʤʳʝ ʨʝʩʫʨʩʳ - ʪʦ 

ʟʘʢʦʥʯʠʪʩʷ ʪʝʤ, ʯʪʦ ʙʦʣʴʰʠʥʩʪʚʦ ʠʟ ʥʠʭ ʧʝʨʝʝʜʝʪ ʥʘ ʜʨʫʛʫʶ ʩʪʦʨʦʥʫ ʛʨʘʥʠʮʳ ʠ ʙʫʜʝʪ ʧʨʦʜʦʣʞʘʪʴ 

ʙʦʤʙʠʪʴ ʪʘʤ, ʘ ʨʝʢʣʘʤʥʳʝ ʜʝʥʴʛʠ ʫʡʜʫʪ ʚ ɻʫʛʣ, ʗʥʜʝʢʩ, ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ. ʇʦ ʠʪʦʛʫ ʫ ʛʦʩʫʜʘʨʩʪʚʘ 

ʚʦʦʙʱʝ ʠʩʯʝʟʥʫʪ ʣʶʙʳʝ ʨʳʯʘʛʠ ʢʦʥʪʨʦʣʷ, ʦʥʦ ʧʦʣʫʯʠʪ ʤʝʥʴʰʝ ʥʘʣʦʛʦʚ, ʘ ʪʝʤ ʞʝ ʠʥʦʩʪʨʘʥʥʳʤ 

ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʙʫʜʝʪ ʧʨʦʱʝ ʟʘʧʫʩʢʘʪʴ ʨʝʢʣʘʤʫ ʥʘ ʙʝʣʘʨʫʩʢʫʶ ʘʫʜʠʪʦʨʠʶ, ʥʠʢʘʢ ʥʝ ʟʘʭʦʜʷ ʚ 

ʩʪʨʘʥʫ - ʠʟ ʄʦʩʢʚʳ, ʂʠʝʚʘ, ʃʦʥʜʦʥʘ, ʥʝ ʚʘʞʥʦ ʦʪʢʫʜʘ. ɼʣʷ ʛʦʩʫʜʘʨʩʪʚʘ ʙʫʜʝʪ ʝʱʝ ʭʫʞʝ. 

ɺʝʱʘʪʴ ʩ ʪʝʣʠʢʘ ʣʝʛʢʦ ï ʪʳ ʥʝ ʚʠʜʠʰʴ ʦʪʢʣʠʢʘ ʘʫʜʠʪʦʨʠʠ. ɸ ʠʥʪʝʨʥʝʪ - ʪʝʤʘ ʜʦʚʦʣʴʥʦ ʞʝʩʪʢʘʷ ʚ 

ʧʣʘʥʝ ʢʘʯʝʩʪʚʘ ʢʦʥʪʝʥʪʘ. ɽʩʣʠ ʚʟʷʪʴ ʪʦʧ-40 ʧʦʧʫʣʷʨʥʳʭ ʚ ɹʝʣʘʨʫʩʠ ʩʘʡʪʦʚ, ʪʦ ʪʘʤ ʠʟ 

ʛʦʩʫʜʘʨʩʪʚʝʥʥʳʭ ʙʫʜʝʪ ʪʦʣʴʢʦ ɹʝʣʊɸ, ʢʦʪʦʨʘʷ ʠʤʝʝʪ ʤʦʥʦʧʦʣʠʶ ʥʘ ʛʦʩʫʜʘʨʩʪʚʝʥʥʫʶ ʧʦʚʝʩʪʢʫ, ʠ 

ʢʘʢʦʡ-ʥʠʙʫʜʴ çɹʝʣʪʝʣʝʢʦʤè, ʛʜʝ ʣʶʜʠ ʧʨʦʩʪʦ ʩʯʝʪʘ ʩʚʦʠ ʧʦʧʦʣʥʷʶʪ. ɺʩʝ ʦʩʪʘʣʴʥʦʝ ï ʵʪʦ 

ʨʦʩʩʠʡʩʢʠʝ ʠ ʙʝʣʘʨʫʩʢʠʝ ʯʘʩʪʥʳʝ ʨʝʩʫʨʩʳ. ʆ ʯʝʤ ʵʪʦ ʛʦʚʦʨʠʪ? ʏʪʦ ʛʦʩʫʜʘʨʩʪʚʦ ʥʝ ʩʧʦʩʦʙʥʦ 

ʫʯʘʩʪʚʦʚʘʪʴ ʚ ʢʦʥʪʝʥʪʥʦʡ ʢʦʥʢʫʨʝʥʮʠʠ - ʥʝʩʤʦʪʨʷ ʥʘ ʢʫʯʫ ʜʝʥʝʛ, ʢʦʪʦʨʳʝ ʚʢʣʘʜʳʚʘʝʪʩʷ ʚ 

ʧʨʦʠʟʚʦʜʩʪʚʦ ʢʦʥʪʝʥʪʘ ʥʘ ʪʦʤ ʞʝ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʤ ʪʝʣʝʚʠʜʝʥʠʠ. 

ʀ ʪʘʢ ʢʘʢ ʦʙʳʯʥʳʤʠ ʤʝʪʦʜʘʤʠ ʢʦʥʢʫʨʠʨʦʚʘʪʴ ʥʝ ʧʦʣʫʯʘʝʪʩʷ, ʪʦ ʧʦʷʚʣʷʶʪʩʷ ʚʦʪ ʪʘʢʠʝ ʧʦʧʳʪʢʠ 

ʨʝʛʫʣʠʨʦʚʘʥʠʷ ʟʘʧʨʝʪʘʤʠ. 

 

ʇʦ ʜʘʥʥʳʤ ʠʩʩʣʝʜʦʚʘʪʝʣʴʩʢʦʡ ʢʦʤʧʘʥʠʠ Gemius ʚ ʊʆʇ-40 ʠʥʪʝʨʥʝʪ-ʉʄʀ ʚʭʦʜʠʪ ʣʠʰʴ belta.by 

c ʦʢʦʣʦ 800.000 ʪʳʩʷʯʘʤʠ ʨʝʘʣʴʥʳʭ ʶʟʝʨʦʚ ʠ ʦʭʚʘʪʦʤ ʧʦʨʷʜʢʘ 14.76% ʙʝʣʘʨʫʩʢʦʡ ʠʥʪʝʨʥʝʪ-

ʘʫʜʠʪʦʨʠʠ. 

