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ʊʈɽʅɼʓ éééééééé...ééééééééééééééééééééééé 

ByteDance ʦʪʢʘʟʘʣʘʩʴ ʧʨʦʜʘʚʘʪʴ TikTok ʢʦʤʧʘʥʠʠ Microsoft 

https://www.sostav.ru/publication/tiktok-ne-prodast-ssha-svoj-algoritm-45129.html 

ʂʠʪʘʡʩʢʘʷ ʢʦʤʧʘʥʠʷ ByteDance, ʚʣʘʜʝʣʝʮ ʧʨʠʣʦʞʝʥʠʷ TikTok ʦʪʢʣʦʥʠʣʘ ʧʨʝʜʣʦʞʝʥʠʝ Microsoft 

ʦ ʧʦʢʫʧʢʝ ʘʤʝʨʠʢʘʥʩʢʦʛʦ ʩʝʛʤʝʥʪʘ ʩʝʨʚʠʩʘ. ʊʝʧʝʨʴ ʘʤʝʨʠʢʘʥʩʢʘʷ ʢʦʨʧʦʨʘʮʠʷ Oracle ʦʩʪʘʣʘʩʴ 

ʝʜʠʥʩʪʚʝʥʥʳʤ ʧʨʝʪʝʥʜʝʥʪʦʤ ʥʘ ʧʦʢʫʧʢʫ, ʩʦʦʙʱʘʝʪ The New York Times. 

ʇʨʠʯʠʥʘ ʦʪʢʘʟʘ ʦ ʩʦʪʨʫʜʥʠʯʝʩʪʚʝ Microsoft ʥʝ ʩʦʦʙʱʘʝʪʩʷ. ʇʨʠ ʵʪʦʤ ʥʝ ʠʟʚʝʩʪʥʦ, ʧʦʣʫʯʠʪ ʣʠ 

ʚ ʩʣʫʯʘʝ ʩʜʝʣʢʠ Oracle ʢʦʥʪʨʦʣʴʥʳʡ ʧʘʢʝʪ ʘʢʮʠʡ ʢʦʤʧʘʥʠʠ. 

ʈʘʥʝʝ ByteDʘnce ʩʦʦʙʱʠʣʘ, ʯʪʦ ʥʝ ʥʘʤʝʨʝʥʘ ʧʨʦʜʘʚʘʪʴ ʠʣʠ ʧʝʨʝʜʘʚʘʪʴ ʉʐɸ ʘʣʛʦʨʠʪʤ, ʣʝʞʘʱʠʡ 

ʚ ʦʩʥʦʚʝ ʧʨʠʣʦʞʝʥʠʷ TikTok. ʂʦʤʧʘʥʠʷ ʫʞʝ ʫʚʝʜʦʤʠʣʘ ʘʤʝʨʠʢʘʥʩʢʠʝ ʚʣʘʩʪʠ ʠ ʧʦʪʝʥʮʠʘʣʴʥʳʭ 

ʫʯʘʩʪʥʠʢʦʚ ʪʦʨʛʦʚ ʦ ʩʚʦʝʤ ʨʝʰʝʥʠʠ. ʊʘʢʞʝ ʦʪʤʝʯʘʝʪʩʷ, ʯʪʦ çʪʝʦʨʝʪʠʯʝʩʢʠ ʘʤʝʨʠʢʘʥʩʢʘʷ ʢʦʤʘʥʜʘ 

ʤʦʛʣʘ ʙʳ ʩʢʦʧʠʨʦʚʘʪʴ ʘʣʛʦʨʠʪʤ, ʥʦ ʜʣʷ ʝʛʦ ʢʦʨʨʝʢʪʥʦʡ ʨʘʙʦʪʳ ʧʦʪʨʝʙʫʝʪʩʷ ʚʨʝʤʷ, ʘ ʚ ʫʩʣʦʚʠʷʭ 

ʨʘʩʪʫʱʝʡ ʢʦʥʢʫʨʝʥʮʠʠ ʩʨʝʜʠ ʧʦʜʦʙʥʳʭ ʧʨʠʣʦʞʝʥʠʡ ð ʚʨʝʤʷ ʙʫʜʝʪ ʦʯʝʥʴ ʦʛʨʘʥʠʯʝʥʦè. 

ɽʩʣʠ ʧʨʝʟʠʜʝʥʪ ʉʐɸ ʦʪʢʣʦʥʠʪ ʫʩʣʦʚʠʝ ByteDʘnce, ʪʦ ʧʨʦʜʘʞʘ TikTok ʙʫʜʝʪ ʩʦʨʚʘʥʘ, 

ʠ ʚʠʜʝʦʩʝʨʚʠʩ ʩʪʘʥʝʪ ʥʝʜʦʩʪʫʧʥʳʤ ʜʣʷ ʘʤʝʨʠʢʘʥʩʢʠʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʧʦʩʣʝ ʫʩʪʘʥʦʚʣʝʥʥʦʛʦ 

ʢʨʘʡʥʝʛʦ ʩʨʦʢʘ ʧʨʦʜʘʞʠ ð 15 ʩʝʥʪʷʙʨʷ. ɻʣʘʚʥʳʤ ʧʨʝʪʝʥʜʝʥʪʦʤ ʥʘ ʧʨʠʦʙʨʝʪʝʥʠʝ ʢʠʪʘʡʩʢʦʛʦ 

ʧʨʠʣʦʞʝʥʠʷ ʷʚʣʷʣʩʷ Microsoft, ʪʘʢʞʝ ʧʝʨʝʛʦʚʦʨʳ ʚʝʜʫʪ Twitter ʠ Oracle. 

 

COVID-19 changed consumer behavior and marketing strategy 

https://www.smartbrief.com/original/2020/08/covid-19-changed-consumer-behavior-and-marketing-

strategy?utm_source=brief 

Marketing has witnessed significant shifts from how COVID-19 is changing consumer behavior, with many 

changes possibly permanently altering our industry. In this article, Iôve summarized what I believe are the 

most impactful changes in consumer behavior marketers, if not businesses, need to consider as they 

evolve products, messaging and marketing efforts. 

Focusing on fundamentals 

https://www.sostav.ru/publication/tiktok-ne-prodast-ssha-svoj-algoritm-45129.html
https://www.nytimes.com/2020/09/13/technology/tiktok-microsoft-oracle-bytedance.html
https://www.scmp.com/economy/china-economy/article/3101362/tiktoks-algorithm-not-sale-bytedance-tells-us-source
https://www.sostav.ru/publication/microsoft-khochet-kupit-ves-biznes-tiktok-44649.html
https://www.sostav.ru/publication/twitter-vedet-peregovory-s-tiktok-o-vozmozhnom-obedinenii-44675.html
https://www.sostav.ru/publication/oracle-poboretsya-za-tiktok-s-microsoft-i-twitter-44798.html
https://www.smartbrief.com/original/2020/08/covid-19-changed-consumer-behavior-and-marketing-strategy?utm_source=brief
https://www.smartbrief.com/original/2020/08/covid-19-changed-consumer-behavior-and-marketing-strategy?utm_source=brief
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As with any crisis, humans tend to move down Maslow's Hierarchy of Needs towards the basics of food, 

security and safety. Unfortunately, coronavirus has stifled the higher tier need of belongingness. As a 

result, consumers are looking to technology to regain that lost sense of community and connectivity. 

Brands that manufacture or distribute essential products, especially those relating to health and safety, 

are in a good position now and well beyond the pandemic. Luxury brands and other industries impacted 

by physical and economic limitations (beauty, travel and tourism primarily) should expect a long recovery, 

unfortunately. Travel will become more experiential, relying on augmented and virtual reality, now and in 

the future. 

Living and working at home  

The COVID-19 pandemic has forced the world indoors. Those living alone are challenged with loneliness 

while larger families cope with crowding. Consumers are cooking and eating more at home than ever 

before, which is good for grocery and delivery services, but has created long-term if not permanent harm 

to restaurants and bars. 

Air travel has reduced 90%, which has decimated global tourism, yet drivable vacation destinations are 

seeing a rebound. Consumers also are working out more at home and doing more DIY home improvement 

projects. A more interesting, albeit possibly temporary trend, is ñpodò living. Small groups of family and 

friends are hanging out together and influencing purchasing behavior. 

Remote communications and virtual experiences 

With many companies allowing if not encouraging remote work-at-home arrangements, employees and 

employers are having to adopt more robust remote work technologies and processes. Zoom has been a 

big winner in the world of videoconferencing, but other related technologies that facilitate communications, 

meetings and events also are in the pole position post-pandemic. 

I believe livestreaming will become a new normal in the event world as conferences are forced to go 

completely virtual for the near future, yet events will retain some sort of hybrid component as a vaccine is 

distributed and the world returns to normal. As consumption of video and audio (including podcasts) 

increases, look for a long-term shift towards cord-cutting and adoption of distributed media channels 

including Hulu, YouTube, Disney+, Pandora, SoundCloud and others. 

E-commerce and the digital migration 
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Living in Portland, I was front row as protestors faced federal troops downtown. Many businesses, 

including a long-time watch and jewelry retailer, had to close permanently due to looting and a general 

loss of foot traffic. Had that business been online with a full product catalog, or even an e-commerce 

website, I believe they would still be in business. 

Many other businesses have been caught off-guard by the pandemic and have been forced to make the 

digital migration. However unfortunate the cause, the result will benefit these lagging businesses in the 

long-term. At Anvil, weôve retooled our marketing service offering to address this very need, by providing 

affordable e-commerce websites, training and consulting for companies needing to migrate quickly and 

affordably into the digital age. 

Low and no-touch product and service delivery 

While much of our activity is digital, there is still a need for human-powered interactions in retail, such as 

the need for low and no-touch delivery of service. From QR code signage (ideal for menus), text 

messaging, curbside pickup and delivery, retailers are adapting service to meet the new standards and 

expectations around understanding consumer and employee health and safety.  

Even with these changes retailers need to continue to find innovative ways to showcase products and 

services safely, leveraging augmented reality, virtual reality and via more robust websites that include 

ordering and/or e-commerce capabilities. 

Marketers must remain flexible and attentive 

So, what does this all mean for marketers? Advertising dollars are shifting away from outdoor and print to 

digital media, for starters. Only the highest traffic and most targeted publications will weather the pandemic 

storm. From a digital perspective, the channels with the greatest increase in consumption include mobile, 

social media and video, so modify your media mix appropriately. 

In terms of messaging, consumers are asking for brands to focus on value, authenticity, social awareness. 

Brands that clearly communicate a sense of purpose, tap nostalgia and are proactive about social issues 

will generate greater loyalty and minimize the negative impact of the pandemic. 

Regardless of your industry or level of digital savvy, the impacts on consumer behavior are changing and 

much of the change will be permanent. Ensure your products, services, messaging and marketing plans 

are tuned into those changes and remain dynamic moving forward.  
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Kent Lewis is president and founder of Anvil Media, a measurable marketing agency based in Portland, 

Ore. Heôs also co-founder of SEMpdx and was named AMA Marketer of the Year. For more information, 

visit www.anvilmediainc.com. 

 

How COVID-19 created a new kind of consumer in just 90 days 

After two decades of steady growth, the trajectory of digital consumerism went into hyperdrive when the 

pandemic changed everythingðgiving us óGeneration N.ô 

https://www.fastcompany.com/90547627/how-covid-19-created-a-new-kind-of-consumer-in-just-90-days 

Meet Generation Novel, a growing cross-generational psychographic of digital-first consumers galvanized 

by the disruptive effects of COVID-19. This emergent and significant customer segment isnôt just digital-

centric. Itôs also emotionally charged, as pandemic-fueled fear, anxiety, and worry take their toll. With the 

impact of the novel coronavirus likely to endure, companies must prioritize the study of Gen N. Doing so 

will help executives understand how consumersô increased and accelerated use of technology affects their 

preferences, behaviors, and routines. These insights can guide brand, product, and market strategies to 

be more timely, relevant, and empathetic at a time when there is no pandemic playbook to follow. 

When the onset of COVID-19 led to closures and shelter-in-place rules, the physical normal we knew 

changed overnight. The mechanics of lifeðcommunicating with loved ones, keeping up with news, 

working, learning, and shoppingðwere now centered on digital platforms. 

As a result, a new set of digitally influenced norms and behaviors were born among consumers who had 

been slow or unmotivated to adopt digital in all facets of life before COVID-19. At the same time, digital 

natives and early adopters found themselves well prepared to live, work, learn, and shop remotely during 

the waves of lockdowns. 

One thing is clear. The sudden and ongoing closures of public life are radically accelerating the digital 

transformation of consumer habits, markets, and organizations alike. Companies that track how digital 

devices, apps, and networks influence consumer decisions and in turn, how those decisions affect 

companies will be in a better position to ride through waves of disruption and uncertainty. 

From Generation C to Generation N 

http://www.anvilmediainc.com/
https://www.fastcompany.com/90547627/how-covid-19-created-a-new-kind-of-consumer-in-just-90-days
https://www.fastcompany.com/90547627/how-covid-19-created-a-new-kind-of-consumer-in-just-90-days
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Before COVID-19 and the rise of Generation Novel, I studied how mobile, social, and real-time web trends 

were shaping a new, less analog kind of customer. I called this ever-growing, always-on customer segment 

ñGeneration C (Connected),ò and it was at the core of customer experience innovation over the past 

decade. 

Over the years, I learned that customers who lived digital-first lifestyles were much more intentional, 

impatient, and demanding. They were also more efficient in their decision-making. They didnôt go through 

the decision-making journey in a linear fashion like their traditional consumer counterparts. Instead, they 

jumped in and out of searches, read reviews, watched videos on YouTube, asked questions on social 

media, and downloaded apps, all usually from a mobile device. They expected their experiences to be 

defined by relevant, platform-native choices, mostly for mobile screens. They expected immediacy and 

convenience. Connected customers also demanded that their digital journey was integrated, seamless, 

and intuitive. Those brands that didnôt deliver on these fronts were vulnerable to digital-savvy companies. 

Now, Generation C is morphing into an evolved next phase of consumerism, Generation N. This is a 

developing psychographic group comprised of those customers who were previously hyperconnected 

(Gen C) as well as those who are now fast becoming digital-first because of COVID-19 shutdowns. 

Whatôs more, Gen N is also defined by a powerful somatic marker thatôs forging a deeply entrenched 

emotional bookmark in our lives. This emotional bookmark is shaped by a unifying set of deeply personal 

and charged emotional ties. With much of the media spotlight on death tolls, infection rates, business 

closures, and unemployment, this pandemic is overwhelming our mental health. 

A recent Accenture report underscores the extent of consumer anxiety: 

64 percent of consumers are fearful of their own health 

82 percent are fearful of the health of others 

64 percent are worried about the impact on their personal job security 

88 percent are worried about the impact on the economy 

People are thinking, feeling, and making decisions differently. Added together, Gen N represents a 

connected consumer, by choice or by default, whose decisions are now also driven by the stressors, 

feelings, and consequences of a global pandemic. 

Getting to know Generation N 

https://www.briansolis.com/2014/08/orn-digital-meet-generation-c-new-generation-connected-customers/
https://www.sciencedirect.com/topics/neuroscience/somatic-marker-hypothesis
https://www.natureasia.com/en/nindia/article/10.1038/nindia.2020.46
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As the U.S. woke up to the COVID-19 crisis in March, the trajectory of consumerism shifted, accelerating 

toward digital experiences at a blinding pace after two decades of steady growth. Just how fast are things 

moving? McKinsey estimates that COVID-19 served as a great accelerant, advancing 10 years of U.S. e-

commerce growth in just 90 daysô time. 

 

Itôs not just speed that companies need to consider as they expedite digital transformation investments to 

keep up. Consumer attention and loyalty is up for grabs right now. 

As a result of the prolonged nature of shelter-in-place rules, new consumer sentiment, behaviors, habits, 

and values are not only forming, but are also likely to stick. Studies have shown that on average, it takes 66 

days for new behaviors to become automatic. 

As an example, McKinsey also discovered that 75 percent of U.S. consumers have tried different stores, 

websites, or brands during this crisis. Hereôs what matters most. Of those consumers, 60 percent reported 

that they expect to integrate new brands and stores in their post-pandemic lives. 

https://www.mckinsey.com/business-functions/strategy-and-corporate-finance/our-insights/five-fifty-the-quickening
https://www.healthline.com/health/how-long-does-it-take-to-form-a-habit#base-figure
https://www.healthline.com/health/how-long-does-it-take-to-form-a-habit#base-figure
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While stores across all industries are opening to an extent, the conveniences of digital shopping are 

enticing consumers and becoming habit-forming for a broader set of consumers. 

