
 

 

 

1 

 

  

  

 

 

ʅʦʚʦʩʪʠ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ 

ʉʝʥʪʷʙʨʴ, 16-30 

 

 

 

 

 

 

 

 

 

 

 

 



 

 

 

2 

 

 

 

ʉʦʜʝʨʞʘʥʠʝ 

 

ʊʨʝʥʜʳ ééééé............éééééééééééééééééééééé......3 

ɿʘʱʠʪʘ ʜʘʥʥʳʭ  ..é............éééééééééééééééééééééé..8 

Brand Safety é.....é............éééééééééééééééééééééé..9 

Programmatic .......é............éééééééééééééééééééééé..11 

ɺʠʜʝʦʨʝʢʣʘʤʘ .éé..ééééééééééééééééééééééééé.12 

Online audio é..éé..ééééééééééééééééééééééééé.16 

ʄobile & messengersé..éé..ééééééééééééééééééééé..20 

E-Commerce ééééé...ééééééééééééééééééééééé.24 

ʀʩʩʣʝʜʦʚʘʥʠʷ ééééé...éééééééééééééééééééééé.26 

ʅʦʚʦʩʪʠ ʠʥʪʝʨʥʝʪ-ʨʝʢʣʘʤʳ ɹʝʣʘʨʫʩʠ é.éééééééééééééééé.31 

ʅʦʚʦʩʪʠ IAB Global ...éééééééé..éééééééééééééééé...45 

 

 

 



 

 

 

3 

 

ʊʈɽʅɼʓ éééééééé...ééééééééééééééééééééééé 

With real-world experiences scarce, consumers warm to immersive tech 

https://www.marketingdive.com/news/with-real-world-experiences-scarce-consumers-warm-to-

immersive-tech-accen/585750/  

Dive Brief: 

¶ 61% of surveyed consumers said they would be more likely to buy from a brand that uses 

immersive technology, such as augmented and virtual reality (AR/VR) and 3D content, 

according to Accenture Interactive's new "Try It. Trust It. Buy It." report. 

¶ 47% of consumers said immersive technologies make them feel more connected to brands and 

products. Similarly, 48% said they would better remember brands that regularly engage them with 

immersive technologies, and 47% said they are likely to engage with a product using immersive 

technology if it can provide personalized recommendations to suit their needs. 

¶ 64% of leading consumer brands are starting to invest in creating immersive experiences, 

ushering in a new wave of digital commerce, per the report. According to the research, immersive 

experiences can boost consumer confidence in online purchases by 4% globally, and by 9% in 

North America. 

 

Dive Insight: 

Accenture Interactive's new study suggests that with real-word experiences currently underwhelming, 

consumers are finding some solace ð and brand connection ð in immersive experiences related to online 

shopping, a development that could lead to wider use of immersive technologies like AR/VR. Among the 

more than 3,000 consumers surveyed across North America, Europe and Asia-Pacific, 47% said tools 

such as VR, AR and 3D content makes them feel more connected to products when shopping online. 

While the research found immersive experiences can boost consumer confidence and nearly two-thirds of 

brands are beginning to invest in them, many of these experiences are one-off experiments, such as 

putting 3D models on product pages, curating personalized make-up palettes and hosting online fashion 

shows, noted Rori Duboff, managing director of strategy and innovation at Accenture Interactive, in a blog 

post about the study. Brands such as Wayfair, Pepsi and Cadillac have recently showcased immersive 

tools to engage consumers with elements such as 3D room planning, AR gaming and VR test-drives. 

https://www.marketingdive.com/news/with-real-world-experiences-scarce-consumers-warm-to-immersive-tech-accen/585750/
https://www.marketingdive.com/news/with-real-world-experiences-scarce-consumers-warm-to-immersive-tech-accen/585750/
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Yet, surveyed consumers indicated they would like more, and better, immersive online shopping 

experiences. Nearly half (47%) said they would pay extra for a product if they could customize or 

personalize it using immersive technologies. Consumers also indicated they would be open to purchasing 

big-ticket items like cars and luxury goods online if they could use immersive experiences to try them out. 

These findings suggest marketers may start to explore ways to more deeply integrate immersive 

technologies into their efforts. 