ʋ sb.by - 4,86% ʦʭʚʘʪʘ ʘʫʜʠʪʦʨʠʠ, ʫ ʄʠʥʩʢ-ʅʦʚʦʩʪʠ - 4,15% ʦʭʚʘʪʘ, ʫ ʩʘʡʪʘ ʢʘʥʘʣʘ ʆʅʊ - 

4,13%. ʉʘʤʳʤʠ ʦʭʚʘʪʥʳʤʠ ʤʝʜʠʘ ʦʩʪʘʶʪʩʷ ʥʝʛʦʩʫʜʘʨʩʪʚʝʥʥʳʝ TUT.BY (66,47% ʘʫʜʠʪʦʨʠʠ), 

Onliner.by (52.08%) ʠ Naviny.by (26.74%). 
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- ʂʪʦ ʧʦʪʝʨʷʝʪ ʙʦʣʴʰʝ ï ʙʘʥʢʠ ʠʣʠ ʉʄʀ? 

- ɺʩʝ ʧʦʪʝʨʷʶʪ. ɺ ʯʘʩʪʥʳʭ ʉʄʀ ʥʝ ʙʫʜʝʪ ʨʝʢʣʘʤʳ ʙʘʥʢʦʚ. ʅʦ ʜʣʷ ʙʘʥʢʦʚ ʪʦʞʝ ʥʝʪ ʥʠʯʝʛʦ ʭʦʨʦʰʝʛʦ: 

ʦʥʠ ʞʝ ʥʝ ʧʨʦʩʪʦ ʨʘʟʤʝʱʘʶʪ ʨʝʢʣʘʤʫ ʦʪ ʪʦʛʦ, ʯʪʦ ʠʤ ʪʘʢ ʭʦʯʝʪʩʷ, ʘ ʧʦʪʦʤʫ ʯʪʦ ʦʥʠ ʨʘʙʦʪʘʶʪ ʩʦ 

ʩʚʦʝʡ ʘʫʜʠʪʦʨʠʝʡ, ʧʨʦʜʘʶʪ ʩʝʨʚʠʩʳ ʠ ʫʩʣʫʛʠ. ʀ ʝʩʣʠ ʜʦ ʤʘʩʩʦʚʦʡ ʘʫʜʠʪʦʨʠʠ ʤʦʞʥʦ ʜʦʩʪʫʯʘʪʴʩʷ ʩ 

ʪʝʣʝʚʠʟʦʨʘ, ʪʦ ʨʘʙʦʪʘʪʴ ʩ ʫʟʢʠʤʠ ʥʠʰʝʚʳʤʠ ʘʫʜʠʪʦʨʠʷʤʠ, ʢʦʪʦʨʳʝ ʪʦʞʝ ʧʨʠʥʦʩʷʪ ʙʘʥʢʘʤ ʭʦʨʦʰʠʝ 

ʜʝʥʴʛʠ, ʩʪʘʥʝʪ ʩʣʦʞʥʝʝ. ʂʘʯʝʩʪʚʦ ʢʦʤʤʫʥʠʢʘʮʠʠ ʫʧʘʜʝʪ. ʀ, ʢʩʪʘʪʠ, ʷ ʥʝ ʜʫʤʘʶ, ʯʪʦ ʙʘʥʢʠ ʥʘʯʥʫʪ 

ʨʘʟʤʝʱʘʪʴ ʨʝʢʣʘʤʫ ʚ ʛʦʩʫʜʘʨʩʪʚʝʥʥʳʭ ʉʄʀ - ʩʢʦʨʝʝ ʙʦʣʴʰʝ ʜʝʥʝʛ ʫʡʜʝʪ ʠʥʦʩʪʨʘʥʥʳʤ ʧʣʦʱʘʜʢʘʤ 

- ʚ Google, Youtube ʠ ʩʦʮʠʘʣʴʥʳʝ ʩʝʪʠ. 

ʄʦʞʥʦ ʧʦʧʳʪʘʪʴʩʷ ʨʝʛʫʣʠʨʦʚʘʪʴ ʤʦʨʝ ʠʣʠ ʧʦʚʝʨʥʫʪʴ ʨʝʢʠ ʚʩʧʷʪʴ, ʥʦ ʵʪʦ ʧʨʠʚʝʜʝʪ ʢ ʩʝʨʴʝʟʥʳʤ 

ʜʠʩʙʘʣʘʥʩʘʤ ʚ ʙʝʣʘʨʫʩʢʦʡ ʨʝʢʣʘʤʥʦʡ ʵʢʦʩʠʩʪʝʤʝ ʠ ʥʠʢʦʤʫ ʥʝ ʧʦʡʜʝʪ ʥʘ ʧʦʣʴʟʫ. ɼʘ ʠ ʮʝʣʠ ʥʝ ʙʫʜʫʪ 

ʜʦʩʪʠʛʥʫʪʳ: ʧʦʧʳʪʘʝʰʴʩʷ ʧʦʨʝʛʫʣʠʨʦʚʘʪʴ ʚ ʦʜʥʦʤ, ʧʨʦʪʝʯʝʪ ʚ ʜʨʫʛʦʤ. ʀ ʢʦʥʪʨʦʣʴ ʛʦʩʫʜʘʨʩʪʚʘ ʚ 

ʠʪʦʛʝ ʩʪʘʥʝʪ ʧʦʣʥʦʩʪʴʶ ʥʝʚʦʟʤʦʞʥʳʤ. 

ʊʘʢʠʤʠ ʥʝʫʢʣʶʞʠʤʠ ʧʦʧʳʪʢʘʤʠ ʤʦʞʥʦ ʣʝʛʢʦ ʜʦʙʠʪʴ ʯʘʩʪʴ ʙʝʣʘʨʫʩʢʠʭ ʣʦʢʘʣʴʥʳʭ ʤʝʜʠʘ, ʢʦʪʦʨʳʤ 

ʧʨʠʭʦʜʠʪʩʷ ʢʦʥʢʫʨʠʨʦʚʘʪʴ ʚ ʢʦʥʪʝʥʪʝ ʩ ʤʝʞʜʫʥʘʨʦʜʥʳʤʠ ʠʛʨʦʢʘʤʠ. ʀ ʦʥʠ ʭʦʨʦʰʦ ʵʪʦ ʜʝʣʘʶʪ, 

ʥʝʩʤʦʪʨʷ ʥʘ ʥʝʩʨʘʚʥʠʤʳʝ ʨʝʩʫʨʩʳ. ʀ ʪʦʛʜʘ, ʢʨʦʤʝ ʠʥʦʩʪʨʘʥʥʳʭ ʤʝʜʠʘ, ʧʨʝʞʜʝ ʚʩʝʛʦ ʨʦʩʩʠʡʩʢʠʭ, 

ʚ ʙʝʣʦʨʫʩʩʢʦʤ ʠʥʬʦʧʦʣʝ ʤʘʣʦ ʢʦʛʦ ʦʩʪʘʥʝʪʩʷ. ʇʦʵʪʦʤʫ ʚʩʝ ʵʪʠ ʧʦʧʳʪʢʠ ʨʝʛʫʣʠʨʦʚʘʥʠʷ ʚ ʜʣʠʥʥʦʡ 

ʧʝʨʩʧʝʢʪʠʚʝ ʧʨʠʥʝʩʫʪ ʧʦʣʴʟʫ ʠʥʦʩʪʨʘʥʥʳʤ ʠ ʨʦʩʩʠʡʩʢʠʤ ʨʝʩʫʨʩʘʤ ʚ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ. 