Control, health, and well-being 

In times of a global pandemic, digital boasts advantages that customers appreciate such as health and 

safety, greater choices, flexibility and control, time savings, and overall convenience. Combined, these 

hallmarks accelerate and solidify digital behaviors and routines. 

Todayôs trends are all pointing to what the next normal will look like: 

E-commerce is thrust into the spotlight, turning everyone into connected customers. According to 

the Q2 Global Shopping Index published by Salesforceðwhere I am global innovation analystðas of July 

16, 2020, 42 percent of customers were reportedly shopping online as usual with another 39 percent 

digitally shopping more than usual. Twenty-one percent of customers said that they were spending more 

on discretionary items in the time of COVID. 

Customers are choosing to shop at home even as stores open. A study by IPSOS revealed that even 

though brick-and-mortar retailers were opening at varying levels across the country in June 2020, a 

massive 61 percent of customers were delaying shopping in physical stores for fear of getting sick. 

https://www.salesforce.com/blog/2020/07/shopping-index-Q2.html
https://www.ipsos.com/en-us/news-polls/Brick-and-Mortar-Retail-for-Fear-of-Getting-Sick
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Even with store openings, digital is first in growth. Between April and June, global digital 

revenue increased in the U.S. by an unprecedented 71 percent compared to the previous year. Some of 

the historic growth driving that number includes a 37 percent surge in online traffic, 35 percent 

improvement in conversions, and 34 percent greater spending. 

Contactless engagement is the new standard for engagement. Over 35 percent of U.S. 

consumers report that they prefer more contactless shopping and delivery options than before. 

Social media is finally, quantifiably, advancing social commerce. Research shows that 17 and 28 

percent of consumers are buying products in social media more than usual and about the same, 

respectively. Purchases from a social channel referral saw the biggest increases in Q2 2020, growing 104 

percent across the entire industry. 

Gen N members are becoming more conscious about what they buy and the brands they 

support. COVID-19 is prompting consumers to question their desire to buy things. In a recent study 

reported by MarTech, 58 percent of customers stated that COVID-19 had notably impacted their view of 

brands. 

A Generation N game plan 

This is the time for companies to relearn who their customer is: their intentions and aspirations, and what 

it is they value and why. Those paying attention will source the insights necessary to transform and 

enhance operational and business models, products and services, and customer experiences. 

Observe. Experience the existing journey and each touchpoint (physical and digital) through the lens 

of Generation N. 

Organize. Create a human and data-centered, cross-functional organization that prioritizes real-time 

shopping behaviors and consumer preferences, intentions, and values.  

Operationalize. Assemble executive sponsors and stakeholders responsible for touchpoints across 

the customer journey to assess patterns and convert insights into actionable pilots and programs.  

Invent. Explore opportunities to add new value to customer experiences, at every step, that align with 

and enhance customer progression. Take this opportunity to reimagine the customer experience for a 

digital-first consumer instead of adapting legacy journeys for digital platforms. 

https://www.salesforce.com/blog/2020/07/shopping-index-Q2.html
https://public.tableau.com/profile/salesforceresearch#!/vizhome/SalesforceLeadingThroughChangeDashboard/LTCHome
https://public.tableau.com/profile/salesforceresearch#!/vizhome/SalesforceLeadingThroughChangeDashboard/LTCHome
https://www.salesforce.com/blog/2020/07/shopping-index-Q2.html
https://www.buzzfeednews.com/article/annehelenpetersen/recession-unemployment-covid-19-economy-consumer-spending
https://martechseries.com/content/consumers-say-brand-actions-covid-19-impact-perception/
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Measure. Do more than just attempt to document ROI or track traditional KPIs. Consider customer-facing 

metrics that capture sentiment, satisfaction, customer experiences, and resulting performance in digital 

realms. 

This isnôt about how B2C or B2B organizations respond in times of crisis. Itôs about people-to-people 

interactions and how organizations learn from disruption at a human level. 

ɸbout the author 

Brian Solis is global innovation evangelist at Salesforce. Heôs also a digital anthropologist, best-selling author, 

and keynote speaker 

 

ɿɸʑʀʊɸ ɼɸʅʅʓʍ ..ééé...ééééééééééééééééééééééé 

Apple ʨʝʰʠʣʘ ʦʪʩʨʦʯʠʪʴ ʦʛʨʘʥʠʯʝʥʠʷ ʥʘ ʩʙʦʨ ʜʘʥʥʳʭ. ʆʥʠ ʤʦʛʣʠ ʩʥʠʟʠʪʴ 

ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʨʝʢʣʘʤʳ 

https://www.sostav.ru/publication/apple-reshila-otsrochit-ogranicheniya-na-sbor-dannykh-oni-mogli-

snizit-effektivnost-reklamy-45032.html 

Apple ʨʝʰʠʣʘ ʧʦʢʘ ʥʝ ʚʚʦʜʠʪʴ ʥʦʚʳʝ ʦʛʨʘʥʠʯʝʥʠʷ ʥʘ ʩʙʦʨ ʜʘʥʥʳʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʚ iOS 14, ʢʦʪʦʨʳʝ 

ʤʦʛʣʠ ʩʥʠʟʠʪʴ ʵʬʬʝʢʪʠʚʥʦʩʪʴ ʨʝʢʣʘʤʳ. ʆʙ ʵʪʦʤ ʧʠʰʝʪ Ad Age. 

ʂʦʨʧʦʨʘʮʠʷ ʧʣʘʥʠʨʦʚʘʣʘ ʩʝʨʴʝʟʥʦ ʦʛʨʘʥʠʯʠʪʴ ʩʙʦʨ ʜʘʥʥʳʭ ʩʦ ʩʚʦʠʭ ʫʩʪʨʦʡʩʪʚ ʩ ʚʳʭʦʜʦʤ iOS 14. 

ʉ ʦʙʥʦʚʣʝʥʠʝʤ ʨʘʟʨʘʙʦʪʯʠʢʠ ʧʨʠʣʦʞʝʥʠʡ ð ʢʦʤʧʘʥʠʠ, ʢʦʪʦʨʳʝ ʩʦʟʜʘʶʪ ʠʛʨʳ, ʬʠʪʥʝʩ-ʪʨʝʢʝʨʳ, 

ʩʦʮʠʘʣʴʥʳʝ ʧʨʠʣʦʞʝʥʠʷ ʠ ʜʨʫʛʠʝ ʩʝʨʚʠʩʳ, ð ʜʦʣʞʥʳ ʧʦʣʫʯʘʪʴ ʨʘʟʨʝʰʝʥʠʝ ʦʪ ʦʪʜʝʣʴʥʳʭ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʥʘ ʩʙʦʨ IDFA (ʠʜʝʥʪʠʬʠʢʘʮʠʷ Apple ʜʣʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ). 

çʄʥʦʛʠʝ ʣʶʜʠ ʚ ʦʪʨʘʩʣʠ ʦʞʠʜʘʣʠ, ʯʪʦ ʧʦʣʴʟʦʚʘʪʝʣʠ ʥʝ ʙʫʜʫʪ ʩʦʛʣʘʰʘʪʴʩʷ (ʜʝʣʠʪʴʩʷ ʜʘʥʥʳʤʠ), 

ʠ ʵʪʦ ʥʘʥʝʩʝʪ ʫʱʝʨʙè, ð ʛʦʚʦʨʠʪ ʄʵʪʪ ɹʘʨʘʰ, ʚʠʮʝ-ʧʨʝʟʠʜʝʥʪ ʧʦ ʨʘʟʚʠʪʠʶ ʙʠʟʥʝʩʘ ʚ AdColony, 

ʧʣʘʪʬʦʨʤʝ ʤʦʙʠʣʴʥʦʡ ʨʝʢʣʘʤʳ, ʥʘ ʢʦʪʦʨʫʶ ʤʦʞʝʪ ʧʦʚʣʠʷʪʴ ʥʦʚʦʚʚʝʜʝʥʠʝ ʦʪ Apple. 

ʀʜʝʥʪʠʬʠʢʘʪʦʨ ʨʝʢʣʘʤʳ Apple ð ʢʣʶʯʝʚʦʝ ʟʚʝʥʦ ʚ ʨʝʢʣʘʤʥʦʤ ʧʨʦʮʝʩʩʝ ʥʘ iPhone, ʧʠʰʝʪ 

ʠʟʜʘʥʠʝ. ʆʥ ʤʦʞʝʪ ʦʪʩʣʝʞʠʚʘʪʴ, ʢʘʢ ʧʦʣʴʟʦʚʘʪʝʣʠ ʚʟʘʠʤʦʜʝʡʩʪʚʫʶʪ ʩ ʧʨʠʣʦʞʝʥʠʝʤ ʠ ʢʘʢʠʝ ʫ ʥʠʭ 

ʠʥʪʝʨʝʩʳ, ʘ ʜʘʥʥʳʝ ʠʩʧʦʣʴʟʫʶʪʩʷ ʧʨʠ ʪʘʨʛʝʪʠʥʛʝ. ʈʘʟʨʘʙʦʪʯʠʢʠ ʪʘʢʞʝ ʧʦʣʘʛʘʶʪʩʷ ʥʘ ʵʪʫ 

https://www.sostav.ru/publication/apple-reshila-otsrochit-ogranicheniya-na-sbor-dannykh-oni-mogli-snizit-effektivnost-reklamy-45032.html
https://www.sostav.ru/publication/apple-reshila-otsrochit-ogranicheniya-na-sbor-dannykh-oni-mogli-snizit-effektivnost-reklamy-45032.html
https://adage.com/article/digital/apple-pauses-privacy-changes-offering-reprieve-anxious-mobile-advertisers/2278696
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ʠʥʬʦʨʤʘʮʠʶ ʜʣʷ ʠʟʤʝʨʝʥʠʷ ʵʬʬʝʢʪʠʚʥʦʩʪʠ ʨʝʢʣʘʤʳ ʠ ʧʨʦʚʦʜʷʪ ʩʣʦʞʥʳʡ ʘʥʘʣʠʟ, ʯʪʦʙʳ 

ʨʘʩʩʯʠʪʘʪʴ ʮʝʥʥʦʩʪʴ ʢʘʞʜʦʛʦ ʧʦʣʴʟʦʚʘʪʝʣʷ. 

ɺ ʢʦʥʮʝ ʘʚʛʫʩʪʘ ʚ Facebook ʧʨʝʜʫʧʨʝʜʠʣʠ ʦʙ ʫʛʨʦʟʝ, ʢʦʪʦʨʘʷ ʠʩʭʦʜʠʪ ʦʪ ʥʦʚʦʡ iOS. ɺ ʢʦʤʧʘʥʠʠ 

ʟʘʷʚʠʣʠ, ʯʪʦ ʦʙʥʦʚʣʝʥʠʝ ʥʝ ʧʦʟʚʦʣʠʪ ʧʦʢʘʟʳʚʘʪʴ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʪʘʨʛʝʪʠʨʦʚʘʥʥʫʶ ʨʝʢʣʘʤʫ. ʊʘʢʞʝ 

ʦʛʨʘʥʠʯʝʥʠʷ ʧʨʠʚʝʜʫʪ ʢ ʪʦʤʫ, ʯʪʦ ʨʝʢʣʘʤʘ ʙʫʜʝʪ ʤʝʥʝʝ ʨʝʣʝʚʘʥʪʥʦʡ, ʘ CPM ʩʦʢʨʘʪʠʪʩʷ, 

ʘ ʨʘʟʨʘʙʦʪʯʠʢʠ ʤʦʛʫʪ ʧʦʪʝʨʷʪʴ ʙʦʣʝʝ ʧʦʣʦʚʠʥʳ ʜʦʭʦʜʦʚ, ʦʪʤʝʯʘʣʠ ʧʨʝʜʩʪʘʚʠʪʝʣʠ ʩʦʮʩʝʪʠ. 

 

4 Ways for Digital Marketers to Prepare for a Cookie-Less Future 

https://www.business2community.com/digital-marketing/4-ways-for-digital-marketers-to-prepare-for-a-

cookie-less-future-02344407 

In case you havenôt noticed, many browsers are now in the process of removing third-party cookies. This, 

combined with the guidelines set forth by new privacy regulations, means cookies can no longer be used 

by digital marketers to identify the behaviors and the people behind the clicks ï the individuals who may 

be their future customers. This represents a huge change for digital marketing, and now is the time for 

marketers to weigh their options for a cookie-less world. Here are four ideas to consider as you move 

forward: 

Cookies are far from perfect: Although cookies have been the number one way to track and measure 

the performance of targeted content based on clicks, they are far from perfect. They offer an incomplete 

picture: they can tell you about a personôs action (such as a website visit), without telling who they are or 

what they want to get out of the engagement with your brand. Cookies are also device-specific, so for 

example, devices shared across several users could end up with targeted ads that donôt map to the correct 

individual. 

The reality about contextual marketing: Many digital marketers are turning to targeting an audience 

based on their ñlocation,ò such as visiting a website, the use of search terms, or the content theyôre viewing. 

This practice, known as contextual marketing, allows you to reach your target audience at the ñrightò time 

since they see your ad or other promotional messages when theyôre viewing content based on set 

parameters. But this is imperfect as well, because without data about the individual, the information you 

capture may be missing the markï the individual could be doing competitive research or they may have 

landed on your webpage by mistake. And even if they are in-market for your offer, this approach doesnôt 

offer a practical way to follow up with them on their interest at a later time. 

https://www.sostav.ru/publication/v-facebook-zayavili-o-vozmozhnom-snizhenii-effektivnosti-reklamy-iz-za-vykhoda-ios-14-44926.html
https://www.business2community.com/digital-marketing/4-ways-for-digital-marketers-to-prepare-for-a-cookie-less-future-02344407
https://www.business2community.com/digital-marketing/4-ways-for-digital-marketers-to-prepare-for-a-cookie-less-future-02344407
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The emergence of IP address tracking: At OMI, the rise of Internet Protocol (IP) address tracking is 

something we see as a very viable digital alternative to cookies. IP address data allows you to identify 

targets through monitoring online activities, such as website visits, product reviews, content downloads, 

and more. It can also be used to identify the companies that have visited a given website so that 

businesses can re-target them at a later time. The process involves a lookup tool that matches the detected 

IP to an IP registry database to identify the company. This is a start in the right direction, but thereôs still a 

gap in terms of the ability to identify and contact the correct person behind the behavior. 

Integrate with business contact data to close the loop: The good news is, with business contact data, 

you can close the IP address gap. With company IP address information in hand, you can then layer in 

business contact data ð by function and title ï to see who the decision-makers are within the company 

youôve identified. This powerful combination of data enables you to pinpoint relevant individual contacts 

and target your marketing to those contacts in a personalized and timely way. Thereôs more good news, 

too ð with the move to account-based marketing (ABM), itôs even more important to narrow your focus 

and avoid wasting time and resources on irrelevant contacts. By integrating business contact data with IP 

address data, your ABM strategies become much more effective for identifying warm leads. 

We are truly reaching the end of an era with the phasing out of third-party tracking cookies. For some 

digital marketers, it may seem like a huge headache. But for others itôs an opportunity. IP address 

identification and contact matching offers a way for digital marketers to reach the right person, at the right 

time, on the right device, with the right content. 

The bottom line is this: cookies are on the way out ï and many new approaches are now becoming 

available to give digital marketers even more power and greater pinpoint accuracy when it comes to 

reaching the right prospects for their offers. 

Author: Paula Chiocchi 

Paula Chiocchi, CEO and founder of Outward Media, Inc. (OMI), is an award-winning marketing industry 

veteran whose mission is to help businesses realize their full potential by effectively reaching their target 

audiences and converting more prospects into customers. OMI's high-quality business contact data is 

used by Fortune 1000 firmsé View full profile ü 

https://www.business2community.com/author/paula-chiocchi
http://www.outwardmedia.com/
https://www.business2community.com/author/paula-chiocchi
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ɺʀɼɽʆʈɽʂʃɸʄɸ ééé..é.ééééééééééééééééééééééé 

óWe honestly stay away from itô: Facebookôs surging video pages spark brand safety 

concern for ad buyers 

https://digiday.com/media/we-honestly-stay-away-from-it-facebooks-surging-video-pages-spark-brand-

safety-concern-for-ad-buyers/ 

Ad buyers are getting nervous about how crowded Facebookôs in-stream video program has grown lately. 

Over the past month, the number of pages eligible to monetize their videos through Facebookôs in-stream 

ads program has leapt by more than 30%, with more than 24,000 pages joining the program in the past 

30 days, according to a spreadsheet Facebook regularly updates for advertisers. 

The pages include everything from prank video and meme accounts to mukbang pages, which offer videos 

of people eating gluttonous quantities of food, and they are part of a longer-term push by Facebook to 

home in on YouTubeôs ad business. 