"Immersive technologies make this next era of shopping experiences possible," Duboff wrote. "These 

technologies have come of age. What was a quirky novelty just a few years ago has become a powerful 

utility today." 

Unilever, P&G ʠ Coca-Cola ʨʘʟʨʘʙʦʪʘʶʪ ʛʣʦʙʘʣʴʥʦʝ ʨʝʰʝʥʠʝ ʜʣʷ ʢʨʦʩʩ-

ʤʝʜʠʡʥʳʭ ʠʟʤʝʨʝʥʠʡ 

WFA ʩʦʚʤʝʩʪʥʦ ʩ ʢʨʫʧʥʝʡʰʠʤʠ ʤʠʨʦʚʳʤʠ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤʠ ʧʨʝʜʩʪʘʚʠʣʠ ʩʪʨʘʪʝʛʠʶ ʠ ʪʝʭʥʠʯʝʩʢʦʝ 

ʨʝʰʝʥʠʝ ʜʣʷ ʪʘʢʠʭ ʠʟʤʝʨʝʥʠʡ 

https://www.sostav.ru/publication/wfa-kross-medijnye-issledovaniya-45195.html 

ɺʩʝʤʠʨʥʘʷ ʬʝʜʝʨʘʮʠʷ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ (The World Federation of Advertisers, WFA) ʚʤʝʩʪʝ ʩ 

ʢʨʫʧʥʝʡʰʠʤʠ ʤʠʨʦʚʳʤʠ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤʠ ʧʨʝʜʩʪʘʚʠʣʠ ʩʪʨʫʢʪʫʨʫ ʠ ʪʝʭʥʠʯʝʩʢʦʝ ʨʝʰʝʥʠʝ, ʢʦʪʦʨʳʝ 

ʧʦʤʦʛʫʪ ʦʪʨʘʩʣʠ ʚ ʢʨʦʩʩ-ʤʝʜʠʡʥʳʭ ʠʟʤʝʨʝʥʠʷʭ. ʆʙ ʵʪʦʤ ʦʨʛʘʥʠʟʘʮʠʷ ʩʦʦʙʱʠʣʘ ʥʘ ʩʚʦʝʤ 

ʦʬʠʮʠʘʣʴʥʦʤ ʩʘʡʪʝ. 

ɺ WFA ʚʭʦʜʷʪ ʪʘʢʠʝ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʢʘʢ P&G, Nestle, McDonald's, Microsoft, PepsiCo, Unilever ʠ 

ʜʨʫʛʠʝ. ʂʘʢ ʫʢʘʟʘʥʦ ʥʘ ʩʘʡʪʝ ʦʨʛʘʥʠʟʘʮʠʠ, ʝʝ ʯʣʝʥʳ ʧʨʝʜʩʪʘʚʣʷʶʪ 90% ʛʣʦʙʘʣʴʥʳʭ ʨʝʢʣʘʤʥʳʭ 

ʟʘʪʨʘʪ ð ʦʢʦʣʦ $900 ʤʣʨʜ ʚ ʛʦʜ. 

ʇʨʝʜʣʦʞʝʥʠʝ WFA ʥʘʧʨʘʚʣʝʥʦ ʥʘ ʪʦ, ʯʪʦʙʳ ʜʘʪʴ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʛʦʨʘʟʜʦ ʙʦʣʝʝ ʧʦʣʥʦʝ 

ʧʨʝʜʩʪʘʚʣʝʥʠʝ ʦʙ ʦʭʚʘʪʝ ʠ ʯʘʩʪʦʪʝ ʠʭ ʨʝʢʣʘʤʥʳʭ ʢʦʥʪʘʢʪʦʚ ʥʘ ʊɺ ʠ ʚ ʜʠʜʞʠʪʘʣʝ. ʇʝʨʚʦʥʘʯʘʣʴʥʦ 

ʨʝʰʝʥʠʝ ʙʫʜʝʪ ʧʨʦʪʝʩʪʠʨʦʚʘʥʦ ʙʨʝʥʜʘʤʠ ʚ ɺʝʣʠʢʦʙʨʠʪʘʥʠʠ ʠ ʉʐɸ. 