 

ɺ ʥʘʯʘʣʝ ʠʶʣʷ ʄʠʥʠʥʬʦʨʤ ʚʳʣʦʞʠʣ ʦʩʚʝʞʝʥʥʫʶ ʩʪʘʪʠʩʪʠʢʫ\ʩʪʨʫʢʪʫʨʫ ʤʝʜʠʘ ʨʳʥʢʘ ʚ ɹʝʣʘʨʫʩʠ. 

ʉʫʜʷ ʧʦ ʵʪʠʤ ʜʘʥʥʳʤ, ʯʘʩʪʥʳʝ ʉʄʀ ʫʚʝʨʝʥʥʦ ʣʠʜʠʨʫʶʪ ʚ ʧʝʯʘʪʥʦʤ ʩʝʛʤʝʥʪʝ, ʩʨʝʜʠ 

ʠʥʬʦʨʤʘʛʝʥʪʩʪʚ. ʇʨʘʚʜʘ, ʩʨʝʜʠ ʟʘʨʝʛʠʩʪʨʠʨʦʚʘʥʥʳʭ ʩʝʪʝʚʳʭ ʠʟʜʘʥʠʡ ʚʩʝʛʦ 7 

ʥʝʛʦʩʫʜʘʨʩʪʚʝʥʥʳʭ.  
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ʀʟ ʩʝʪʝʚʳʭ ʚ ɻʦʩʨʝʝʩʪʨʝ ʟʥʘʯʘʪʩʷ ʯʘʩʪʥʳʝ Onliner ʠ TUT.BY, ʥʦ ʧʦʜʘʚʣʷʶʱʝʝ ʙʦʣʴʰʠʥʩʪʚʦ ʫ 

ʨʝʛʠʦʥʘʣʴʥʳʭ ʛʦʩʫʜʘʨʩʪʚʝʥʥʳʭ ʤʝʜʠʘ.  

 

ʇɽʈɽʏɽʅʔ ʩʝʪʝʚʳʭ ʠʟʜʘʥʠʡ, ʟʘʨʝʛʠʩʪʨʠʨʦʚʘʥʥʳʭ ʚ ɻʦʩʨʝʝʩʪʨʝ ʉʄʀ ʥʘ 02.06.2020 

 

1 "belnovosti.by" 

2 "edinstvo.by" 

3 "gp.by" 

4 "grodnonews.by" 

5 "kraj.by" 

6 "mediana.by" 

7 "mlyn.by" 

8 "mogilevnews.by" 

9 "ng-press.by" 

10 "onliner.by" 

11 "sb.by" 

12 "str3.by" 

13 "tut.by" 

14 "vitbichi.by" 

15 "zarya.by" 

16 "zviazda.by" 

17 "lidanews.by" 
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18 "vitvesti.by" 

19 "hokey.by" 

20 "24health.by" 

21 "drogichin.by" 

22 "janov.by" 

23 "lun.by" 

24 "media-polesye.by" 

25 "vkobrine.by" 

26 "nadbugom.by" 

27 "berezacity.by" 

28 "polese.by" 

 

ʂʠʨʠʣʣ ʃʘʱʝʥʢʦ, IAB: "ʇʦʧʳʪʢʠ ʟʘʧʨʝʪʦʚ ʥʘ ʨʝʢʣʘʤʫ ʚ ʥʝʛʦʩʫʜʘʨʩʪʚʝʥʥʳʭ 

ʠʥʪʝʨʥʝʪ-ʉʄʀ ʧʨʠʚʝʜʫʪ ʫʭʫʜʰʝʥʠʶ ʢʘʯʝʩʪʚʘ ʢʦʤʤʫʥʠʢʘʮʠʠ ʙʨʝʥʜʦʚ" 

https://marketing.by/mnenie/kirill-lashchenko-iab-popytki-zapretov-na-reklamu-v-negosudarstvennykh-

internet-smi-privedut-ukhudsh/ 

ʕʢʩʧʝʨʪʳ ʨʝʢʣʘʤʥʦʛʦ ʨʳʥʢʘ ʫʚʝʨʝʥʳ, ʯʪʦ ʠʥʠʮʠʘʪʠʚʘ ʛʦʩʫʜʘʨʩʪʚʘ ʧʦ "ʥʘʚʝʜʝʥʠʶ ʧʦʨʷʜʢʘ" ʥʘ 

ʨʳʥʢʝ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʠ ʜʘʚʣʝʥʠʝ ʥʘ ʙʨʝʥʜʳ ʟʘ ʨʘʟʤʝʱʝʥʠʝ ʚ ʢʦʤʤʝʨʯʝʩʢʠʭ ʉʄʀ ʧʨʠʚʝʜʝʪ ʢ 

ʥʝʛʘʪʠʚʥʳʤ ʧʦʩʣʝʜʩʪʚʠʷʤ ʜʣʷ ɹʝʣʘʨʫʩʠ. ɺ ʚʳʠʛʨʳʰʝ ʦʢʘʞʫʪʩʷ ʟʘʨʫʙʝʞʥʳʝ ʤʝʜʠʘ ʠ ʩʝʨʚʠʩʳ. 

 

ɺʦʪ ʢʘʢ ʧʨʦʢʦʤʤʝʥʪʠʨʦʚʘʣ ʚʦʟʤʦʞʥʳʝ ʧʦʩʣʝʜʩʪʚʠʷ ʂʠʨʠʣʣ ʃʘʱʝʥʢʦ, CEO IAB Belarus. 