All pages in the program are subject to an approval process and must adhere to the platformôs brand safety 

guidelines. But buyers say that the brand safety guard measures Facebook has added to its in-stream 

program lag behind YouTubeôs, and many see the changes Facebook has made as more focused on 

maximizing inventory than providing a safe place for their clientsô spots. 

ñTheyôre prioritizing maximizing inventory at the expense of making it brand safe,ò said Erica Patrick, vp of 

paid social at MediaHub. ñYou shouldnôt have to make a giant investment to get into brand-safe content.ò   

Two buyers pointed to the proliferation of viral videos in the in-stream program as examples of content 

that their clients would not want to appear beside. 

Reached for comment, a Facebook spokesperson wrote that the growth of the in-stream program has 

been organic and said all pages are subject to approval and brand safety guidelines. 

In the early days of Facebookôs video ad business, the only in-stream inventory available was on Facebook 

Watch, which Facebook tried to position as a source of high-end, original programming created by 

entertainment studios and media companies. Inventory from that programming is still available as part of 

Facebook Reserve, a separate stock of spots that carries a minimum investment of $100,000, one buyer 

said. 

https://digiday.com/media/we-honestly-stay-away-from-it-facebooks-surging-video-pages-spark-brand-safety-concern-for-ad-buyers/
https://digiday.com/media/we-honestly-stay-away-from-it-facebooks-surging-video-pages-spark-brand-safety-concern-for-ad-buyers/


 

 

 

15 

 

But thatôs too expensive for most buyers, so Facebook has been expanding its supply of cheaper in-stream 

ads, which can be bought via auction. In the summer of 2018, Facebook expanded Watch by giving 

creators the opportunity to apply for Watch pages, before reversing course ten months later by phasing 

out Watch pages altogether. 

Since then, the number of pages eligible for those in-stream ads has exploded. Over that same stretch, 

Facebook has made moves to shore up brand safety across its platform, including announcing the launch 

of video-level whitelists on Watch in May, along with the addition of a third brand safety partner, Zefr. 

But content-level whitelisting is cumbersome and time-consuming, two buyers contacted for this said, 

adding that Facebookôs blacklisting capability, which are capped at 5,000 pages, is insufficient. ñItôs always 

been an untenable proposition,ò said one ad buyer who asked not to be identified. 

Those issues were on buyersô minds before the sharp surge in pages this past month. ñThe more pages 

you throw into the mix, [it] can be concerning,ò said Callan Lynch, senior manager of paid social at media 

agency Assembly. 

That surge is challenging, buyers say, because context matters more for in-stream ads than it does for 

other video ads shown in Stories, or in Facebookôs feed, said Lindsey Boan, director of media at the full-

service agency Madwell. 

ñIn-feed, in stories, you know the ads are not connected to the person or publisher,ò Boan said. ñBut in-

stream, thatôs not inherent. 

ñIf youôre a client whoôs concerned with those things, you just donôt run on the platform,ò Boan added. ñItôs 

not typically included in our base buys, and we honestly stay away from it unless we need it.ò 

Ultimately, Facebook still delivers efficiencies in price and targeting that buyers are hard-pressed to find 

elsewhere. 

ñA view of the ad by the intended audience for the best price is our ultimate goal,ò the first buyer said. ñBut 

thereôs been an evolving conversationò about how suitable the program is, the buyer added. 

 

https://digiday.com/media/facebook-is-converting-watch-show-pages-into-all-encompassing-video-pages/
https://digiday.com/media/facebook-is-converting-watch-show-pages-into-all-encompassing-video-pages/
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ONLINE AUDIO ééééééééééééééééééééééééééééé 

ɹʨʝʥʜ, ʚʢʣʶʯʘʡ ʟʚʫʢ! 

https://marketing.by/analitika/brend-vklyuchay-zvuk/ 

ɸʫʜʠʦʩʪʨʠʤʠʥʛ ʥʘ ʧʦʜʲʝʤʝ. ɺʳ ʵʪʦ, ʚʦʟʤʦʞʥʦ, ʦʱʫʪʠʣʠ ʥʘ ʩʝʙʝ: ʟʘ ʚʨʝʤʷ ʩʘʤʦʠʟʦʣʷʮʠʠ ʤʝʥʴʰʝ 

ʩʣʫʰʘʣʠ ʬʦʥʦʚʫʶ ʤʫʟʳʢʫ ʚ ʤʘʰʠʥʘʭ, ʥʦ ʚʢʣʶʯʘʣʠ  ʧʦʜʢʘʩʪʳ ʥʘ ʮʠʬʨʦʚʳʭ ʫʩʪʨʦʡʩʪʚʘʭ. 

ʅʝʫʜʠʚʠʪʝʣʴʥʦ, ʯʪʦ ʧʦ ʠʪʦʛʘʤ 1 ʢʚʘʨʪʘʣʘ 2020 ʛʦʜʘ ʢʦʣʠʯʝʩʪʚʦ ʧʦʜʧʠʩʯʠʢʦʚ ʥʘ ʤʫʟʳʢʘʣʴʥʳʝ 

ʩʪʨʠʤʠʥʛʦʚʳʝ ʩʝʨʚʠʩʳ ʚʦ ʚʩʸʤ ʤʠʨʝ ʜʦʩʪʠʛʣʦ 400 ʤʣʥ ʯʝʣʦʚʝʢ (+30% ʟʘ ʛʦʜ).  

ɸʫʜʠʦʩʦʧʨʦʚʦʞʜʝʥʠʝ, ʙʫʜʴ ʪʦ ʤʫʟʳʢʘ, ʧʦʜʢʘʩʪʳ ʠʣʠ ʘʫʜʠʦʢʥʠʛʠ, ʩʦʧʫʪʩʪʚʫʝʪ ʣʶʜʷʤ ʧʦʩʪʦʷʥʥʦ: ʚ 

ʜʦʨʦʛʝ, ʧʨʠ ʟʘʥʷʪʠʷʭ ʩʧʦʨʪʦʤ, ʥʘ ʧʨʦʛʫʣʢʝ, ʧʝʨʝʜ ʩʥʦʤ... 

 

 

ʄʘʨʢʝʪʦʣʦʛʠ ʫʞʝ ʧʦʜʭʚʘʪʠʣʠ ʥʦʚʳʡ ʪʨʝʥʜ ʠ ʘʫʜʠʦʙʨʝʥʜʠʥʛ -  ʠʥʩʪʨʫʤʝʥʪ ʟʚʫʢʦʚʦʡ ʤʘʨʢʝʪʠʥʛʦʚʦʡ 

ʧʦʜʜʝʨʞʢʠ ʙʨʝʥʜʘ - ʯʠʩʣʠʪʩʷ ʚ ʧʦʧʫʣʷʨʥʳʭ ʩʧʦʩʦʙʘʭ ʬʦʨʤʠʨʦʚʘʥʠʷ ʩʧʨʦʩʘ. ɺʝʜʴ ʤʫʟʳʢʘ - ʵʪʦ 

ʵʤʦʮʠʠ, ʘ ʵʤʦʮʠʠ - ʢʣʶʯ ʢ ʣʦʷʣʴʥʦʩʪʠ! 

https://marketing.by/analitika/brend-vklyuchay-zvuk/
https://musicindustryblog.wordpress.com/2020/06/23/music-subscriber-market-shares-q1-2020/
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ʃʠʜʠʨʫʶʱʠʝ ʚ ʩʚʦʠʭ ʦʪʨʘʩʣʷʭ ʢʦʤʧʘʥʠʠ ʧʨʦʰʣʠ ʪʨʘʥʩʬʦʨʤʘʮʠʶ ʠ ʠʩʧʦʣʴʟʫʶʪ ʘʫʜʠʦʙʨʝʥʜʠʥʛ, 

ʦʪʤʝʯʘʷ ʚʦʚʣʝʯʝʥʥʦʩʪʴ ʠ ʟʘʧʦʤʠʥʘʝʤʦʩʪʴ ʧʨʦʜʫʢʪʦʚ.  
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ʆʪ ʘʫʜʠʦʩʢʘʟʦʢ ʜʦ ʩʧʝʮʠʘʣʴʥʳʭ ʧʣʝʡʣʠʩʪʦʚ 

ɺʦʪ ʥʝʩʢʦʣʴʢʦ ʧʨʠʤʝʨʦʚ, ʢʘʢ ʢʨʫʧʥʝʡʰʠʝ ʢʦʤʧʘʥʠʠ ʠʩʧʦʣʴʟʦʚʘʣʠ ʢʦʤʤʫʥʠʢʘʮʠʶ ʚ ʤʫʟʳʢʘʣʴʥʳʭ 

ʩʪʨʠʤʠʥʛʦʚʳʭ ʩʝʨʚʠʩʘʭ, ʯʪʦʙʳ ʜʦʩʪʫʯʘʪʴʩʷ ʜʦ ʧʦʪʨʝʙʠʪʝʣʝʡ.  

GSK ʩʦʧʨʦʚʦʜʠʣʠ ʟʘʧʫʩʢ ʥʦʚʦʛʦ ʛʝʣʷ ʦʪ ʘʨʪʨʠʪʘ Voltaren ʚ ʉʐɸ ʤʦʱʥʦʡ ʨʝʢʣʘʤʥʦʡ 

ʘʫʜʠʦʢʘʤʧʘʥʠʝʡ. ɺ ʩʪʨʠʤʠʥʛʦʚʦʤ ʩʝʨʚʠʩʝ Pandora ʦʥʠ ʨʘʟʤʝʩʪʠʣʠ ʜʠʥʘʤʠʯʝʩʢʠʝ ʘʫʜʠʦʨʦʣʠʢʠ, ʚ 

ʢʦʪʦʨʳʭ ʜʘʚʘʣʠ ʨʝʢʦʤʝʥʜʘʮʠʠ ʧʦ ʧʨʠʤʝʥʝʥʠʶ Voltaren ʚ ʟʘʚʠʩʠʤʦʩʪʠ ʦʪ ʨʝʣʝʚʘʥʪʥʦʛʦ ʜʥʷ ʥʝʜʝʣʠ 

ʠ ʚʨʝʤʝʥʠ ʩʫʪʦʢ. ʇʦʣʴʟʦʚʘʪʝʣʠ ʤʦʛʣʠ ʘʢʪʠʚʠʨʦʚʘʪʴ ʩʧʦʥʩʦʨʩʢʠʝ ʩʝʩʩʠʠ (ʯʘʩ ʧʨʦʩʣʫʰʠʚʘʥʠʷ ʙʝʟ 

ʨʝʢʣʘʤʳ), ʪʨʷʩʷ ʩʤʘʨʪʬʦʥ, ʯʪʦ ʦʪʨʘʞʘʣʦ ʠʜʝʶ "ʨʘʜʦʩʪʠ ʜʚʠʞʝʥʠʷ", ʢʦʪʦʨʫʶ ʜʘʚʘʣ ʛʝʣʴ 

ʩʪʨʘʜʘʶʱʠʤ ʦʪ ʘʨʪʨʠʪʘ. ʅʘʢʦʥʝʮ, ʨʝʢʣʘʤʥʳʝ ʙʘʥʥʝʨʳ ʧʨʝʜʣʘʛʘʣʠ ʚʳʙʨʘʪʴ ʘʢʪʠʚʥʦʩʪʴ (ʧʨʦʙʝʞʢʘ, 

ʨʘʙʦʪʘ ʚ ʩʘʜʫ ʠ ʪ.ʜ), ʠ ʩʝʨʚʠʩ ʛʝʥʝʨʠʨʦʚʘʣ ʧʦʜʭʦʜʷʱʠʡ ʵʪʦʤʫ ʟʘʥʷʪʠʶ ʧʣʝʡʣʠʩʪ.  

ʏʠʧʩʳ - ʪʦʚʘʨ ʠʤʧʫʣʴʩʥʦʛʦ ʩʧʨʦʩʘ, ʠ ʝʛʦ ʧʦʢʫʧʢʘ ʚ ʦʩʥʦʚʥʦʤ ʟʘʚʠʩʠʪ ʦʪ ʧʨʦʜʚʠʞʝʥʠʷ ʚ ʤʝʩʪʘʭ 

ʧʨʦʜʘʞ. ʅʦ ʧʦʪʨʝʙʠʪʝʣʠ ʚ ʂʠʪʘʝ ʩʪʘʣʠ ʤʝʥʴʰʝ ʭʦʜʠʪʴ ʧʦ ʤʘʛʘʟʠʥʘʤ, ʧʦʵʪʦʤʫ 

Lay's ʨʝʰʠʣʠ ʧʦʜʭʣʝʩʪʥʫʪʴ ʩʧʨʦʩ ʩ ʧʦʤʦʱʴʶ digital ʠ ʩʝʥʩʦʨʥʳʭ ʘʩʩʦʮʠʘʮʠʡ. ʏʠʧʩʳ - ʵʪʦ ʧʨʝʞʜʝ 

ʚʩʝʛʦ ʭʨʫʩʪʷʱʠʡ ʟʚʫʢ, ʧʦʵʪʦʤʫ ʚ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ Douyin ʙʳʣ ʟʘʧʫʱʝʥ ʯʝʣʣʝʥʜʞ ʩ 

ʶʤʦʨʠʩʪʠʯʝʩʢʠʤʠ ʨʦʣʠʢʘʤʠ ʧʦʜ ʭʨʫʩʪ ʯʠʧʩʦʚ. ʂʘʤʧʘʥʠʷ ʩʪʘʣʘ ʚʠʨʫʩʥʦʡ, ʙʳʣʦ ʟʘʧʠʩʘʥʦ 217 ʪʳʩ. 

ʚʠʜʝʦ, ʧʦʣʫʯʠʚʰʠʭ ʙʦʣʝʝ ʤʠʣʣʠʘʨʜʘ ʧʨʦʩʤʦʪʨʦʚ, ʘ ʦʥʣʘʡʥ-ʧʨʦʜʘʞʠ ʯʠʧʩʦʚ ʚʳʨʦʩʣʠ ʥʘ 17%.  

https://www.pandoraforbrands.com/article/studio-resonate-drives-new-market-launch-for-voltaren
https://www.mindshareworld.com/china/work/lays-crunchy-sounds-challenge
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ʉʪʨʠʤʠʥʛʦʚʳʡ ʩʝʨʚʠʩ Pandora ʧʠʰʫʪ ʦ ʪʦʤ, ʢʘʢ ʦʥʣʘʡʥ-ʘʫʜʠʦ ʧʦʤʦʛʘʝʪ ʧʨʦʜʚʠʛʘʪʴʩʷ ʨʝʩʪʦʨʘʥʘʤ 

ʙʳʩʪʨʦʛʦ ʧʠʪʘʥʠʷ. ɺʦ-ʧʝʨʚʳʭ, ʦʥʣʘʡʥ-ʘʫʜʠʦ ʩʧʦʩʦʙʥʦ ʧʨʠʙʣʠʟʠʪʴʩʷ ʢ ʊɺ ʧʦ ʦʭʚʘʪʫ (ʩʫʤʤʘʨʥʘʷ 

ʘʫʜʠʪʦʨʠʷ Pandora ʠ SoundCloud - 121 ʤʣʥ ʧʦʣʴʟʦʚʘʪʝʣʝʡ), ʢʨʦʤʝ ʪʦʛʦ, ʙʨʝʥʜ-ʣʠʬʪ ʧʦ 

ʨʘʟʤʝʱʝʥʠʶ ʦʜʥʦʛʦ ʠʟ ʨʝʩʪʦʨʘʥʦʚ ʧʦʢʘʟʘʣ, ʯʪʦ ʨʝʢʣʘʤʘ ʚ ʦʥʣʘʡʥ-ʘʫʜʠʦ ʦʧʝʨʝʞʘʝʪ ʊɺ ʧʦ 

ʚʩʧʦʤʠʥʘʝʤʦʩʪʠ ʙʨʝʥʜʘ (ʭ2), ʠʥʬʦʨʤʠʨʦʚʘʥʥʦʩʪʠ ʦ ʨʝʢʣʘʤʠʨʫʝʤʦʡ ʘʢʮʠʠ (ʭ10) ʠ ʟʥʘʥʠʶ 

ʨʝʢʣʘʤʥʦʛʦ ʩʦʦʙʱʝʥʠʷ (+25%). ɺʦ-ʚʪʦʨʳʭ, 46% ʧʦʣʴʟʦʚʘʪʝʣʝʡ Pandora ʟʘʢʘʟʳʚʘʶʪ ʝʜʫ ʩʦ 

ʩʤʘʨʪʬʦʥʦʚ, ʯʪʦ ʪʘʢʞʝ ʦʧʨʘʚʜʳʚʘʝʪ ʧʨʠʤʝʥʝʥʠʝ ʪʘʢʠʭ ʮʠʬʨʦʚʳʭ ʨʝʢʣʘʤʥʳʭ ʢʘʥʘʣʦʚ ʩ ʦʙʠʣʠʝʤ 

ʜʘʥʥʳʭ ʦ ʧʦʣʴʟʦʚʘʪʝʣʷʭ, ʢʘʢ ʦʥʣʘʡʥ-ʘʫʜʠʦ. 

ɺ ʉʣʦʚʝʥʠʠ ʪʨʝʪʴ ʥʘʩʝʣʝʥʠʷ - ʵʪʦ ʧʦʞʠʣʳʝ ʣʶʜʠ, ʤʥʦʛʠʝ ʠʟ ʥʠʭ ʦʜʠʥʦʢʠʝ ʠ ʞʠʚʫʪ ʚ ʠʟʦʣʷʮʠʠ. 

ʏʪʦʙʳ ʚʦʩʩʪʘʥʦʚʠʪʴ ʩʚʷʟʴ ʧʦʢʦʣʝʥʠʡ, ʩʦʪʦʚʳʡ ʦʧʝʨʘʪʦʨ ɸ1 ʟʘʧʫʩʪʠʣ ʩʦʮʠʘʣʴʥʳʡ ʘʫʜʠʦʧʨʦʝʢʪ. 

ɹʳʣʘ ʩʦʟʜʘʥʘ ʧʣʘʪʬʦʨʤʘ, ʥʘ ʢʦʪʦʨʫʶ ʚʳʢʣʘʜʳʚʘʣʠʩʴ ʜʝʪʩʢʠʝ ʘʫʜʠʦʩʢʘʟʢʠ, ʥʘʯʠʪʘʥʥʳʝ ʣʶʜʴʤʠ, 

ʥʘʭʦʜʷʱʠʤʠʩʷ ʚ ʜʦʤʘʭ ʧʨʝʩʪʘʨʝʣʳʭ. ʇʣʘʪʬʦʨʤʘ ʧʦʟʚʦʣʷʣʘ ʜʘʚʘʪʴ ʦʙʨʘʪʥʫʶ ʩʚʷʟʴ ʥʘʧʨʷʤʫʶ 

ʯʪʝʮʘʤ, ʪʘʢ ʯʪʦ ʧʦʞʠʣʳʝ ʣʶʜʠ ʩʥʦʚʘ ʯʫʚʩʪʚʦʚʘʣʠ ʩʝʙʷ ʚʦʩʪʨʝʙʦʚʘʥʥʳʤʠ, ʯʪʦ ʭʦʨʦʰʦ ʚʣʠʷʣʦ ʥʘ 

ʠʭ ʟʜʦʨʦʚʴʝ ʠ ʢʦʛʥʠʪʠʚʥʳʝ ʬʫʥʢʮʠʠ. ɿʘ 6 ʥʝʜʝʣʴ ʧʨʦʝʢʪ ʦʭʚʘʪʠʣ 30% ʚʩʝʭ ʨʦʜʠʪʝʣʝʡ ʩ ʤʘʣʝʥʴʢʠʤʠ 

ʜʝʪʴʤʠ ʚ ʩʪʨʘʥʝ, 20 ʪʳʩ. ʠʟ ʢʦʪʦʨʳʭ ʧʦʩʝʱʘʣʠ ʧʣʘʪʬʦʨʤʫ ʢʘʞʜʳʡ ʜʝʥʴ. 

76% ʘʤʝʨʠʢʘʥʦʢ ʚ ʚʦʟʨʘʩʪʝ 25-55 ʣʝʪ ʛʦʚʦʨʷʪ, ʯʪʦ ʩʣʫʰʘʶʪ ʤʫʟʳʢʫ ʚʦ ʚʨʝʤʷ ʧʨʠʛʦʪʦʚʣʝʥʠʷ ʝʜʳ. 

ɹʨʝʥʜ ʤʘʩʣʘ Kerrygold ʟʘʧʫʩʪʠʣ ʨʝʢʣʘʤʥʫʶ ʢʘʤʧʘʥʠʶ, ʚ ʢʦʪʦʨʦʡ ʧʨʝʜʣʘʛʘʣ ʨʝʮʝʧʪʳ ʩʦ ʩʚʦʠʤ 

ʧʨʦʜʫʢʪʦʤ, ʢʘʞʜʦʤʫ ʠʟ ʢʦʪʦʨʳʭ ʩʦʦʪʚʝʪʩʪʚʦʚʘʣ ʩʚʦʡ ʧʣʝʡʣʠʩʪ ʚ Spotify - ʦʞʠʚʣʸʥʥʘʷ ʤʫʟʳʢʘ ʜʣʷ 

ʙʨʘʥʯʘ ʩ ʜʨʫʟʴʷʤʠ, ʨʦʤʘʥʪʠʯʥʘʷ ʜʣʷ ʚʝʯʝʨʥʝʛʦ ʩʚʠʜʘʥʠʷ ʠ ʩʧʦʢʦʡʥʘʷ ʜʣʷ ʦʞʠʜʘʥʠʷ, ʧʦʢʘ ʚ ʜʫʭʦʚʢʝ 

https://www.pandoraforbrands.com/article/recent-challenges-offer-long-term-opportunities-for-quick-service
http://www.welovead.com/en/works/details/786wgqrxg
https://www.lbbonline.com/news/new-kerrygold-campaign-pairs-recipes-with-spotify-playlists
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ʠʩʧʝʯʸʪʩʷ ʧʠʨʦʛ. ɼʦʧʦʣʥʝʥʠʝʤ ʢ ʢʘʤʧʘʥʠʠ ʩʪʘʣʦ ʤʫʟʳʢʘʣʴʥʦʝ ʚʠʜʝʦ, ʚ ʢʦʪʦʨʦʤ ʠʨʣʘʥʜʩʢʘʷ ʛʨʫʧʧʘ 

ʜʘʸʪ ʢʦʥʮʝʨʪ ʢʦʨʦʚʘʤ ʥʘ ʣʫʛʫ. 

ʏʪʦ ʜʝʣʘʶʪ ʩʦʮʩʝʪʠ ʥʘ ʚʦʣʥʝ ʨʦʩʪʘ ʠʥʪʝʨʝʩʘ ʢ ʤʫʟʳʢʘʣʴʥʦʤʫ ʩʪʨʠʤʠʥʛʫ 

"ɺʂʦʥʪʘʢʪʝ" ʟʘʧʫʩʪʠʣʘ ʩʦʚʤʝʩʪʥʳʝ ʤʫʟʳʢʘʣʴʥʳʝ ʧʣʝʡʣʠʩʪʳ ʚ ʯʘʪʘʭ. ʅʦʚʘʷ ʬʫʥʢʮʠʷ ʧʦʟʚʦʣʠʪ 

ʙʦʣʴʰʠʤ ʠ ʤʘʣʝʥʴʢʠʤ ʢʦʤʧʘʥʠʷʤ ʥʝ ʪʦʣʴʢʦ ʚʤʝʩʪʝ ʩʦʟʜʘʚʘʪʴ, ʥʦ ʠ ʚ ʨʝʞʠʤʝ ʨʝʘʣʴʥʦʛʦ ʚʨʝʤʝʥʠ 

ʦʙʥʦʚʣʷʪʴ ʧʦʜʙʦʨʢʠ ʪʨʝʢʦʚ. ʉʦʟʜʘʪʴ ʤʫʟʳʢʘʣʴʥʳʡ ʧʣʝʡʣʠʩʪ ʚ ʙʝʩʝʜʝ ʤʦʞʥʦ ʚ ʪʦʤ ʞʝ ʤʝʥʶ, ʛʜʝ 

ʧʦʣʴʟʦʚʘʪʝʣʠ ʜʝʣʷʪʩʷ ʪʨʝʢʘʤʠ ʜʨʫʛ ʩ ʜʨʫʛʦʤ. ʉʩʳʣʢʘ ʥʘ ʧʦʜʙʦʨʢʫ ʧʦʷʚʠʪʩʷ ʚ ʯʘʪʝ, ʘ ʥʘʧʦʣʥʷʪʴ ʝʸ 

ʩʤʦʛʫʪ ʚʩʝ ʫʯʘʩʪʥʠʢʠ.  

"ʆʜʥʦʢʣʘʩʩʥʠʢʠ" ʟʘʧʫʩʪʠʣʠ ʤʫʟʳʢʘʣʴʥʳʡ ʨʘʟʜʝʣ ʜʣʷ ʤʝʣʦʤʘʥʦʚ. ɺ ʨʘʟʜʝʣʝ çʊʦʣʴʢʦ ʧʦʩʣʫʰʘʡʪʝè 

ʩʦʙʨʘʥʘ ʧʦʜʙʦʨʢʘ ʥʦʚʳʭ, ʨʘʥʝʝ ʥʝ ʧʨʦʩʣʫʰʘʥʥʳʭ ʢʦʤʧʦʟʠʮʠʡ. ʆʙʥʦʚʣʝʥʠʝ ʬʦʨʤʠʨʫʝʪ ʜʣʷ 

ʢʘʞʜʦʛʦ ʧʦʣʴʟʦʚʘʪʝʣʷ ʠʥʜʠʚʠʜʫʘʣʴʥʳʝ ʧʣʝʡʣʠʩʪʳ ʩ ʧʦʤʦʱʴʶ ʥʝʡʨʦʩʝʪʠ ʠ ʧʦʤʦʛʘʝʪ ʨʘʩʰʠʨʠʪʴ 

ʤʫʟʳʢʘʣʴʥʳʡ ʢʨʫʛʦʟʦʨ. ɼʣʷ ʬʦʨʤʠʨʦʚʘʥʠʷ ʚʳʙʦʨʦʢ ʢʦʤʙʠʥʠʨʫʝʪʩʷ ʜʚʘ ʪʠʧʘ ʘʣʛʦʨʠʪʤʦʚ: ʦʜʠʥ ʠʟ 

ʥʠʭ ʦʩʥʦʚʘʥ ʥʘ ʠʩʪʦʨʠʠ ʧʨʦʩʣʫʰʠʚʘʥʠʷ ʠ ʜʦʙʘʚʣʝʥʠʷ ʧʝʩʝʥ ʚ ʧʣʝʡʣʠʩʪʳ, ʜʨʫʛʦʡ ð ʥʘ ʘʥʘʣʠʟʝ 

ʟʚʫʯʘʥʠʷ ʤʝʣʦʜʠʡ ʠʟ ʘʣʴʙʦʤʦʚ ʧʦʣʴʟʦʚʘʪʝʣʷ. 

çɺʂʦʥʪʘʢʪʝè ʪʘʢʞʝ ʟʘʧʫʩʪʠʣʘ ʪʘʨʛʝʪʠʥʛ ʧʦ ʩʣʫʰʘʪʝʣʷʤ ʤʫʟʳʢʠ. ʊʝʧʝʨʴ ʚ ʨʝʢʣʘʤʥʦʤ ʢʘʙʠʥʝʪʝ ʝʩʪʴ 

ʧʦʣʝ çʉʣʫʰʘʪʝʣʠ ʤʫʟʳʢʘʥʪʦʚè. ʏʪʦʙʳ ʥʘʩʪʨʦʠʪʴ ʪʘʨʛʝʪʠʥʛ, ʥʫʞʥʦ ʚʧʠʩʘʪʴ ʪʫʜʘ ʥʘʟʚʘʥʠʷ 

ʠʩʧʦʣʥʠʪʝʣʝʡ. ʈʝʢʣʘʤʦʜʘʪʝʣʷʤ ʫʞʝ ʜʦʩʪʫʧʝʥ ʚʳʙʦʨ ʠʟ ʙʦʣʝʝ 50 ʪʳʩ. ʤʫʟʳʢʘʥʪʦʚ 

ʂʘʢ ʨʘʟʤʝʩʪʠʪʴ ʨʝʢʣʘʤʫ ʚ ʘʫʜʠʦʩʝʨʚʠʩʘʭ ʚ ɹʝʣʘʨʫʩʠ  

ʇʦ ʜʘʥʥʳʤ Mail.ru group, ʢʦʪʦʨʘʷ ʩʦʟʜʘʣʘ ʩʝʪʴ Digital Audio, ʦʙʲʝʜʠʥʠʚ ʆʜʥʦʢʣʘʩʩʥʠʢʠ, ɺʢʦʥʪʘʢʪʝ, 

ʄʦʡ ʢʨʫʛ, ʘ ʪʘʢʞʝ ʧʨʠʣʦʞʝʥʠʷ BOOM ʠ Kate Mobile, ʩʘʤʦʡ ʘʢʪʠʚʥʦʡ ʘʫʜʠʪʦʨʠʝʡ ʩʣʫʰʘʪʝʣʝʡ ʚ 

ɹʝʣʘʨʫʩʠ ʷʚʣʷʝʪʩʷ ʚʦʟʨʘʩʪʥʘʷ ʛʨʫʧʧʘ 18-24 ʛʦʜʘ ʩ ʜʦʣʝʡ 35%. ɼʘʣʝʝ ʩʣʝʜʫʝʪ ʚʦʟʨʘʩʪʥʘʷ 

ʢʘʪʝʛʦʨʠʷ  25-34 ʛʦʜʘ.   

https://www.cossa.ru/news/272863/
https://insideok.ru/blog/odnoklassniki-zapustili-muzikalniy-razdel-dlya-melomanov-s-trekami-kotorie-polzovatel-eshe-ne-slushal
https://www.sostav.ru/publication/vkontakte-zapustila-targeting-po-slushatelyam-muzyki-43759.html
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ʈʘʟʤʝʱʝʥʠʝ ʘʫʜʠʦʨʝʢʣʘʤʳ ʠ ʢʦʤʤʫʥʠʢʘʮʠʦʥʥʳʭ ʧʨʦʜʫʢʪʦʚ ʜʦʩʪʫʧʥʦ ʚ ɹʝʣʘʨʫʩʠ ʯʝʨʝʟ ʩʝʡʣʩ-ʭʘʫʟ 

WebExpert, ʢʦʪʦʨʳʡ ʩʦʪʨʫʜʥʠʯʘʝʪ ʩ ʘʫʜʠʦʩʝʪʴʶ MAIL.RU GROUP, ʦʙʲʝʜʠʥʷʶʱʝʡ ʚʦʟʤʦʞʥʦʩʪʠ 

ʢʨʫʧʥʝʡʰʝʛʦ ʩʦʮʠʘʣʴʥʦʛʦ ʧʨʦʩʪʨʘʥʩʪʚʘ ʨʫʩʩʢʦʷʟʳʯʥʦʛʦ ʠʥʪʝʨʥʝʪʘ ʚ ʦʙʣʘʩʪʠ ʘʫʜʠʦʨʝʢʣʘʤʳ. 

ʈʝʢʣʘʤʦʜʘʪʝʣʴ ʤʦʞʝʪ ʨʘʟʤʝʩʪʠʪʴ ʨʝʢʣʘʤʥʳʝ ʨʦʣʠʢʠ ʜʣʠʪʝʣʴʥʦʩʪʴʶ ʜʦ 30 ʩʝʢʫʥʜ, ʢʦʪʦʨʳʝ 

ʪʨʘʥʩʣʠʨʫʶʪʩʷ ʚ ʚʝʙ-ʚʝʨʩʠʷʭ ʠ ʤʦʙʠʣʴʥʳʭ ʧʨʠʣʦʞʝʥʠʷʭ ɺʂʦʥʪʘʢʪʝ, ʆʜʥʦʢʣʘʩʩʥʠʢʠ ʠ ʄʦʡ ʄʠʨ, ʘ 

ʪʘʢʞʝ ʚ ʧʨʠʣʦʞʝʥʠʷʭ BOOM ʠ Kate Mobile ʩ ʯʘʩʪʦʪʦʡ ʥʝ ʙʦʣʝʝ ʦʜʥʦʛʦ ʨʦʣʠʢʘ ʚ ʪʝʯʝʥʠʝ 20 ʤʠʥʫʪ.  