ʗ ʚʩʝʛʜʘ ʛʦʚʦʨʠʣ ʦ ʪʦʤ, ʯʪʦ ʩʠʪʫʘʮʠʷ ʚ ɹʝʣʘʨʫʩʠ ʫʥʠʢʘʣʴʥʘʷ: ʫ ʥʘʩ ʚ ʪʦʧ-10 ʨʝʩʫʨʩʦʚ ʩʘʤʳʭ 

ʧʦʩʝʱʘʝʤʳʭ ʙʝʣʘʨʫʩʢʠʤʠ ʠʥʪʝʨʥʝʪ-ʧʦʣʴʟʦʚʘʪʝʣʷʤʠ ʚʭʦʜʠʪ ʩʨʘʟʫ ʥʝʩʢʦʣʴʢʦ ʩʘʡʪʦʚ, ʩʦʟʜʘʥʥʳʭ 

ʙʝʣʘʨʫʩʘʤʠ ʠ ʜʣʷ ʙʝʣʘʨʫʩʦʚ. ʅʠ ʥʘ ʢʘʢʦʤ ʠʟ ʥʝʙʦʣʴʰʠʭ ʣʦʢʘʣʴʥʳʭ ʨʳʥʢʦʚ ʪʘʢʦʛʦ ʥʝʪ. ʀʥʪʝʨʥʝʪ ï 

ʵʪʦ ʚʳʩʦʢʦʢʦʥʢʫʨʝʥʪʥʘʷ ʩʨʝʜʘ, ʛʜʝ ʉʄʀ ʠ ʩʝʨʚʠʩʳ ʚʳʥʫʞʜʝʥʳ ʢʦʥʢʫʨʠʨʦʚʘʪʴ ʥʝ ʪʦʣʴʢʦ ʥʘ 

ʣʦʢʘʣʴʥʦʤ, ʥʦ ʠ ʥʘ ʛʣʦʙʘʣʴʥʦʤ ʫʨʦʚʥʝ ʩ ʪʘʢʠʤʠ ʢʦʨʧʦʨʘʮʠʷʤʠ ʢʘʢ Google, Facebook, Amazon, 

ʢʦʪʦʨʳʝ ʚʢʣʘʜʳʚʘʶʪ ʦʛʨʦʤʥʳʝ ʨʝʩʫʨʩʳ ʚ ʩʚʦʠ ʧʨʦʜʫʢʪʳ. ɺ ʠʥʪʝʨʥʝʪʝ ʫ ʧʦʣʴʟʦʚʘʪʝʣʷ ʚʩʝʛʜʘ ʝʩʪʴ 

ʚʳʙʦʨ: ʢʘʢʦʡ ʢʦʥʪʝʥʪ ʧʦʪʨʝʙʣʷʪʴ ʠ ʢʘʢʠʤʠ ʩʝʨʚʠʩʘʤʠ ʧʦʣʴʟʦʚʘʪʴʩʷ. 

ʊʘʢ ʩʣʦʞʠʣʦʩʴ, ʯʪʦ ʩʠʣʴʥʳʝ ʣʦʢʘʣʴʥʳʝ ʤʝʜʠʘ - ʵʪʦ ʥʝʛʦʩʫʜʘʨʩʪʚʝʥʥʳʝ ʢʦʤʧʘʥʠʠ, ʢʦʪʦʨʳʝ 

ʧʨʠʰʣʠ ʚ ʠʥʪʝʨʥʝʪ ʫʞʝ ʦʯʝʥʴ ʜʘʚʥʦ ʠ ʥʘʢʦʧʣʝʥʥʳʡ ʦʧʳʪ ʧʦʟʚʦʣʷʝʪ ʠʤ ʫʩʧʝʰʥʦ ʢʦʥʢʫʨʠʨʦʚʘʪʴ 

ʟʘ ʘʫʜʠʪʦʨʠʶ ʠ ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ c ʤʠʨʦʚʳʤʠ ʛʨʘʥʜʘʤʠ. 

https://marketing.by/mnenie/kirill-lashchenko-iab-popytki-zapretov-na-reklamu-v-negosudarstvennykh-internet-smi-privedut-ukhudsh/
https://marketing.by/mnenie/kirill-lashchenko-iab-popytki-zapretov-na-reklamu-v-negosudarstvennykh-internet-smi-privedut-ukhudsh/
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ʀʤʝʥʥʦ ʙʣʘʛʦʜʘʨʷ ʩʠʣʴʥʦʡ ʧʦʟʠʮʠʠ ʣʦʢʘʣʴʥʳʭ ʤʝʜʠʘ ʠ ʩʝʨʚʠʩʦʚ ʙʝʣʘʨʫʩʢʠʡ ʠʥʪʝʨʥʝʪ ʠʥʪʝʨʝʩʝʥ 

ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ: ʝʩʪʴ ʢʘʯʝʩʪʚʝʥʥʳʡ ʢʦʥʪʝʥʪ ʠʥʪʝʨʝʩʥʳʡ ʙʝʣʘʨʫʩʘʤ, ʝʩʪʴ ʛʣʫʙʦʢʘʷ ʵʢʩʧʝʨʪʠʟʘ ʠ 

ʧʦʥʠʤʘʥʠʝ ʩʧʝʮʠʬʠʢʠ ʨʳʥʢʘ, ʝʩʪʴ ʪʝʭʥʦʣʦʛʠʯʥʳʝ ʨʝʢʣʘʤʥʳʝ ʧʨʦʜʫʢʪʳ, ʢʦʪʦʨʳʝ ʫʩʧʝʰʥʦ 

ʢʦʥʢʫʨʠʨʫʶʪ ʩ ʛʣʦʙʘʣʴʥʳʤʠ ʢʦʨʧʦʨʘʮʠʷʤʠ. ɸ ʵʪʦ ʟʥʘʯʠʪ, ʯʪʦ ʨʝʢʣʘʤʥʳʝ ʜʝʥʴʛʠ, ʥʘʣʦʛʠ, ʨʘʙʦʯʠʝ 

ʤʝʩʪʘ ʦʩʪʘʶʪʩʷ ʚ ʩʪʨʘʥʝ. ʕʢʦʩʠʩʪʝʤʘ ʫʩʧʝʰʥʦ ʬʫʥʢʮʠʦʥʠʨʫʝʪ. 

ʂʣʶʯʝʚʦʡ ʤʦʤʝʥʪ ï ʵʪʦ ʢʦʥʢʫʨʝʥʪʥʳʝ ʨʝʢʣʘʤʥʳʝ ʧʨʦʜʫʢʪʳ, ʦʥʠ ʵʬʬʝʢʪʠʚʥʳ ʜʣʷ 

ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ. ʃʶʙʳʝ ʧʦʧʳʪʢʠ ʦʛʨʘʥʠʯʝʥʠʡ ʠ ʟʘʧʨʝʪʦʚ ʥʘ ʨʝʢʣʘʤʫ ʚ ʣʦʢʘʣʴʥʳʭ 

ʥʝʛʦʩʫʜʘʨʩʪʚʝʥʥʳʭ ʠʥʪʝʨʥʝʪ-ʩʤʠ ʠ ʩʝʨʚʠʩʘʭ ʧʨʠʚʝʜʫʪ ʫʭʫʜʰʝʥʠʶ ʢʘʯʝʩʪʚʘ ʢʦʤʤʫʥʠʢʘʮʠʠ 

ʙʨʝʥʜʦʚ ʩʦ ʩʚʦʝʡ ʘʫʜʠʪʦʨʠʝʡ ʠ ʟʘʩʪʘʚʠʪ ʠʭ ʠʩʢʘʪʴ ʜʨʫʛʠʝ ʚʘʨʠʘʥʪʳ, ʢʘʢ ʵʬʬʝʢʪʠʚʥʦ ʧʦʪʨʘʪʠʪʴ 

ʨʝʢʣʘʤʥʳʝ ʜʝʥʴʛʠ. 

ʆʯʝʚʠʜʥʦ, ʯʪʦ ʤʥʦʛʠʝ ʙʨʝʥʜʳ ʧʨʦʩʪʦ ʫʚʝʜʫʪ ʩʚʦʠ ʨʝʢʣʘʤʥʳʝ ʜʝʥʴʛʠ ʩ ʙʝʣʘʨʫʩʢʦʛʦ ʨʳʥʢʘ ʠ ʙʫʜʫʪ 

ʨʘʟʤʝʱʘʪʴʩʷ ʠʟ ʩʚʦʠʭ ʛʣʦʙʘʣʴʥʳʭ ʦʬʠʩʦʚ ʚ ʈʦʩʩʠʠ, ʋʢʨʘʠʥʝ, ʜʨʫʛʠʭ ʩʪʨʘʥʘʭ. ʉʝʛʦʜʥʷ ʨʝʢʣʘʤʥʳʝ 

ʠʥʪʝʨʥʝʪ-ʪʝʭʥʦʣʦʛʠʠ ʧʦʟʚʦʣʷʶʪ ʪʘʨʛʝʪʠʨʦʚʘʪʴ ʨʝʢʣʘʤʫ ʥʘ ʙʝʣʘʨʫʩʢʫʶ ʘʫʜʠʪʦʨʠʶ ʠ ʧʦʣʫʯʘʪʴ 

ʞʝʣʘʝʤʳʡ ʦʭʚʘʪ ʠʟ ʣʶʙʦʡ ʪʦʯʢʠ ʤʠʨʘ. ɺʳʠʛʨʘʶʪ ʦʪ ʵʪʦʛʦ ʪʦʣʴʢʦ ʠʥʦʩʪʨʘʥʥʳʝ ʉʄʀ ʠ ʩʝʨʚʠʩʳ 

(ʩʦʮʩʝʪʠ, YouTube, ʪʝ ʞʝ ʨʦʩʩʠʡʩʢʠʝ ʉʄʀ, ʢʦʪʦʨʳʝ ʧʦʣʫʯʘʶʪ ʙʝʣʘʨʫʩʢʫʶ ʘʫʜʠʪʦʨʠʶ ʠʟ 

ʘʛʨʝʛʘʪʦʨʦʚ ʥʦʚʦʩʪʝʡ ʠ ʨʝʢʦʤʝʥʜʘʪʝʣʴʥʳʭ ʩʝʨʚʠʩʦʚ). ʊʦ ʝʩʪʴ, ʧʦ ʩʫʪʠ, ʫʚʝʣʠʯʠʪʩʷ ʨʝʢʣʘʤʥʦʝ 

ʬʠʥʘʥʩʠʨʦʚʘʥʠʝ ʟʘʨʫʙʝʞʥʳʭ ʤʝʜʠʘ, ʢʦʪʦʨʳʝ ʪʘʢʞʝ ʫʯʘʩʪʚʫʶʪ ʚ ʬʦʨʤʠʨʦʚʘʥʠʠ ʠʥʬʦʨʤʘʮʠʦʥʥʦʡ 

ʧʦʚʝʩʪʢʠ ʥʘʰʝʡ ʩʪʨʘʥʳ. 

ɹʝʣʘʨʫʩʢʘʷ ʵʢʦʩʠʩʪʝʤʘ ʦʙʝʜʥʝʝʪ ʠ ʧʦʪʝʨʷʝʪ ʩʫʱʝʩʪʚʝʥʥʫʶ ʜʦʣʶ ʨʝʢʣʘʤʥʳʭ ʙʶʜʞʝʪʦʚ, ʘ ʵʪʦ 

ʨʘʙʦʯʠʝ ʤʝʩʪʘ, ʥʘʣʦʛʠ, ʧʨʦʬʝʩʩʠʦʥʘʣʴʥʳʡ ʫʨʦʚʝʥʴ ʵʢʩʧʝʨʪʠʟʳ. 

 

90% ʫʨʝʟʘʣʠ ʙʶʜʞʝʪʳ, 70% ʠʟʤʝʥʠʣʠ ʢʦʥʪʝʥʪ. Admixer ʧʨʦʚʝʣʘ 

ʠʩʩʣʝʜʦʚʘʥʠʝ ʚʣʠʷʥʠʷ ʧʘʥʜʝʤʠʠ ʥʘ ʨʝʢʣʘʤʥʫʶ ʠʥʜʫʩʪʨʠʶ 

https://marketing.by/novosti-rynka/90-urezali-byudzhety-70-izmenili-kontent-admixer-provela-

issledovanie-vliyaniya-pandemii-na-reklamnu/ 

ʂʦʤʧʘʥʠʷ Admixer ð ʩ ʦʬʠʩʘʤʠ ʚ ʋʢʨʘʠʥʝ, ʄʦʣʜʦʚʝ, ɹʝʣʘʨʫʩʠ, ɻʨʫʟʠʠ ʠ ʂʘʟʘʭʩʪʘʥʝ ð ʧʨʦʚʝʣʘ 

ʠʩʩʣʝʜʦʚʘʥʠʝ ʩ ʮʝʣʴʶ ʦʮʝʥʠʪʴ ʚʣʠʷʥʠʝ ʧʘʥʜʝʤʠʠ COVID-19 ʠ ʵʢʦʥʦʤʠʯʝʩʢʦʛʦ ʢʨʠʟʠʩʘ ʥʘ 

ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ ʚ ʨʝʛʠʦʥʝ CEE (ʎʝʥʪʨʘʣʴʥʘʷ ʠ ɺʦʩʪʦʯʥʘʷ ɽʚʨʦʧʘ). ʀʪʦʛʘʤʠ ʠʩʩʣʝʜʦʚʘʥʠʷ 

Admixer ʧʦʜʝʣʠʣʩʷ ʩ marketing.by.   