ʉʘʤʦʝ ʮʝʥʥʦʝ ʚ ʵʪʦʤ ʨʝʢʣʘʤʥʦʤ ʠʥʩʪʨʫʤʝʥʪʝ - ʚʦʟʤʦʞʥʦʩʪʴ ʨʘʟʥʦʦʙʨʘʟʥʦʛʦ ʪʘʨʛʝʪʠʥʛʘ. ʆʥ ʤʦʞʝʪ 

ʙʳʪʴ ʩʜʝʣʘʥ, ʥʘʧʨʠʤʝʨ: 

ʧʦ ʤʫʟʳʢʘʣʴʥʳʤ ʞʘʥʨʘʤ, 

ʧʦ ʚʨʝʤʝʥʠ ʜʥʷ - ʥʘʧʨʠʤʝʨ, ʨʝʢʣʘʤʘ ʧʨʦʜʫʢʪʦʚ ʧʠʪʘʥʠʷ ʚ ʧʦʜʭʦʜʷʱʝʝ ʚʨʝʤʷ 

ʩʫʪʦʢ, 

ʧʦ ʚʝʨʦʷʪʥʦʤʫ ʟʘʥʷʪʠʶ - ʩʧʦʨʪ, ʨʘʙʦʯʠʡ ʚʝʯʝʨ, 

ʛʝʦʧʨʠʚʷʟʢʝ. 

https://www.webexpert.by/audio/mail-ru-group/
https://www.webexpert.by/audio/mail-ru-group/
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ɹʦʣʝʝ 400 ʥʘʩʪʨʦʝʢ ʪʘʨʛʝʪʠʥʛʦʚ ʤʦʞʥʦ ʧʦʩʤʦʪʨʝʪʴ ʟʜʝʩʴ.  

ʉʫʜʷ ʧʦ ʦʪʯʝʪʘʤ IAB, ʯʝʨʝʟ 3 ʛʦʜʘ ʩʝʛʤʝʥʪ ʮʠʬʨʦʚʦʡ ʘʫʜʠʦʨʝʢʣʘʤʳ ʚ ʤʠʨʝ ʜʦʩʪʠʛʥʝʪ ú1,5 ʤʣʨʜ. 

ʌʦʨʤʘʪ ʚʦʩʪʨʝʙʦʚʘʥ ʟʘ ʩʯʸʪ ʛʘʨʘʥʪʠʠ ʢʘʯʝʩʪʚʝʥʥʦʛʦ ʢʦʥʪʝʥʪʘ ʧʨʠ ʨʘʟʤʝʱʝʥʠʠ ʨʝʢʣʘʤʳ, ʦʙʠʣʠʷ 

ʜʘʥʥʳʭ ʠ ʚʦʟʤʦʞʥʦʩʪʠ ʦʙʝʩʧʝʯʠʪʴ ʙʨʝʥʜʫ 100% share of voice. ɼʦʧʦʣʥʠʪʝʣʴʥʳʝ ʬʘʢʪʦʨʳ ʨʦʩʪʘ - 

ʩʪʨʝʤʠʪʝʣʴʥʦʝ ʨʘʟʚʠʪʠʝ ʧʦʜʢʘʩʪʦʚ ʠ ʛʦʣʦʩʦʚʳʭ ʪʝʭʥʦʣʦʛʠʡ. 

WebExpert ʨʘʙʦʪʘʝʪ ʥʘ ʨʳʥʢʝ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ʩ 2008 ʛʦʜʘ ʠ ʷʚʣʷʝʪʩʷ ʢʨʫʧʥʝʡʰʠʤ 

ʠʥʪʝʨʥʝʪ ʩʝʡʣʟ-ʭʘʫʩʦʤ ɹʝʣʘʨʫʩʠ. ʂʦʤʧʘʥʠʷ ʦʧʝʨʠʨʫʝʪ ʚʩʝʤʠ ʢʘʪʝʛʦʨʠʷʤʠ digital-ʨʝʢʣʘʤʳ: 

ð ɹʘʥʥʝʨʥʦʡ, ʤʦʙʠʣʴʥʦʡ, ʚʠʜʝʦʨʝʢʣʘʤʦʡ ʥʘ ʧʣʦʱʘʜʢʘʭ TUT.BY, ʧʨʦʝʢʪʘʭ MAIL.RU GROUP, 

AV.BY, TVR.BY, CITYDOG.BY, BY.TRIBUNA.COM, GPK.GOV.BY. 

ð ʊʘʨʛʝʪʠʨʦʚʘʥʥʦʡ ʨʝʢʣʘʤʦʡ ʚ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʷʭ OK.RU, VK.COM. 

WebExpert ʷʚʣʷʝʪʩʷ ʦʬʠʮʠʘʣʴʥʳʤ ʧʘʨʪʥʝʨʦʤ ʩʝʨʚʠʩʘ ʪʘʨʛʝʪʠʨʦʚʘʥʥʦʡ ʨʝʢʣʘʤʳ myTarget ʚ 

ɹʝʣʘʨʫʩʠ. 

ð ɺʠʜʝʦʨʝʢʣʘʤʦʡ ʚ ʚʠʜʝʦʩʝʪʠ MAIL.RU GROUP ʠ ʚʠʜʝʦʩʝʪʠ WebExpert. 

ð ɸʫʜʠʦʨʝʢʣʘʤʦʡ ʚ ʩʝʪʠ ʩʝʪʠ MAIL.RU GROUP ʠ WEBSOUND. 

ð ʈʝʢʣʘʤʦʡ ʚ Wi-fi ʩʝʪʷʭ. 

ʇʦʨʪʬʝʣʴ ʧʣʦʱʘʜʦʢ ʠ ʩʝʨʚʠʩʦʚ WebExpert ʦʭʚʘʪʳʚʘʝʪ 87% ʙʝʣʦʨʫʩʩʢʦʡ ʠʥʪʝʨʥʝʪ-ʘʫʜʠʪʦʨʠʠ 

ʠ ʧʦʟʚʦʣʷʝʪ ʵʬʬʝʢʪʠʚʥʦ ʨʝʘʣʠʟʦʚʳʚʘʪʴ ʨʝʢʣʘʤʥʳʝ ʢʘʤʧʘʥʠʠ ʚ ʠʥʪʝʨʥʝʪʝ ʜʣʷ ʨʝʰʝʥʠʷ 

ʨʘʟʣʠʯʥʳʭ ʢʦʤʤʫʥʠʢʘʮʠʦʥʥʳʭ ʟʘʜʘʯ ʠ ʚʦʧʣʦʱʝʥʠʷ ʣʶʙʳʭ ʢʨʝʘʪʠʚʥʳʭ ʢʦʥʮʝʧʮʠʡ. 

 

Podcasts outperform traditional media, digital display on brand awareness, study 

says 

https://www.mobilemarketer.com/news/podcasts-outperform-traditional-media-digital-display-on-brand-

awareness/585042/ 

Brief: 

Podcasts can lift brand awareness between 24% to 79%, or as much as 30 times the lift rates of other 

media channels such as digital display, print and linear TV, which average about 2.6%, Claritas 

announced. The consumer insights company published its findings in a report released this week. 

https://sales.mail.ru/ru/belarus/mobile/latest/targeting/
https://webexpert.by/
https://www.mobilemarketer.com/news/podcasts-outperform-traditional-media-digital-display-on-brand-awareness/585042/
https://www.mobilemarketer.com/news/podcasts-outperform-traditional-media-digital-display-on-brand-awareness/585042/
https://www.globenewswire.com/news-release/2020/09/10/2091912/0/en/Claritas-Analyzes-834-Million-Podcast-Impressions-and-Finds-that-Podcast-Lift-Rates-are-up-to-30X-Higher-than-Other-Channels.html
https://www.globenewswire.com/news-release/2020/09/10/2091912/0/en/Claritas-Analyzes-834-Million-Podcast-Impressions-and-Finds-that-Podcast-Lift-Rates-are-up-to-30X-Higher-than-Other-Channels.html
https://www2.claritas.com/l/306121/2020-09-08/plysf
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Retailers had the highest average podcast campaign lift of 79%, ahead of B2B (77%), consumer goods 

(63%), pharmaceuticals (37%), automotive (30%), telecommunications (26%) and insurance (24%). 

Claritas analyzed 834 million podcast impressions among 158 campaigns over 36 months. 

Claritas used a methodology called "incremental lift analysis" that lets marketers measure the 

effectiveness of media channels such as podcasts. The company conducted the research on behalf of 

Entercom, a creator and distributor of podcast content. 

Insight: 

Claritas' study suggests that podcasts are highly effective at raising brand awareness compared with other 

media channels, making them a compelling platform for mobile marketers. 

Podcasts are a portable, on-demand format that capture audience attention in a variety of settings, and 

the growing menu of programming appeals to a diverse group of audience segments. The number of 

podcasts surged 80% to 1.44 million in the past year, per Apple Podcast data compiled by My Podcast 

Reviews, and the number of podcasts on other platforms adds to that total. 

Brands are taking notice, with ad spending on the channel forecast to rise 15% to about $1 billion this year, 

according to the Interactive Advertising Bureau and consulting firm PwC. The portion of advertisers that 

added podcasts to their annual media plans nearly doubled to 47% in the past year as more marketers 

sought to reach the channel's growing audience. Business interest in podcasting was exemplified 

in Omnicom Media Group's July announcement of a groundbreaking deal with Spotify to spend $20 million 

by the end of the year on podcast ad placements. 

Growth in ad spending is, in turn, fueling investments in podcast programming among a variety of audio 

platforms that seek to differentiate their services in a crowded market. Spotify in the past two years has 

been more aggressive than other companies in building out its library of podcast content through direct 

investments and licensing deals. 

Most recently, the company started a multiyear sponsorship deal with Riot Games that makes Spotify the 

exclusive streaming partner for "League of Legends" events. Spotify in June partnered with Warner Bros. 

and DC in a multiyear deal to carry scripted podcast series based on the comics imprint's superheroes. 

Those agreements followed an exclusive deal to stream popular podcast "The Joe Rogan Experience" and 

the acquisition of Bill Simmons' The Ringer network earlier this year. 

 

https://mypodcastreviews.com/podcast-industry-statistics/
https://mypodcastreviews.com/podcast-industry-statistics/
https://www.mobilemarketer.com/news/iab-us-podcast-ad-revenue-will-grow-15-to-nearly-1b/581522/
https://www.mobilemarketer.com/news/omnicom-spotify-strike-20m-deal-around-podcast-advertising-as-channels-a/581226/
https://www.mobilemarketer.com/news/spotify-inks-deal-for-league-of-legends-podcasts/584063/
https://newsroom.spotify.com/2020-06-18/warner-bros-is-bringing-the-dc-super-heroes-and-super-villains-to-spotify-as-an-exclusive-series-of-podcasts/
https://newsroom.spotify.com/2020-06-18/warner-bros-is-bringing-the-dc-super-heroes-and-super-villains-to-spotify-as-an-exclusive-series-of-podcasts/
https://www.mobilemarketer.com/news/spotify-nabs-exclusive-streaming-rights-to-joe-rogans-podcast-in-reported/578277/
https://www.mobilemarketer.com/news/spotify-buys-bill-simmons-the-ringer-as-podcast-consumption-soars/571759/
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SOCIAL MEDIA & INFLUENCERS ééééééééééééééééééééé 

Facebook ʩʦʟʜʘʣʘ ʧʣʘʪʬʦʨʤʫ ʜʣʷ ʫʯʘʱʠʭʩʷ ʢʦʣʣʝʜʞʝʡ ʠ ʫʥʠʚʝʨʩʠʪʝʪʦʚ 

Campus ʜʦʣʞʝʥ ʚʝʨʥʫʪʴ ʨʘʩʧʦʣʦʞʝʥʠʝ ʤʦʣʦʜʦʛʦ ʧʦʢʦʣʝʥʠʷ 

https://www.sostav.ru/publication/facebook-sozdala-platformu-dlya-uchashchikhsya-kolledzhej-i-

universitetov-45107.html 

ʂʦʤʧʘʥʠʷ Facebook ʦʙʲʷʚʠʣʘ ʦ ʟʘʧʫʩʢʝ ʧʣʘʪʬʦʨʤʳ Facebook Campus, ʦʨʠʝʥʪʠʨʦʚʘʥʥʦʡ 

ʥʘ ʫʯʘʱʠʭʩʷ ʢʦʣʣʝʜʞʝʡ ʠ ʫʥʠʚʝʨʩʠʪʝʪʦʚ. ɺ ʥʦʚʦʡ ʩʝʪʠ ʩʪʫʜʝʥʪʳ ʩʤʦʛʫʪ ʦʙʱʘʪʴʩʷ, ʚʩʪʫʧʘʪʴ 

ʚ ʛʨʫʧʧʳ, ʟʥʘʢʦʤʠʪʴʩʷ ʩ ʧʨʝʜʩʪʦʷʱʠʤʠ ʩʪʫʜʝʥʯʝʩʢʠʤʠ ʤʝʨʦʧʨʠʷʪʠʷʤʠ, ʫʟʥʘʚʘʪʴ ʥʦʚʦʩʪʠ 

ʦʪ ʘʜʤʠʥʠʩʪʨʘʮʠʠ ʫʯʝʙʥʦʛʦ ʟʘʚʝʜʝʥʠʷ, ʚʟʘʠʤʦʜʝʡʩʪʚʦʚʘʪʴ ʩʦ ʩʪʫʜʝʥʪʘʤʠ ʠʟ ʠʭ ʦʙʱʝʞʠʪʠʷ ʠʣʠ 

ʢʣʫʙʘ. 

Campus ð ʵʪʦ ʩʧʝʮʠʘʣʴʥʳʡ ʨʘʟʜʝʣ ʧʨʠʣʦʞʝʥʠʷ Facebook, ʦʪʜʝʣʴʥʳʡ ʦʪ ʩʚʦʝʡ ʦʙʳʯʥʦʡ ʫʯʝʪʥʦʡ 

ʟʘʧʠʩʠ Facebook. ʆʥ ʙʫʜʝʪ ʜʦʩʪʫʧʝʥ ʠʟ ʚʢʣʘʜʢʠ ʚʥʠʟʫ ʵʢʨʘʥʘ ʠʣʠ ʠʟ ʤʝʥʶ çɽʱʝè ʨʷʜʦʤ 

ʩ ʨʘʟʜʝʣʘʤʠ çɿʥʘʢʦʤʩʪʚʘè, çʀʛʨʳè, çʅʦʚʦʩʪʠè. ɺ ʨʘʟʜʝʣʝ ʤʦʞʥʦ ʫʢʘʟʘʪʴ ʛʦʜ ʦʢʦʥʯʘʥʠʷ ʫʯʝʙʳ, 

ʦʙʱʝʞʠʪʠʝ, ʦʩʥʦʚʥʳʝ ʠ ʚʪʦʨʦʩʪʝʧʝʥʥʳʝ ʢʫʨʩʳ ʚ ʫʥʠʚʝʨʩʠʪʝʪʝ, ʨʦʜʥʦʡ ʛʦʨʦʜ, ʩʩʳʣʢʫ ʥʘ Instagram. 

ɼʝʪʘʣʠ ʩʤʦʛʫʪ ʧʦʩʤʦʪʨʝʪʴ ʪʦʣʴʢʦ ʫʯʘʩʪʥʠʢʠ ʪʦʛʦ ʞʝ ʫʯʝʙʥʦʛʦ ʟʘʚʝʜʝʥʠʷ, ʟʘʨʝʛʠʩʪʨʠʨʦʚʘʥʥʳʝ 

ʚ Campus. 

Facebook Campus ʜʦʣʞʝʥ ʧʦʤʦʯʴ ʩʦʮʠʘʣʴʥʦʡ ʩʝʪʠ ʩʥʦʚʘ ʧʨʠʚʣʝʯʴ ʚʥʠʤʘʥʠʝ ʤʦʣʦʜʳʭ 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ. ʉʦʛʣʘʩʥʦ ʠʩʩʣʝʜʦʚʘʥʠʶ Pew Research Center, ʧʨʦʚʝʜʝʥʥʦʤʫ ʚ 2018 ʛʦʜʫ, 

Facebook ʫʩʪʫʧʠʣ ʤʝʩʪʦ ʧʦ ʧʦʧʫʣʷʨʥʦʩʪʠ YouTube, Snapchat ʠ Instagram: ʪʦʣʴʢʦ 51% 

ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʉʐɸ ʚ ʚʦʟʨʘʩʪʝ ʦʪ 13 ʜʦ 17 ʣʝʪ ʟʘʷʚʠʣʠ, ʯʪʦ ʠʩʧʦʣʴʟʦʚʘʣʠ Facebook, ʚ 2015 ʪʦʞʝ 

ʩʘʤʦʝ ʩʢʘʟʘʣʠ 71%. ʂʘʢ ʩʦʦʙʱʠʣ ʤʝʥʝʜʞʝʨ ʧʦ ʧʨʦʜʫʢʪʫ Facebook Campus ʏʘʨʤʝʡʥ ʍʫʥʛ, 

ʥʘ ʩʦʟʜʘʥʠʝ ʥʦʚʦʛʦ ʨʘʟʜʝʣʘ ʩʦʮʩʝʪʴ ʧʦʜʪʦʣʢʥʫʣʘ ʩʘʤʦʠʟʦʣʷʮʠʷ. 