https://marketing.by/novosti-rynka/90-urezali-byudzhety-70-izmenili-kontent-admixer-provela-issledovanie-vliyaniya-pandemii-na-reklamnu/
https://marketing.by/novosti-rynka/90-urezali-byudzhety-70-izmenili-kontent-admixer-provela-issledovanie-vliyaniya-pandemii-na-reklamnu/
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30 ʠʶʥʷ ʢʦʤʧʘʥʠʷ ʧʨʦʚʝʣʘ ʦʧʨʦʩ ʙʨʝʥʜʦʚ, ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ, ʨʝʢʣʘʤʥʳʭ ʘʛʝʥʪʩʪʚ ʠ ʧʦʩʪʘʚʱʠʢʦʚ 

ʪʝʭʥʦʣʦʛʠʡ ʜʣʷ ʟʘʧʫʩʢʘ ʮʠʬʨʦʚʦʡ ʨʝʢʣʘʤʳ, ʢʦʪʦʨʳʝ ʨʘʙʦʪʘʶʪ ʚ ʋʢʨʘʠʥʝ, ɹʝʣʘʨʫʩʠ, ʄʦʣʜʦʚʝ, 

ʂʘʟʘʭʩʪʘʥʝ ʠ ɻʨʫʟʠʠ. ɺ ʦʧʨʦʩʝ ʧʨʠʥʷʣʘ ʫʯʘʩʪʠʝ 61 ʢʦʤʧʘʥʠʷ: 24 ʨʝʢʣʘʤʥʳʭ ʘʛʝʥʪʩʪʚʘ, 23 ʙʨʝʥʜʘ ʠ 

13 adtech-ʢʦʤʧʘʥʠʡ. 

ʀʩʩʣʝʜʦʚʘʥʠʝ ʧʦʢʘʟʘʣʦ, ʯʪʦ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʨʝʛʠʦʥʘ ʧʦʩʪʨʘʜʘʣʠ ʦʪ ʢʨʠʟʠʩʘ ʤʝʥʴʰʝ, ʯʝʤ 

ʨʝʢʣʘʤʥʳʝ ʘʛʝʥʪʩʪʚʘ. 52% ʙʨʝʥʜʦʚ ʩʯʠʪʘʶʪ, ʯʪʦ ʚ 3-ʤ ʢʚʘʨʪʘʣʝ ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ ʚʝʨʥʫʪʩʷ ʚ 

ʥʦʨʤʫ ʠʣʠ ʧʨʝʚʳʩʷʪ ʧʨʦʛʥʦʟʠʨʫʝʤʳʝ ʧʦʢʘʟʘʪʝʣʠ. 

ʈʝʟʶʤʝ 

ɹʦʣʴʰʠʥʩʪʚʦ ʙʨʝʥʜʦʚ ʠ ʘʛʝʥʪʩʪʚ ʩʦʢʨʘʱʘʶʪ ʙʶʜʞʝʪʳ ʚʦ ʚʩʝʭ ʢʘʥʘʣʘʭ ʧʨʦʜʚʠʞʝʥʠʷ, ʢʨʦʤʝ 

ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ. 

ʈʝʢʣʘʤʥʳʝ ʘʛʝʥʪʩʪʚʘ ʧʦʩʪʨʘʜʘʣʠ ʙʦʣʴʰʝ ʚʩʝʛʦ ð 90% ʫʨʝʟʘʣʠ ʙʶʜʞʝʪʳ ʚʦ 2-ʤ ʢʚʘʨʪʘʣʝ. 

ɺ ʩʚʷʟʠ ʩ ʧʘʥʜʝʤʠʝʡ ʦʢʦʣʦ 70% ʙʨʝʥʜʦʚ ʠʟʤʝʥʠʣʠ ʩʚʦʠ ʨʝʢʣʘʤʥʳʝ ʩʦʦʙʱʝʥʠʷ ʠ ʪʘʢʪʠʯʝʩʢʠʝ 

ʥʘʩʪʨʦʡʢʠ (ʚʢʣʶʯʘʷ ʪʘʨʛʝʪʠʥʛ ʠ ʪʠʧ ʢʦʥʪʝʥʪʘ). 

ɹʶʜʞʝʪʳ ʙʨʝʥʜʦʚʳʭ ʢʘʤʧʘʥʠʡ ʧʝʨʝʪʝʢʘʶʪ ʚ ʧʝʨʬʦʨʤʘʥʩ ʠ ʩʠʪʫʘʪʠʚʥʳʡ ʤʘʨʢʝʪʠʥʛ. 

ɺ ʨʝʢʣʘʤʝ ʧʨʝʦʙʣʘʜʘʶʪ ʢʘʤʧʘʥʠʠ ʥʘ ʤʦʙʠʣʴʥʳʝ ʫʩʪʨʦʡʩʪʚʘ / ʧʣʘʥʰʝʪʳ ʠ ʣʦʢʘʣʴʥʳʡ ʛʝʦʪʘʨʛʝʪʠʥʛ. 

ʋ ʘʛʝʥʪʩʪʚ ʙʦʣʝʝ ʧʝʩʩʠʤʠʩʪʠʯʥʳʝ ʧʨʦʛʥʦʟʳ ʥʘ 3-ʡ ʢʚʘʨʪʘʣ, ʯʝʤ ʫ ʤʘʨʢʝʪʦʣʦʛʦʚ ʙʨʝʥʜʦʚ. 

1. ʂʘʪʝʛʦʨʠʠ ʙʠʟʥʝʩʘ, ʢʦʪʦʨʳʝ ʧʨʠʥʷʣʠ ʫʯʘʩʪʠʝ ʚ ʠʩʩʣʝʜʦʚʘʥʠʠ  

ʉʨʝʜʠ 24 ʘʛʝʥʪʩʪʚ, ʢʦʪʦʨʳʝ ʧʨʠʥʷʣʠ ʫʯʘʩʪʠʝ ʚ ʦʧʨʦʩʝ, 21,7% ʦʪʚʝʯʘʶʪ ʟʘ ʤʝʜʠʘʙʘʠʥʛ ʬʠʥʘʥʩʦʚʳʭ 

ʙʨʝʥʜʦʚ (ʚʢʣʶʯʘʷ ʢʨʝʜʠʪʥʳʝ ʠ ʩʪʨʘʭʦʚʳʝ ʢʦʤʧʘʥʠʠ), 17,4% ð ʚʝʜʫʪ FMCG-ʙʨʝʥʜʳ (ʧʨʦʜʫʢʪʳ 

ʧʠʪʘʥʠʷ ʠ ʥʘʧʠʪʢʠ), 17,4% ð ʨʘʙʦʪʘʶʪ ʩ ʠʥʜʫʩʪʨʠʝʡ ʪʝʣʝʢʦʤʤʫʥʠʢʘʮʠʡ, ʘ 13% ð ʩ ʤʝʜʠʮʠʥʩʢʠʤʠ 

ʠ ʬʘʨʤʘʮʝʚʪʠʯʝʩʢʠʤʠ ʢʦʤʧʘʥʠʷʤʠ. 
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ɺ ʦʧʨʦʩʝ ʪʘʢʞʝ ʧʨʠʥʷʣʠ ʫʯʘʩʪʠʝ 23 ʙʨʝʥʜʘ. 35% ʠʟ ʥʠʭ ʧʨʝʜʩʪʘʚʣʷʶʪ IT-ʩʝʢʪʦʨ, 13% ð 

ʬʠʥʘʥʩʦʚʳʝ ʢʦʤʧʘʥʠʠ. ʈʘʚʥʦʝ ʢʦʣʠʯʝʩʪʚʦ ʦʪʚʝʪʦʚ (ʧʦ 8,7%) ʤʳ ʧʦʣʫʯʠʣʠ ʦʪ ʧʨʝʜʩʪʘʚʠʪʝʣʝʡ 

ʤʝʜʠʮʠʥʳ ʠ ʬʘʨʤʘʮʝʚʪʠʢʠ, ʛʝʡʤʠʥʛʘ ʠ ʦʙʨʘʟʦʚʘʥʠʷ. 
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2. ʀʛʨʦʢʠ ʨʝʢʣʘʤʥʦʛʦ ʨʳʥʢʘ ʞʜʫʪ ʛʠʙʢʦʩʪʠ ʦʪ ʧʘʨʪʥʝʨʦʚ ʚʦ ʚʨʝʤʷ ʢʨʠʟʠʩʘ 

ʄʳ ʫʟʥʘʣʠ ʫ ʨʝʩʧʦʥʜʝʥʪʦʚ, ʢʘʢ ʠʭ ʧʘʨʪʥʝʨʳ ʠ ʧʦʩʪʘʚʱʠʢʠ ʪʝʭʥʦʣʦʛʠʡ ʤʦʛʫʪ ʧʦʤʦʯʴ ʠʤ ʚ ʫʩʣʦʚʠʷʭ 

ʢʨʠʟʠʩʘ. 42% ʩʯʠʪʘʶʪ ʦʧʪʠʤʠʟʘʮʠʶ ʟʘʪʨʘʪ ʠ ʩʢʠʜʢʠ ʥʘ ʫʩʣʫʛʠ ʥʘʠʙʦʣʝʝ ʧʨʠʝʤʣʝʤʳʤ ʨʝʰʝʥʠʝʤ. 

30% ʭʦʪʷʪ, ʯʪʦʙʳ ʠʭ ʧʘʨʪʥʝʨʳ ʙʳʣʠ ʙʦʣʝʝ ʘʢʪʠʚʥʳʤʠ ð ʧʨʝʜʣʘʛʘʣʠ ʩʧʝʮʧʨʝʜʣʦʞʝʥʠʷ ʠ ʦʩʦʙʳʝ 

ʫʩʣʦʚʠʷ ʥʘ ʚʨʝʤʷ ʢʨʠʟʠʩʘ. 

27% ʦʧʨʦʰʝʥʥʳʭ ʩʯʠʪʘʶʪ, ʯʪʦ ʣʫʯʰʝʝ, ʯʪʦ ʤʦʛʫʪ ʩʜʝʣʘʪʴ ʧʘʨʪʥʝʨʳ, ð ʵʪʦ ʧʨʦʜʦʣʞʘʪʴ ʨʘʙʦʪʘʪʴ, 

ʢʘʢ ʨʘʥʴʰʝ. 
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4. ʀʟʤʝʥʝʥʠʝ ʨʝʢʣʘʤʥʳʭ ʙʶʜʞʝʪʦʚ ʚʦ 2-ʤ ʢʚʘʨʪʘʣʝ  

ʄʳ ʩʧʨʦʩʠʣʠ ʫ ʨʝʩʧʦʥʜʝʥʪʦʚ, ʢʘʢ ʠʟʤʝʥʠʣʠʩʴ ʠʭ ʨʘʩʭʦʜʳ ʥʘ ʨʝʢʣʘʤʫ ʚʦ 2-ʤ ʢʚʘʨʪʘʣʝ ʚ ʩʚʷʟʠ ʩ 

ʧʘʥʜʝʤʠʝʡ ʢʦʨʦʥʘʚʠʨʫʩʘ. ɼʘʥʥʳʝ ʧʦʢʘʟʘʣʠ, ʯʪʦ ʨʝʢʣʘʤʥʳʝ ʘʛʝʥʪʩʪʚʘ ʧʦʩʪʨʘʜʘʣʠ ʩʠʣʴʥʝʝ ʚʩʝʛʦ ð 

90% ʩʦʢʨʘʪʠʣʠ ʙʶʜʞʝʪʳ. 
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ʂʨʠʟʠʩ ʥʝ ʟʘʪʨʦʥʫʣ 50% ʦʧʨʦʰʝʥʥʳʭ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ, ʘ 30% ʠʟ ʥʠʭ ʜʘʞʝ ʫʚʝʣʠʯʠʣʠ ʩʚʦʠ 

ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ. 

ʊʘʢʠʝ ʨʝʟʫʣʴʪʘʪʳ ʤʦʛʫʪ ʙʳʪʴ ʩʚʷʟʘʥʳ ʩ ʨʘʟʣʠʯʠʝʤ ʚ ʚʝʨʪʠʢʘʣʷʭ ʙʠʟʥʝʩʘ, ʢʦʪʦʨʳʝ ʦʭʚʘʪʳʚʘʝʪ 

ʠʩʩʣʝʜʦʚʘʥʠʝ. ʅʘ Iʊ-ʩʝʢʪʦʨ ʧʨʠʭʦʜʠʪʩʷ 35% ʦʧʨʦʰʝʥʥʳʭ ʙʨʝʥʜʦʚ, ʚ ʪʦ ʚʨʝʤʷ ʢʘʢ ʩʨʝʜʠ ʢʣʠʝʥʪʦʚ 

ʘʛʝʥʪʩʪʚ ʵʪʘ ʠʥʜʫʩʪʨʠʷ ʥʝ ʧʨʝʜʩʪʘʚʣʝʥʘ. 
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5. ɹʨʝʥʜʳ ʠ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʩʦʢʨʘʱʘʶʪ ʦʧʝʨʘʮʠʦʥʥʳʝ ʠʟʜʝʨʞʢʠ. 43% ʙʨʝʥʜʦʚ ʪʘʢʞʝ ʫʨʝʟʘʶʪ 

ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ 

ʄʳ ʫʟʥʘʣʠ ʫ ʨʝʩʧʦʥʜʝʥʪʦʚ, ʢʘʢʠʝ ʤʝʨʳ ʦʥʠ ʧʨʠʤʝʥʷʶʪ ʜʣʷ ʩʤʷʛʯʝʥʠʷ ʧʦʩʣʝʜʩʪʚʠʡ ʢʨʠʟʠʩʘ ʠ ʯʪʦ 

ʩʦʙʠʨʘʶʪʩʷ ʜʝʣʘʪʴ ʚ ʙʣʠʞʘʡʰʠʝ 2 ʤʝʩʷʮʘ. ʇʦʯʪʠ 70% ʙʨʝʥʜʦʚ ʠ ʘʛʝʥʪʩʪʚ ʫʤʝʥʴʰʠʣʠ ʨʘʩʭʦʜʳ ʥʘ 

ʚʩʝ, ʢʨʦʤʝ ʪʝʭʥʦʣʦʛʠʡ. 