ʏʘʨʤʝʡʥ ʍʫʥʛ, ʤʝʥʝʜʞʝʨ ʧʦ ʧʨʦʜʫʢʪʫ Facebook Campus: 

ʄ  rʭʦʪʝʣʠ ʩʦʟʜʘʪʴ ʧʨʦʜʫʢʪ, ʚ ʢʦʪʦʨʦʤ ʦʜʥʦʢʣʘʩʩʥʠʢʘʤ ʙʳʣʦ ʙʳ ʣʝʛʢʦ ʚʩʪʨʝʯʘʪʴʩʷ ʜʨʫʛ ʩ ʜʨʫʛʦʤ, 

ʥʘʣʘʞʠʚʘʪʴ ʥʦʚʳʝ ʦʪʥʦʰʝʥʠʷ, ʘ ʪʘʢʞʝ ʣʝʛʢʦ ʥʘʯʠʥʘʪʴ ʨʘʟʛʦʚʦʨʳ. ʀ ʤ  rʜʫʤʘʝʤ, ʯʪʦ Campus ʩʝʡʯʘʩ 

ʘʢʪʫʘʣʝʥ ʢʘʢ ʥʠʢʦʛʜʘ: ʠʟ-ʟʘ COVID-19 ʤʥʦʛʠʝ ʩʪʫʜʝʥʪʳ ʥʝ ʚʦʟʚʨʘʱʘʶʪʩʷ ʚ ʢʘʤʧʫʩ ʦʩʝʥʴʶ. ʊʝʧʝʨʴ 

ʫʨʦʢʠ ʧʨʦʭʦʜʷʪ ʚ ʨʝʞʠʤʝ ʦʥʣʘʡʥ, ʠ ʩʪʫʜʝʥʪʳ ʧʳʪʘʶʪʩʷ ʦʪʨʝʘʛʠʨʦʚʘʪʴ ʥʘ ʵʪʫ ʥʦʚʫʶ ʥʦʨʤʫ ð 

ʦʙʱʘʪʴʩʷ ʩ ʢʣʫʙʘʤʠ ʠ ʦʨʛʘʥʠʟʘʮʠʷʤʠ, ʢʦʪʦʨʳʝ ʚʘʤ ʥʝʙʝʟʨʘʟʣʠʯʥʳ, ʢʦʛʜʘ ʚʳ ʥʝ ʚʤʝʩʪʝ. 

https://www.sostav.ru/publication/facebook-sozdala-platformu-dlya-uchashchikhsya-kolledzhej-i-universitetov-45107.html
https://www.sostav.ru/publication/facebook-sozdala-platformu-dlya-uchashchikhsya-kolledzhej-i-universitetov-45107.html
https://about.fb.com/news/2020/09/introducing-facebook-campus/
https://techcrunch.com/2018/05/31/teens-dump-facebook-for-youtube-instagram-and-snapchat/
https://techcrunch.com/2020/09/10/facebook-returns-to-its-roots-with-campus-a-college-student-only-social-network/
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ɺ ʤʘʨʪʝ 2019 ʛʦʜʘ Facebook ʘʥʦʥʩʠʨʦʚʘʣʘ ʥʦʚʳʝ ʧʨʠʥʮʠʧʳ ʨʘʟʚʠʪʠʷ ʩʦʮʩʝʪʠ. ʆʩʥʦʚʘʪʝʣʴ 

ʢʦʤʧʘʥʠʠ ʄʘʨʢ ʎʫʢʝʨʙʝʨʛ ʩʦʦʙʱʠʣ, ʯʪʦ Facebook ʧʦʜʜʝʨʞʠʪ ʪʨʝʥʜ ʥʘ ʩʦʟʜʘʥʠʝ ʥʝʙʦʣʴʰʠʭ 

ʟʘʢʨʳʪʳʭ ʩʦʦʙʱʝʩʪʚ ʠ ʙʫʜʝʪ ʨʘʟʚʠʚʘʪʴ ʧʣʘʪʬʦʨʤʫ ʩʦʛʣʘʩʥʦ ʧʨʠʥʮʠʧʘʤ ʢʦʥʬʠʜʝʥʮʠʘʣʴʥʦʩʪʠ 

ʠ ʧʨʠʚʘʪʥʦʩʪʠ. 

 

çɺʂʦʥʪʘʢʪʝè ʧʨʝʜʩʪʘʚʠʣʘ ʛʨʫʧʧʦʚʳʝ ʚʠʜʝʦʟʚʦʥʢʠ ï ʙʝʟ ʨʝʛʠʩʪʨʘʮʠʠ 

ʠ ʦʛʨʘʥʠʯʝʥʠʡ ʧʦ ʚʨʝʤʝʥʠ 

ɺ ʨʘʟʛʦʚʦʨʝ ʤʦʛʫʪ ʦʜʥʦʚʨʝʤʝʥʥʦ ʫʯʘʩʪʚʦʚʘʪʴ ʜʦ 128 ʯʝʣʦʚʝʢ 

https://www.sostav.ru/publication/vkontakte-zapustila-gruppovye-videozvonki-45096.html 

çɺʂʦʥʪʘʢʪʝè ʟʘʧʫʩʪʠʣʘ ʙʝʩʧʣʘʪʥʳʝ ʛʨʫʧʧʦʚʳʝ ʚʠʜʝʦʟʚʦʥʢʠ ð ʙʝʟ ʦʛʨʘʥʠʯʝʥʠʡ ʧʦ ʚʨʝʤʝʥʠ ʠ ʙʝʟ 

ʦʙʷʟʘʪʝʣʴʥʦʡ ʘʚʪʦʨʠʟʘʮʠʠ ʚ ʩʦʮʩʝʪʠ. ʆʙ ʵʪʦʤ Sostav ʩʦʦʙʱʠʣʠ ʚ ʧʨʝʩʩ-ʩʣʫʞʙʝ ʢʦʤʧʘʥʠʠ. 

ʇʦʣʴʟʦʚʘʪʴʩʷ ʩʝʨʚʠʩʦʤ ʤʦʞʥʦ ʢʘʢ ʩʦ ʩʤʘʨʪʬʦʥʘ, ʪʘʢ ʠ ʥʦʫʪʙʫʢʘ. ʂ ʨʘʟʛʦʚʦʨʫ ʤʦʛʫʪ 

ʧʨʠʩʦʝʜʠʥʠʪʴʩʷ ʜʦ 128 ʯʝʣʦʚʝʢ. 

https://www.sostav.ru/publication/facebook-stanet-bolee-privatnoj-36066.html
https://www.sostav.ru/publication/vkontakte-zapustila-gruppovye-videozvonki-45096.html
https://www.sostav.ru/images/news/2020/09/11/swzshjo6.jpg
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ɺ ʛʨʫʧʧʦʚʳʭ ʚʠʜʝʦʟʚʦʥʢʘʭ ʤʦʛʫʪ ʫʯʘʩʪʚʦʚʘʪʴ ʧʦʣʴʟʦʚʘʪʝʣʠ, ʢʦʪʦʨʳʝ ʥʝ ʟʘʨʝʛʠʩʪʨʠʨʦʚʘʥʳ 

çɺʂʦʥʪʘʢʪʝè. ɼʣʷ ʧʦʜʢʣʶʯʝʥʠʷ ʜʦʩʪʘʪʦʯʥʦ ʧʦʜʝʣʠʪʴʩʷ ʩʩʳʣʢʦʡ ʩ ʧʨʠʛʣʘʰʝʥʠʝʤ. ʉʦʟʜʘʪʝʣʴ ʤʦʞʝʪ 

ʫʧʨʘʚʣʷʪʴ ʟʚʦʥʢʦʤ: ʜʦʙʘʚʣʷʪʴ ʠ ʫʜʘʣʷʪʴ ʫʯʘʩʪʥʠʢʦʚ, ʦʪʢʣʶʯʘʪʴ ʠ ʚʢʣʶʯʘʪʴ ʤʠʢʨʦʬʦʥʳ. 

 

ʋʯʘʩʪʥʠʢʘʤ ʜʦʩʪʫʧʥʘ ʜʝʤʦʥʩʪʨʘʮʠʷ ʵʢʨʘʥʘ, ʚʠʨʪʫʘʣʴʥʳʝ AR-ʬʦʥʳ, ʘ ʪʘʢʞʝ ʚʦʟʤʦʞʥʦʩʪʴ çʧʦʜʥʷʪʴ 

ʨʫʢʫè ʜʣʷ ʧʝʨʝʜʘʯʠ ʩʣʦʚʘ. ʉʝʨʚʠʩ ʧʨʝʜʫʧʨʝʜʠʪ, ʝʩʣʠ ʫ ʧʦʣʴʟʦʚʘʪʝʣʷ ʧʣʦʭʦʝ ʠʥʪʝʨʥʝʪ-ʩʦʝʜʠʥʝʥʠʝ 

ʠʣʠ ʦʥ ʥʘʯʘʣ ʛʦʚʦʨʠʪʴ, ʟʘʙʳʚ ʚʢʣʶʯʠʪʴ ʤʠʢʨʦʬʦʥ. ʊʘʢʞʝ ʚ ʩʝʨʚʠʩʝ ʝʩʪʴ ʯʘʪ, ʢʦʪʦʨʳʡ ʩʦʭʨʘʥʷʝʪʩʷ 

ʠ ʧʦʩʣʝ ʟʘʚʝʨʰʝʥʠʷ ʟʚʦʥʢʘ. 

ɺ ʦʩʥʦʚʝ ʛʨʫʧʧʦʚʳʭ ʚʠʜʝʦʟʚʦʥʢʦʚ ð ʩʦʙʩʪʚʝʥʥʳʝ ʨʘʟʨʘʙʦʪʢʠ ʢʦʤʧʘʥʠʠ: ʪʝʭʥʦʣʦʛʠʷ ʩʝʨʚʝʨʥʦʡ 

ʢʦʥʬʝʨʝʥʮ-ʩʚʷʟʠ ʠ ʘʜʘʧʪʠʚʥʘʷ ʪʝʭʥʦʣʦʛʠʷ ʦʙʝʩʧʝʯʝʥʠʷ ʣʫʯʰʝʛʦ ʢʘʯʝʩʪʚʘ ʩʚʷʟʠ ð ʧʨʠ ʫʚʝʣʠʯʝʥʠʠ 

ʯʠʩʣʘ ʩʦʙʝʩʝʜʥʠʢʦʚ ʦʥʘ ʘʚʪʦʤʘʪʠʯʝʩʢʠ ʤʝʥʷʝʪ P2P-ʩʦʝʜʠʥʝʥʠʝ ʥʘ ʛʨʫʧʧʦʚʫʶ ʢʦʥʬʝʨʝʥʮʠʶ. ʊʘʢʞʝ 

ʢʦʤʧʘʥʠʷ ʨʘʟʨʘʙʦʪʘʣʘ real-time ʘʣʛʦʨʠʪʤ, ʢʦʪʦʨʳʡ ʫʤʝʥʴʰʘʝʪ ʥʘʛʨʫʟʢʫ ʥʘ ʫʩʪʨʦʡʩʪʚʦ ʠ ʩʝʪʴ ʙʝʟ 

ʧʦʪʝʨʠ ʢʘʯʝʩʪʚʘ ʟʚʫʢʘ ʠ ʚʠʜʝʦ. 

çʅʘ ʢʦʥʝʮ ʚʪʦʨʦʛʦ ʢʚʘʨʪʘʣʘ 2020 ʛʦʜʘ ʢʦʣʠʯʝʩʪʚʦ ʟʚʦʥʢʦʚ çɺʂʦʥʪʘʢʪʝè ʚʳʨʦʩʣʦ ʥʘ 45% 

ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ ʘʥʘʣʦʛʠʯʥʳʤ ʧʝʨʠʦʜʦʤ ʧʨʦʰʣʦʛʦ ʛʦʜʘ. ʇʦʵʪʦʤʫ ʤʳ ʩʢʦʥʮʝʥʪʨʠʨʦʚʘʣʠʩʴ 

ʥʘ ʨʘʟʚʠʪʠʠ ʢʦʥʬʝʨʝʥʮ-ʩʚʷʟʠè, ð ʫʢʘʟʳʚʘʝʪ ʜʠʨʝʢʪʦʨ ʧʦ ʧʨʦʜʫʢʪʫ çɺʂʦʥʪʘʢʪʝè ʄʘʨʠʥʘ ʂʨʘʩʥʦʚʘ. 

https://www.sostav.ru/images/news/2020/09/10/pqyswhd9.jpg
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ɺʠʜʝʦʟʚʦʥʢʠ ʧʦʤʦʛʫʪ ʢʦʤʧʘʥʠʷʤ ʠ ʦʙʨʘʟʦʚʘʪʝʣʴʥʳʤ ʫʯʨʝʞʜʝʥʠʷʤ ʵʬʬʝʢʪʠʚʥʦ ʧʨʦʚʦʜʠʪʴ ʣʝʢʮʠʠ, 

ʢʦʥʬʝʨʝʥʮʠʠ ʠ ʧʨʝʟʝʥʪʘʮʠʠ, ʜʦʙʘʚʠʣʘ ʦʥʘ. 

çɺʂʦʥʪʘʢʪʝè ʧʨʝʜʩʪʘʚʠʣʘ ʩʝʨʚʠʩ ʛʨʫʧʧʦʚʳʭ ʚʠʜʝʦʟʚʦʥʢʦʚ ʚ ʤʘʝ. ʊʦʛʜʘ ʚ ʦʜʠʥ ʟʚʦʥʦʢ ʤʦʞʥʦ ʙʳʣʦ 

ʜʦʙʘʚʠʪʴ ʜʦ ʚʦʩʴʤʠ ʯʝʣʦʚʝʢ. 

 

YouTube ʟʘʧʫʩʢʘʝʪ ʩʝʨʚʠʩ ʜʣʷ ʩʦʟʜʘʥʠʷ ʢʦʨʦʪʢʠʭ ʚʠʜʝʦ 

Shorts ʜʦʣʞʝʥ ʩʪʘʪʴ ʘʥʘʣʦʛʦʤ ʧʦʧʫʣʷʨʥʦʛʦ TikTok 

https://www.sostav.ru/publication/youtube-zapuskaet-servis-dlya-sozdaniya-korotkikh-video-45147.html 

ʇʣʘʪʬʦʨʤʘ YouTube ʟʘʧʫʩʢʘʝʪ ʩʚʦʡ ʩʝʨʚʠʩ ʜʣʷ ʩʦʟʜʘʥʠʷ ʢʦʨʦʪʢʠʭ ʚʠʜʝʦ ð YouTubeShorts. 

ʇʦʣʴʟʦʚʘʪʝʣʠ Shorts ʤʦʛʫʪ ʟʘʧʠʩʳʚʘʪʴ ʨʦʣʠʢʠ ʜʣʠʥʦʡ ʜʦ 15 ʩʝʢʫʥʜ, ʤʝʥʷʪʴ ʩʢʦʨʦʩʪʴ 

ʚʦʩʧʨʦʠʟʚʝʜʝʥʠʷ, ʥʘʢʣʘʜʳʚʘʪʴ ʚʠʜʝʦʵʬʬʝʢʪʳ ʠ ʤʫʟʳʢʫ ʠʟ ʢʘʪʘʣʦʛʘ YouTube. 

ʆʙ ʵʪʦʤ ʩʦʦʙʱʘʝʪ ʧʨʝʩʩ-ʩʣʫʞʙʘ ʢʦʤʧʘʥʠʠ. 

Shorts ʜʦʣʞʝʥ ʩʪʘʪʴ ʘʥʘʣʦʛʦʤ TikTok: ʢʦʨʦʪʢʠʝ ʚʠʜʝʦ ʚ ʥʝʤ ʙʫʜʫʪ ʚʦʩʧʨʦʠʟʚʦʜʠʪʴʩʷ ʚʝʨʪʠʢʘʣʴʥʦ, 

ʘ ʧʦʣʴʟʦʚʘʪʝʣʠ ʩʤʦʛʫʪ ʧʝʨʝʢʣʶʯʘʪʴʩʷ ʤʝʞʜʫ ʥʠʤʠ ʩ ʧʦʤʦʱʴʶ ʩʚʘʡʧʘ. ɹʝʪʘ-ʪʝʩʪʠʨʦʚʘʥʠʝ Shorts 

ʩʪʘʨʪʫʝʪ ʚ ʀʥʜʠʠ, ʛʜʝ ʚ ʠʶʥʝ ʵʪʦʛʦ ʛʦʜʘ ʙʳʣ ʟʘʙʣʦʢʠʨʦʚʘʥ TikTok. 