 

 

ɺ ʪʦ ʚʨʝʤʷ ʢʘʢ 43% ʙʨʝʥʜʦʚ ʫʨʝʟʘʶʪ ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ, ʘʛʝʥʪʩʪʚʘ ʤʦʛʫʪ ʪʦʣʴʢʦ ʦʧʪʠʤʠʟʠʨʦʚʘʪʴ 

ʦʧʝʨʘʮʠʦʥʥʳʝ ʨʘʩʭʦʜʳ. 
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6. ɹʶʜʞʝʪʳ ʫʨʝʟʘʣʠ ʚʦ ʚʩʝʭ ʢʘʥʘʣʘʭ, ʢʨʦʤʝ SMM 

ʉ ʤʘʨʪʘ ʧʦ ʘʧʨʝʣʴ ʙʦʣʴʰʠʥʩʪʚʦ ʙʨʝʥʜʦʚ ʠ ʘʛʝʥʪʩʪʚ ʩʦʢʨʘʪʠʣʠ ʨʘʩʭʦʜʳ ʥʘ ʨʝʢʣʘʤʫ ʚ ʙʦʣʴʰʝʡ 

ʯʘʩʪʠ ʢʘʥʘʣʦʚ, ʧʨʠ ʵʪʦʤ ʙʶʜʞʝʪʳ ʥʘ ʥʘʨʫʞʥʫʶ ʨʝʢʣʘʤʫ (OOH ʠ DOOH) ʧʦʩʪʨʘʜʘʣʠ ʙʦʣʴʰʝ ʚʩʝʛʦ. 

ʊʝʥʜʝʥʮʠʠ ʩʦʭʨʘʥʠʣʠʩʴ ʚ ʤʘʝ-ʠʶʥʝ. ʅʝʙʦʣʴʰʦʡ ʨʦʩʪ ʙʶʜʞʝʪʦʚ ʦʞʠʜʘʝʪʩʷ ʪʦʣʴʢʦ ʚ ʩʦʮʠʘʣʴʥʳʭ 

ʩʝʪʷʭ ʠ ʧʦʠʩʢʦʚʦʡ ʨʝʢʣʘʤʝ. 
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ɺ ʦʪʣʠʯʠʝ ʦʪ ʦʧʨʦʰʝʥʥʳʭ ʙʨʝʥʜʦʚ, ʥʝʩʢʦʣʴʢʦ ʘʛʝʥʪʩʪʚ ʥʝʤʥʦʛʦ ʫʚʝʣʠʯʠʣʠ ʙʶʜʞʝʪʳ ʥʘ ʊɺ-

ʨʝʢʣʘʤʫ. ʂʘʥʘʣ ʦʩʦʙʝʥʥʦ ʧʦʧʫʣʷʨʝʥ ʩʨʝʜʠ ʬʘʨʤʘʮʝʚʪʠʯʝʩʢʠʭ ʠ FMCG-ʙʨʝʥʜʦʚ. 
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7. ɺ ʩʚʷʟʠ ʩ ʧʘʥʜʝʤʠʝʡ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʠʟʤʝʥʠʣʠ ʤʝʩʩʝʜʞʠ, ʪʘʨʛʝʪʠʥʛ ʠ ʪʠʧ ʢʦʥʪʝʥʪʘ ʚ 

ʢʘʤʧʘʥʠʷʭ 

ɹʦʣʴʰʠʥʩʪʚʦ ʙʨʝʥʜʦʚ ʠ ʨʝʢʣʘʤʥʳʭ ʘʛʝʥʪʩʪʚ ʠʟʤʝʥʠʣʠ ʢʨʝʘʪʠʚʳ, ʪʘʨʛʝʪʠʥʛ ʠ ʪʠʧ ʢʦʥʪʝʥʪʘ ʚ 

ʨʝʢʣʘʤʥʳʭ ʢʘʤʧʘʥʠʷʭ ʩ ʥʘʯʘʣʘ ʵʧʠʜʝʤʠʠ. ʈʘʟʥʠʮʘ ʥʝʟʥʘʯʠʪʝʣʴʥʘ. 
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8. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʧʝʨʝʚʦʜʷʪ ʙʶʜʞʝʪʳ ʠʟ ʙʨʝʥʜʦʚʳʭ ʢʘʤʧʘʥʠʡ ʚ ʩʠʪʫʘʪʠʚʥʳʡ ʠ 

ʧʝʨʬʦʨʤʘʥʩ-ʤʘʨʢʝʪʠʥʛ  

ɹʨʝʥʜ-ʤʘʨʢʝʪʦʣʦʛʠ ʠ ʨʝʢʣʘʤʥʳʝ ʘʛʝʥʪʩʪʚʘ ʩʪʘʣʠ ʙʦʣʴʰʝ ʠʥʚʝʩʪʠʨʦʚʘʪʴ ʚ ʧʝʨʬʦʨʤʘʥʩ-ʤʘʨʢʝʪʠʥʛ 

ʠ ʩʠʪʫʘʪʠʚʥʳʝ ʢʘʤʧʘʥʠʠ, ʧʨʠ ʵʪʦʤ ʩʦʢʨʘʱʘʷ ʟʘʪʨʘʪʳ ʥʘ ʙʨʝʥʜʦʚʫʶ ʨʝʢʣʘʤʫ.  

PR-ʙʶʜʞʝʪʳ ʧʦʩʪʨʘʜʘʣʠ ʤʝʥʴʰʝ ð 49% ʨʝʩʧʦʥʜʝʥʪʦʚ ʥʝ ʤʝʥʷʣʠ ʠʭ ʩ ʥʘʯʘʣʘ ʧʘʥʜʝʤʠʠ. 
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