ʇʝʨʚʳʤ YouTube Shorts ʩʪʘʣ ʜʦʩʪʫʧʝʥ ʚ Android-ʧʨʠʣʦʞʝʥʠʠ, ʚ ʧʣʘʥʘʭ ʚʠʜʝʦʭʦʩʪʠʥʛʘ ʨʘʩʰʠʨʝʥʠʝ 

ʛʝʦʛʨʘʬʠʠ ʠ ʧʨʠʩʫʪʩʪʚʠʝ ʚ iOS-ʚʝʨʩʠʠ. 

ɺ ʘʚʛʫʩʪʝ ʩʦʮʩʝʪʴ Instagram ʟʘʧʫʩʪʠʣʘ ʘʥʘʣʦʛʠʯʥʳʡ TikTok ʩʝʨʚʠʩ Reels. ʆʥ ʨʘʙʦʪʘʝʪ ʫʞʝ ʚ 50 

ʩʪʨʘʥʘʭ. 

 

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

ʄɸʈʊ ʨʘʩʩʢʘʟʘʣ, ʢʘʢ ʧʨʘʚʠʣʴʥʦ ʨʝʛʠʩʪʨʠʨʦʚʘʪʴ ʨʝʢʣʘʤʥʳʝ ʠʛʨʳ 

https://marketing.by/novosti-rynka/mart-rasskazal-kak-pravilno-registrirovat-reklamnye-igry/ 

ʄʠʥʠʩʪʝʨʩʪʚʦ ʘʥʪʠʤʦʥʦʧʦʣʴʥʦʛʦ ʨʝʛʫʣʠʨʦʚʘʥʠʷ ʠ ʪʦʨʛʦʚʣʠ ʦʧʫʙʣʠʢʦʚʘʣʦ ʪʠʧʠʯʥʳʝ ʥʘʨʫʰʝʥʠʷ, 

ʢʦʪʦʨʳʝ ʜʝʣʘʶʪ ʦʨʛʘʥʠʟʘʪʦʨʳ ʨʝʢʣʘʤʥʳʭ ʠʛʨ ʧʨʠ ʧʦʜʘʯʝ ʜʦʢʫʤʝʥʪʦʚ ʥʘ ʨʝʛʠʩʪʨʘʮʠʶ. ʄɸʈʊ 

https://www.sostav.ru/publication/vkontakte-dobavil-vozmozhnost-ustraivat-gruppovye-videozvonki-43381.html
https://www.sostav.ru/publication/youtube-zapuskaet-servis-dlya-sozdaniya-korotkikh-video-45147.html
https://blog.youtube/news-and-events/building-youtube-shorts
https://www.sostav.ru/publication/vlasti-indii-zapretili-tiktok-i-eshche-58-kitajskikh-prilozhenij-44082.html
https://www.sostav.ru/publication/instagram-obyavila-o-zapuske-reels-analoga-tiktok-44626.html
https://marketing.by/novosti-rynka/mart-rasskazal-kak-pravilno-registrirovat-reklamnye-igry/
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ʥʘʜʝʝʪʩʷ, ʯʪʦ, ʧʦʯʠʪʘʚ ʦʙ ʵʪʠʭ ʦʰʠʙʢʘʭ ʟʘʨʘʥʝʝ, ʢʦʣʠʯʝʩʪʚʦ ʦʪʢʘʟʦʚ ʚ ʧʨʠʥʷʪʠʠ ʟʘʷʚʣʝʥʠʡ ʦ 

ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʨʝʛʠʩʪʨʘʮʠʠ ʨʝʢʣʘʤʥʳʭ ʠʛʨ ʫʤʝʥʴʰʠʪʩʷ.  

ʅʝʦʙʭʦʜʠʤʳʝ ʜʣʷ ʨʝʛʠʩʪʨʘʮʠʠ ʜʦʢʫʤʝʥʪʳ 

ʉʦʛʣʘʩʥʦ ʪʨʝʙʦʚʘʥʠʷʤ ʧʫʥʢʪʘ 6 ʇʦʣʦʞʝʥʠʷ ʦ ʧʨʦʚʝʜʝʥʠʠ ʨʝʢʣʘʤʥʳʭ ʠʛʨ ʥʘ ʪʝʨʨʠʪʦʨʠʠ 

ʈʝʩʧʫʙʣʠʢʠ ɹʝʣʘʨʫʩʴ, ʫʪʚʝʨʞʜʝʥʥʦʛʦ ʋʢʘʟʦʤ ʇʨʝʟʠʜʝʥʪʘ ʈʝʩʧʫʙʣʠʢʠ ɹʝʣʘʨʫʩʴ ʦʪ 30 ʷʥʚʘʨʷ 2003 

ʛ. ˉ 51 (ʜʘʣʝʝ ï ʇʦʣʦʞʝʥʠʝ), ʠ ʧʦʜʧʫʥʢʪʘ 9.1 ʧʫʥʢʪʘ 9 ʇʝʨʝʯʥʷ ʘʜʤʠʥʠʩʪʨʘʪʠʚʥʳʭ ʧʨʦʮʝʜʫʨ, 

ʦʩʫʱʝʩʪʚʣʷʝʤʳʭ ʛʦʩʫʜʘʨʩʪʚʝʥʥʳʤʠ ʦʨʛʘʥʘʤʠ ʠ ʠʥʳʤʠ ʦʨʛʘʥʠʟʘʮʠʷʤʠ ʚ ʦʪʥʦʰʝʥʠʠ ʶʨʠʜʠʯʝʩʢʠʭ 

ʣʠʮ ʠ ʠʥʜʠʚʠʜʫʘʣʴʥʳʭ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʝʡ, ʫʪʚʝʨʞʜʝʥʥʦʛʦ ʧʦʩʪʘʥʦʚʣʝʥʠʝʤ ʉʦʚʝʪʘ ʄʠʥʠʩʪʨʦʚ 

ʈʝʩʧʫʙʣʠʢʠ ɹʝʣʘʨʫʩʴ 17 ʬʝʚʨʘʣʷ 2012 ʛ. ˉ 156 (ʜʘʣʝʝ ï ʇʝʨʝʯʝʥʴ), ʜʣʷ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ 

ʨʝʛʠʩʪʨʘʮʠʠ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ ʦʨʛʘʥʠʟʘʪʦʨ ʧʨʝʜʩʪʘʚʣʷʝʪ ʚ ʄɸʈʊ ʩʣʝʜʫʶʱʠʝ ʜʦʢʫʤʝʥʪʳ: 

ʟʘʷʚʣʝʥʠʝ ʦ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʨʝʛʠʩʪʨʘʮʠʠ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ; 

ʧʨʘʚʠʣʘ ʧʨʦʚʝʜʝʥʠʷ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ, ʫʪʚʝʨʞʜʝʥʥʳʝ ʦʨʛʘʥʠʟʘʪʦʨʦʤ, ʚ ʜʚʫʭ ʵʢʟʝʤʧʣʷʨʘʭ; 

ʟʘʚʝʨʝʥʥʫʶ ʦʨʛʘʥʠʟʘʪʦʨʦʤ ʢʦʧʠʶ ʜʦʛʦʚʦʨʘ, ʟʘʢʣʶʯʝʥʥʦʛʦ ʩ ʠʩʧʦʣʥʠʪʝʣʝʤ ʨʘʙʦʪ ʠ (ʠʣʠ) ʫʩʣʫʛ, 

ʦʧʨʝʜʝʣʝʥʥʳʭ ʚ ʩʦʩʪʘʚʝ ʧʨʠʟʦʚʦʛʦ ʬʦʥʜʘ, ʣʠʙʦ ʪʦʚʘʨʥʦ-ʪʨʘʥʩʧʦʨʪʥʦʡ ʥʘʢʣʘʜʥʦʡ, ʪʦʚʘʨʥʦʡ 

ʥʘʢʣʘʜʥʦʡ, ʧʣʘʪʝʞʥʦʛʦ ʧʦʨʫʯʝʥʠʷ, ʧʨʠʭʦʜʥʦʛʦ ʢʘʩʩʦʚʦʛʦ ʦʨʜʝʨʘ, ʢʘʩʩʦʚʦʛʦ ʯʝʢʘ, ʚʳʧʠʩʢʫ ʙʘʥʢʘ ʦ 

ʥʘʣʠʯʠʠ ʜʝʥʝʞʥʳʭ ʩʨʝʜʩʪʚ ʥʘ ʩʧʝʮʠʘʣʴʥʦʤ ʩʯʝʪʝ ʜʣʷ ʭʨʘʥʝʥʠʷ ʧʨʠʟʦʚʦʛʦ ʬʦʥʜʘ ʚ ʙʝʣʘʨʫʩʢʠʭ 

ʨʫʙʣʷʭ, ʦʪʢʨʳʪʦʤ ʦʨʛʘʥʠʟʘʪʦʨʦʤ ʚ ʙʘʥʢʝ (ʜʘʣʝʝ ï ʩʧʝʮʠʘʣʴʥʳʡ ʩʯʝʪ), ʠ (ʠʣʠ) ʠʥʦʡ ʜʦʢʫʤʝʥʪ (ʝʛʦ 

ʢʦʧʠʶ), ʧʦʜʪʚʝʨʞʜʘʶʱʠʡ ʦʢʦʥʯʘʥʠʝ ʬʦʨʤʠʨʦʚʘʥʠʷ ʧʨʠʟʦʚʦʛʦ ʬʦʥʜʘ; 

ʜʦʢʫʤʝʥʪ, ʧʦʜʪʚʝʨʞʜʘʶʱʠʡ ʫʧʣʘʪʫ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʧʦʰʣʠʥʳ ʟʘ ʛʦʩʫʜʘʨʩʪʚʝʥʥʫʶ ʨʝʛʠʩʪʨʘʮʠʶ 

ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ. 

ɺ ʩʦʦʪʚʝʪʩʪʚʠʠ ʩ ʧʫʥʢʪʦʤ 5 ʇʦʣʦʞʝʥʠʷ ʠ ʧʦʜʧʫʥʢʪʦʤ 9.1 ʧʫʥʢʪʘ 9 ʇʝʨʝʯʥʷ ʄɸʈʊ ʦʩʫʱʝʩʪʚʣʷʝʪ 

ʘʜʤʠʥʠʩʪʨʘʪʠʚʥʫʶ ʧʨʦʮʝʜʫʨʫ çɻʦʩʫʜʘʨʩʪʚʝʥʥʘʷ ʨʝʛʠʩʪʨʘʮʠʷ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ ʩ ʚʳʜʘʯʝʡ 

ʩʚʠʜʝʪʝʣʴʩʪʚʘ ʦ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʨʝʛʠʩʪʨʘʮʠʠ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳè. 

ʊʠʧʠʯʥʳʝ ʦʰʠʙʢʠ ʧʨʠ ʧʦʜʘʯʝ ʜʦʢʫʤʝʥʪʦʚ ʜʣʷ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʨʝʛʠʩʪʨʘʮʠʠ ʨʝʢʣʘʤʥʦʡ 

ʠʛʨʳ 

1) ʅʝʧʨʝʜʩʪʘʚʣʝʥʠʝ ʚ ʄɸʈʊ ʜʦʢʫʤʝʥʪʦʚ, ʧʦʜʪʚʝʨʞʜʘʶʱʠʭ ʬʦʨʤʠʨʦʚʘʥʠʝ ʧʨʠʟʦʚʦʛʦ ʬʦʥʜʘ 

ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ. 

ʊʘʢ, ʪʨʝʙʦʚʘʥʠʷ ʢ ʬʦʨʤʠʨʦʚʘʥʠʶ ʧʨʠʟʦʚʦʛʦ ʬʦʥʜʘ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ ʫʩʪʘʥʦʚʣʝʥʳ ʧʫʥʢʪʦʤ 9 

ʇʦʣʦʞʝʥʠʷ. 
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2) ʅʝʧʨʝʜʩʪʘʚʣʝʥʠʝ ʚ ʄɸʈʊ ʦʨʠʛʠʥʘʣʘ ʧʣʘʪʝʞʥʦʛʦ ʧʦʨʫʯʝʥʠʷ, ʧʦʜʪʚʝʨʞʜʘʶʱʝʛʦ ʬʘʢʪ ʦʧʣʘʪʳ 

ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʧʦʰʣʠʥʳ ʟʘ ʛʦʩʫʜʘʨʩʪʚʝʥʥʫʶ ʨʝʛʠʩʪʨʘʮʠʶ ʨʝʢʣʘʤʥʦʡ (ʚ ʪʦʤ ʯʠʩʣʝ 

ʧʨʝʜʩʪʘʚʣʝʥʠʠ ʢʦʧʠʠ ʫʢʘʟʘʥʥʦʛʦ ʧʣʘʪʝʞʥʦʛʦ ʧʦʨʫʯʝʥʠʷ ʙʝʟ ʦʨʠʛʠʥʘʣʴʥʦʛʦ ʰʪʘʤʧʘ ʙʘʥʢʘ ʠ ʧʦʜʧʠʩʠ 

ʦʪʚʝʪʩʪʚʝʥʥʦʛʦ ʠʩʧʦʣʥʠʪʝʣʷ). 

ʉʦʛʣʘʩʥʦ ʘʙʟʘʮʫ ʚʪʦʨʦʤʫ ʧʫʥʢʪʘ 6 ʩʪʘʪʴʠ 287 ʅʘʣʦʛʦʚʦʛʦ ʢʦʜʝʢʩʘ ʈʝʩʧʫʙʣʠʢʠ ɹʝʣʘʨʫʩʴ ʬʘʢʪ 

ʫʧʣʘʪʳ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʧʦʰʣʠʥʳ ʧʫʪʝʤ ʧʝʨʝʯʠʩʣʝʥʠʷ ʩʫʤʤʳ ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʡ ʧʦʰʣʠʥʳ ʩʦ ʩʯʝʪʘ 

ʧʣʘʪʝʣʴʱʠʢʘ ʧʦʜʪʚʝʨʞʜʘʝʪʩʷ ʜʦʧʦʣʥʠʪʝʣʴʥʳʤ ʵʢʟʝʤʧʣʷʨʦʤ ʧʣʘʪʝʞʥʦʡ ʠʥʩʪʨʫʢʮʠʠ, ʵʢʟʝʤʧʣʷʨʦʤ 

ʧʣʘʪʝʞʥʦʡ ʠʥʩʪʨʫʢʮʠʠ, ʩʦʩʪʘʚʣʝʥʥʳʤʠ ʥʘ ʙʫʤʘʞʥʦʤ ʥʦʩʠʪʝʣʝ ʧʨʠ ʦʩʫʱʝʩʪʚʣʝʥʠʠ ʵʣʝʢʪʨʦʥʥʳʭ 

ʧʣʘʪʝʞʝʡ, ʩ ʦʪʤʝʪʢʦʡ ʙʘʥʢʘ ʦʙ ʠʭ ʠʩʧʦʣʥʝʥʠʠ. ʇʨʠ ʵʪʦʤ ʚ ʦʪʤʝʪʢʝ ʙʘʥʢʘ ʜʦʣʞʥʳ ʩʦʜʝʨʞʘʪʴʩʷ ʜʘʪʘ 

ʠʩʧʦʣʥʝʥʠʷ ʧʣʘʪʝʞʥʦʡ ʠʥʩʪʨʫʢʮʠʠ, ʦʨʠʛʠʥʘʣʴʥʳʡ ʰʪʘʤʧ ʙʘʥʢʘ ʠ ʧʦʜʧʠʩʴ ʦʪʚʝʪʩʪʚʝʥʥʦʛʦ 

ʠʩʧʦʣʥʠʪʝʣʷ.  

3) ʉʤʝʰʝʥʠʝ ʧʦʥʷʪʠʡ ʦʨʛʘʥʠʟʘʪʦʨʘ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ ʠ ʟʘʠʥʪʝʨʝʩʦʚʘʥʥʦʛʦ ʣʠʮʘ. ʆʨʛʘʥʠʟʘʪʦʨʦʤ 

ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ ʠ ʟʘʠʥʪʝʨʝʩʦʚʘʥʥʳʤ ʣʠʮʦʤ ʥʝ ʤʦʞʝʪ ʙʳʪʴ ʦʜʠʥ ʠ ʪʦʪ ʞʝ ʩʫʙʲʝʢʪ ʭʦʟʷʡʩʪʚʦʚʘʥʠʷ, 

ʪʘʢ ʢʘʢ ʩʦʛʣʘʩʥʦ ʧʫʥʢʪʫ 2 ʇʦʣʦʞʝʥʠʷ: 

ʦʨʛʘʥʠʟʘʪʦʨ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ ï ʵʪʦ ʦʨʛʘʥʠʟʘʮʠʷ ʠʣʠ ʠʥʜʠʚʠʜʫʘʣʴʥʳʡ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʴ, 

ʟʘʨʝʛʠʩʪʨʠʨʦʚʘʥʥʳʝ ʚ ʈʝʩʧʫʙʣʠʢʝ ɹʝʣʘʨʫʩʴ, ʦʩʫʱʝʩʪʚʣʷʶʱʠʝ ʜʝʷʪʝʣʴʥʦʩʪʴ ʧʦ ʧʨʦʠʟʚʦʜʩʪʚʫ ʠ 

(ʠʣʠ) ʨʝʘʣʠʟʘʮʠʠ ʪʦʚʘʨʦʚ (ʨʘʙʦʪ, ʫʩʣʫʛ) ʣʠʙʦ ʦʢʘʟʳʚʘʶʱʠʝ ʫʩʣʫʛʠ ʧʦ ʦʨʛʘʥʠʟʘʮʠʠ ʠ ʧʨʦʚʝʜʝʥʠʶ 

ʨʝʢʣʘʤʥʳʭ ʠʛʨ ʥʘ ʦʩʥʦʚʘʥʠʠ ʜʦʛʦʚʦʨʘ; 

ʟʘʠʥʪʝʨʝʩʦʚʘʥʥʦʝ ʣʠʮʦ ï ʦʨʛʘʥʠʟʘʮʠʷ ʠʣʠ ʬʠʟʠʯʝʩʢʦʝ ʣʠʮʦ, ʢʦʪʦʨʳʝ ʥʝ ʷʚʣʷʶʪʩʷ ʦʨʛʘʥʠʟʘʪʦʨʦʤ 

ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ, ʥʦ ʫʯʘʩʪʚʫʶʪ ʚ ʬʦʨʤʠʨʦʚʘʥʠʠ ʧʨʠʟʦʚʦʛʦ ʬʦʥʜʘ ʨʝʢʣʘʤʥʦʡ ʠʛʨʳ ʧʫʪʝʤ ʚʥʝʩʝʥʠʷ 

ʚ ʥʝʛʦ ʜʝʥʝʞʥʳʭ ʩʨʝʜʩʪʚ ʠ (ʠʣʠ) ʠʥʦʛʦ ʠʤʫʱʝʩʪʚʘ, ʚʳʧʦʣʥʝʥʠʷ ʨʘʙʦʪ ʠ (ʠʣʠ) ʦʢʘʟʘʥʠʷ ʫʩʣʫʛ ʥʘ 

ʫʩʣʦʚʠʷʭ ʨʘʩʧʨʦʩʪʨʘʥʝʥʠʷ ʨʝʢʣʘʤʳ ʦ ʥʠʭ, ʦʙ ʠʭ ʪʦʚʘʨʘʭ (ʨʘʙʦʪʘʭ, ʫʩʣʫʛʘʭ). 

 

ʏʪʦ ʧʨʦʠʩʭʦʜʠʪ ʩ ʙʝʣʘʨʫʩʢʠʤ ʠʥʪʝʨʥʝʪ-ʪʨʘʬʠʢʦʤ: ʦʛʨʦʤʥʳʡ ʧʨʠʨʦʩʪ ʫ 

ʪʝʣʝʛʨʘʤ ʢʘʥʘʣʦʚ, ʚʩʧʣʝʩʢʠ ʥʘ YouTube 

https://marketing.by/analitika/chto-proiskhodit-s-belaruskim-internet-trafikom-ogromnyy-prirost-u-

telegram-kanalov-vspleski-na-yout/ 

ʉ ʘʚʛʫʩʪʘ ʚ ɹʝʣʘʨʫʩʠ ʧʝʨʠʦʜʠʯʝʩʢʠ ʦʪʢʣʶʯʘʶʪ ʠʥʪʝʨʥʝʪ, ʨʷʜ ʤʝʜʠʘ ʟʘʙʣʦʢʠʨʦʚʘʥʳ, ʘ ʜʦʩʪʘʚʢʘ 

ʦʧʝʨʘʪʠʚʥʦʡ ʠʥʬʦʨʤʘʮʠʠ ʦ ʜʝʡʩʪʚʠʷʭ ʚʣʘʩʪʝʡ ʠ ʧʨʦʪʝʩʪʘʭ ʚ ʩʪʨʘʥʝ ʧʝʨʝʰʣʘ ʚ ʊʝʣʝʛʨʘʤ ʠ 

ʩʦʮʩʝʪʠ. ʉʨʝʜʠ ʣʶʙʦʧʳʪʥʳʭ ʪʨʝʥʜʦʚ - ʨʦʩʪ ʙʝʣʘʨʫʩʢʦʛʦ ʠʥʪʝʨʥʝʪ-ʪʨʘʬʠʢʘ ʥʘ ʨʦʩʩʠʡʩʢʠʭ 

https://marketing.by/analitika/chto-proiskhodit-s-belaruskim-internet-trafikom-ogromnyy-prirost-u-telegram-kanalov-vspleski-na-yout/
https://marketing.by/analitika/chto-proiskhodit-s-belaruskim-internet-trafikom-ogromnyy-prirost-u-telegram-kanalov-vspleski-na-yout/
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ʥʦʚʦʩʪʥʳʭ ʩʘʡʪʘʭ. ʄʳ ʩʦʙʨʘʣʠ ʥʝʩʢʦʣʴʢʦ ʢʣʶʯʝʚʳʭ ʛʨʘʬʠʢʦʚ ʠʟ ʨʘʟʥʳʭ ʠʩʪʦʯʥʠʢʦʚ, ʯʪʦʙʳ 

ʚʳʩʪʨʦʠʪʴ ʢʘʨʪʠʥʫ ɹʘʡʥʝʪʘ ʟʘ ʘʚʛʫʩʪ.   

ʇʝʨʚʘʷ ʙʣʦʢʠʨʦʚʢʘ ʜʦʩʪʫʧʘ ʚʦ ɺʩʝʤʠʨʥʫʶ ʩʝʪʴ ʥʘ ʚʪʦʨʦʡ ʥʝʜʝʣʝ ʘʚʛʫʩʪʘ ʧʨʠʚʝʣʘ ʢ ʥʝʙʦʣʴʰʦʤʫ 

ʧʘʜʝʥʠʶ ʪʨʘʬʠʢʘ ʜʣʷ ʧʦʣʴʟʦʚʘʪʝʣʝʡ ʧʝʨʩʦʥʘʣʴʥʳʭ ʢʦʤʧʴʶʪʝʨʦʚ - ʜʘʥʥʳʝ ʠʩʩʣʝʜʦʚʘʥʠʷ Gemius 

Audience. ʇʦʭʦʞʝ, ʯʪʦ ɹʝʣʪʝʣʝʢʦʤ ʙʦʣʝʝ ʘʢʢʫʨʘʪʥʦ ʧʦʜʭʦʜʠʣ ʢ ʦʛʨʘʥʠʯʝʥʠʶ ʜʦʩʪʫʧʘ ʚ ʩʝʪʴ, ʯʝʤ 

ʤʦʙʠʣʴʥʳʝ ʦʧʝʨʘʪʦʨʳ, ʚʳʥʫʞʜʝʥʥʳʝ ʧʨʘʢʪʠʯʝʩʢʠ ʦʪʢʣʶʯʠʪʴ ʧʝʨʝʜʘʯʫ ʜʘʥʥʳʭ. ʇʦʵʪʦʤʫ ʜʦʣʷ 

ʧʘʜʝʥʠʷ ʪʨʘʬʠʢʘ ʩ ʇʂ-ʜʦʩʪʫʧʦʤ ʥʝʚʳʩʦʢʘ. ʅʘʠʙʦʣʴʰʘʷ çʧʨʦʩʘʜʢʘè - ʧʦ ʯʠʩʣʫ ʧʨʦʩʤʦʪʨʦʚ 

ʩʪʨʘʥʠʮ ʚ ʩʚʷʟʠ ʩ ʙʣʦʢʠʨʦʚʢʦʡ ʨʷʜʘ ʥʦʚʦʩʪʥʳʭ ʩʘʡʪʦʚ. 

 

 

gemiusAudience BY, ʧʝʨʠʦʜ (ʥʝʜʝʣʠ, ʤʝʩʷʮʳ), PC, 15-74 ʣʝʪ 

 

ɺ ʩʨʘʚʥʝʥʠʠ ʩ ʜʚʫʤʷ ʜʨʫʛʠʤʠ ʣʝʪʥʠʤʠ ʤʝʩʷʮʘʤʠ ʚʠʜʥʦ, ʯʪʦ ʘʚʛʫʩʪ ʚ ʮʝʣʦʤ "ʧʦʪʝʨʷʣ" ʚ ʧʨʦʩʤʦʪʨʝ 

ʩʪʨʘʥʠʮ, ʩʨʝʜʥʝʤ ʯʠʩʣʝ ʚʠʟʠʪʦʚ. 

 

 

gemiusAudience BY, ʧʝʨʠʦʜ (ʥʝʜʝʣʠ, ʤʝʩʷʮʳ), PC, 15-74 ʣʝʪ 

 

ʊʆʇ-30 ʩʘʡʪʦʚ ʧʦ ʧʦʩʝʪʠʪʝʣʷʤ ʠʟ ɹʝʣʘʨʫʩʠ ʟʘ ʘʚʛʫʩʪ. ʆʪʤʝʪʠʤ, ʯʪʦ ʩʝʨʚʠʩʳ ʗʥʜʝʢʩʘ ʠ Google 

ʧʦʪʝʨʷʣʠ ʚ ʩʨʝʜʥʝʤ ʯʠʩʣʝ ʧʨʦʩʤʦʪʨʦʚ ʥʘ ʧʦʩʝʪʠʪʝʣʷ. ʇʦ ʧʦʢʘʟʘʪʝʣʶ Real users ʣʦʛʠʯʥʦ 

ʧʨʠʙʘʚʠʣʠ TUT.BY ʠ ʆʥʣʘʡʥʝʨ. 
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gemiusAudience BY, ʧʝʨʠʦʜ (ʥʝʜʝʣʠ, ʤʝʩʷʮʳ), PC, 15-74 ʣʝʪ 

 

ʆʙʨʘʪʠʪʝ ʚʥʠʤʘʥʠʝ ʥʘ ʨʦʩʪ ʧʦʩʝʪʠʪʝʣʝʡ ʠʟ ɹʝʣʘʨʫʩʠ ʥʘ ʨʦʩʩʠʡʩʢʠʭ ʩʘʡʪʘʭ ʚ ʘʚʛʫʩʪʝ ï ʫ Lenta.ru, 

mk.ru ʠ ria.ru ï ʦʯʝʚʠʜʥʦ, ʚ ʩʚʷʟʠ ʩ ʪʝʤ, ʯʪʦ ʵʪʠ ʨʝʩʫʨʩʳ ʩʪʘʣʠ ʘʢʪʠʚʥʦ ʦʩʚʝʱʘʪʴ ʩʦʙʳʪʠʷ ʚ ʈɹ. 

ʂʨʦʤʝ ʪʦʛʦ, ʦʥʠ ʦʩʪʘʚʘʣʠʩʴ ʜʦʩʪʫʧʥʳʤ ʩʨʝʜʩʪʚʦʤ ʠʥʬʦʨʤʘʮʠʠ ʚ ʧʝʨʠʦʜ ʙʣʦʢʠʨʦʚʦʢ ʣʦʢʘʣʴʥʳʭ 

ʤʝʜʠʘ. 

ʉʨʝʜʠ ʩʦʮʩʝʪʝʡ ʧʦʟʠʮʠʠ Facebook (ʜʝʩʢʪʦʧʥʘʷ ʚʝʙ-ʚʝʨʩʠʷ) ʦʩʪʘʣʠʩʴ ʧʦ ʩʫʪʠ ʩʪʘʙʠʣʴʥʳʤʠ ʩ 

ʥʝʙʦʣʴʰʠʤʠ ʢʦʣʝʙʘʥʠʷʤʠ, ʘ ʚʦʪ ʫ VK ʠ OK ï ʥʝʢʦʪʦʨʦʝ ʩʥʠʞʝʥʠʝ ʧʦʢʘʟʘʪʝʣʝʡ, ʦʩʦʙʝʥʥʦ ʫ 

ɺʢʦʥʪʘʢʪʝ.   

ɿʥʘʯʠʪʝʣʴʥʳʡ ʩʢʘʯʦʢ ʩʜʝʣʘʣ ʤʝʩʩʝʥʜʞʝʨ Telegram (ʜʝʩʢʪʦʧʥʘʷ ʚʝʙ ʚʝʨʩʠʷ), ʢʫʜʘ ʧʝʨʝʤʝʩʪʠʣʘʩʴ 

ʦʩʥʦʚʥʘʷ ʠʥʬʦʨʤʘʮʠʦʥʥʘʷ ʧʦʚʝʩʪʢʘ. ʆʜʠʥ ʠʟ ʢʣʶʯʝʚʳʭ ʪʨʝʥʜʦʚ - ʤʘʩʰʪʘʙʥʳʡ ʧʨʠʨʦʩʪ 

ʧʦʜʧʠʩʯʠʢʦʚ ʫ ʨʷʜʘ ʊʝʣʝʛʨʘʤ-ʢʘʥʘʣʦʚ, ʥʦʚʦʩʪʥʳʭ ʠ ʧʨʦʪʝʩʪʥʳʭ. ɹʝʟʫʩʣʦʚʥʳʤ ʣʠʜʝʨʦʤ ʷʚʣʷʝʪʩʷ 

NEXTA, ʩʣʝʜʦʤ - ʢʘʥʘʣ ʢʨʫʧʥʝʡʰʝʛʦ ʥʦʚʦʩʪʥʦʛʦ ʤʝʜʠʘ ɹʝʣʘʨʫʩʠ TUT.BY.  
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ɸ ʚʦʪ ʫ Viber (ʜʝʩʢʪʦʧʥʘʷ ʚʝʙ ʚʝʨʩʠʷ)  ï ʦʙʨʘʪʥʘʷ ʩʠʪʫʘʮʠʷ: ʩʥʠʞʝʥʠʝ ʧʦ ʧʦʩʝʪʠʪʝʣʷʤ ʠ ʧʨʦʩʤʦʪʨʘʤ 

ʩʪʨʘʥʠʮ. 

ʇʦ ʜʘʥʥʳʤ Baltic Internet Policy Initiativ ʦʙʱʘʷ ʝʞʝʜʥʝʚʥʘʷ ʙʝʣʘʨʫʩʢʘʷ ʠʥʪʝʨʥʝʪ-ʘʫʜʠʪʦʨʠʷ (Total) 

ʫʞʝ ʚʝʨʥʫʣʘʩʴ ʢ ʧʦʢʘʟʘʪʝʣʷʤ ʥʘʯʘʣʘ ʤʝʩʷʮʘ, ʥʝʩʤʦʪʨʷ ʥʘ ʦʪʢʣʶʯʝʥʠʝ ʠʥʪʝʨʥʝʪʘ, ʙʣʦʢʠʨʦʚʢʠ ʠ ʪʘʢ 

ʜʘʣʝʝ. ʂʨʦʤʝ ʪʦʛʦ: 

ð ʢʨʘʪʢʦʚʨʝʤʝʥʥʘʷ ʙʣʦʢʠʨʦʚʢʘ 17 ʘʚʛʫʩʪʘ 2020 ʚ ʨʘʡʦʥʝ 11:20-11:30 ʥʝ ʦʢʘʟʘʣʘ ʚʣʠʷʥʠʷ ʥʘ 

ʦʙʱʠʝ ʜʥʝʚʥʳʝ ʧʦʢʘʟʘʪʝʣʠ; 

ð ʤʦʙʠʣʴʥʘʷ ʘʫʜʠʪʦʨʠʷ ʚʳʨʦʩʣʘ 10-12%; 

ð ʚ ʚʳʭʦʜʥʳʝ ʜʥʠ ʤʦʙʠʣʴʥʘʷ ʘʫʜʠʪʦʨʠʷ ʥʝ ʫʤʝʥʴʰʘʝʪʩʷ ʦʪʥʦʩʠʪʝʣʴʥʦ ʙʫʜʥʠʭ ʜʥʝʡ. 

https://infopolicy.biz/?p=14757&fbclid=IwAR0hLhK1vy3MuTQhPzxpwFyUc-NBcOiMSNGy3Nto7Q-XsugO-iQflM93--s
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ɸ ʚʦʪ ʢʘʢ ʚʳʛʣʷʜʠʪ ʪʨʘʬʠʢ ʩʝʨʚʠʩʦʚ Google ʚ ɹʝʣʘʨʫʩʠ. 

ɺʝʙ-ʧʦʠʩʢ: 

 