ɺ 2019 ʛʦʜʫ WFA ʩʬʦʨʤʠʨʦʚʘʣʘ ʢʨʦʩʩ-ʤʝʜʠʡʥʫʶ ʨʘʙʦʯʫʶ ʛʨʫʧʧʫ, ʚʦʟʛʣʘʚʣʷʝʤʫʶ ʪʘʢʠʤʠ 

ʢʦʤʧʘʥʠʷʤʠ, ʢʘʢ Unilever, Coca-Cola ʠ P&G, ʯʪʦʙʳ ʫʩʢʦʨʠʪʴ ʧʨʦʮʝʩʩ ʧʨʠʥʷʪʠʷ ʝʜʠʥʦʛʦ ʨʝʰʝʥʠʷ, 

ʢʦʪʦʨʦʝ ʧʦʟʚʦʣʠʪ ʦʪʢʘʟʘʪʴʩʷ ʦʪ ʠʥʜʠʚʠʜʫʘʣʴʥʦʛʦ ʧʦʜʭʦʜʘ ʜʣʷ ʢʘʞʜʦʛʦ ʨʳʥʢʘ. ʉʦʛʣʘʩʥʦ 

ʠʩʩʣʝʜʦʚʘʥʠʶ WFA, 90% ʙʨʝʥʜʦʚ ʫʚʝʣʠʯʠʣʠ ʙʳ ʮʠʬʨʦʚʳʝ ʨʘʩʭʦʜʳ ʧʨʠ ʥʘʣʠʯʠʠ ʜʦʩʪʫʧʥʦʛʦ ʢʨʦʩʩ-

ʤʝʜʠʡʥʦʛʦ ʠʟʤʝʨʠʪʝʣʷ. ɺ ʦʨʛʘʥʠʟʘʮʠʠ ʩʯʠʪʘʶʪ, ʯʪʦ ʜʣʷ ʨʝʘʣʠʟʘʮʠʠ ʧʦʜʦʙʥʦʛʦ ʨʝʰʝʥʠʷ 

ʩʫʱʝʩʪʚʫʝʪ ʙʦʣʴʰʝ ʧʦʣʠʪʠʯʝʩʢʠʭ, ʯʝʤ ʨʝʘʣʴʥʳʭ ʪʝʭʥʦʣʦʛʠʯʝʩʢʠʭ ʙʘʨʴʝʨʦʚ. 
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çʈʝʢʣʘʤʦʜʘʪʝʣʠ ʜʦʣʛʦʝ ʚʨʝʤʷ ʙʦʨʦʣʠʩʴ ʩ ʜʘʥʥʳʤʠ ʥʠʟʢʦʛʦ ʢʘʯʝʩʪʚʘ, ʢʦʪʦʨʳʝ ʥʝ ʧʦʟʚʦʣʷʣʠ ʠʤ 

ʧʨʘʚʠʣʴʥʦ ʦʮʝʥʠʪʴ, ʢʘʢ ʣʫʯʰʝ ʠʥʚʝʩʪʠʨʦʚʘʪʴ ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ ʥʘ ʨʘʟʥʳʭ ʧʣʘʪʬʦʨʤʘʭ ʠ 

ʥʦʩʠʪʝʣʷʭè, ð ʦʪʤʝʪʠʣ ʛʣʘʚʥʳʡ ʠʩʧʦʣʥʠʪʝʣʴʥʳʡ ʜʠʨʝʢʪʦʨ WFA ʉʪʝʬʘʥ ʃʦʝʨʢ. 

 

ʊʝʭʥʠʯʝʩʢʠ ʞʝ ʨʝʰʝʥʠʝ ʚʳʛʣʷʜʠʪ ʩʣʝʜʫʶʱʠʤ ʦʙʨʘʟʦʤ: 

¶ ʆʥʦ ʠʩʧʦʣʴʟʫʝʪ ʧʘʥʝʣʴʥʳʡ ʧʦʜʭʦʜ ʠ ʤʝʪʦʜ ʧʝʨʝʧʠʩʠ (ʯʝʨʝʟ ʞʫʨʥʘʣʳ ʠʟʜʘʪʝʣʝʡ), ʯʪʦʙʳ 

ʧʨʝʜʦʩʪʘʚʣʷʝʤʳʝ ʜʘʥʥʳʝ ʤʦʛʣʘ ʙʦʣʝʝ ʧʦʣʥʦ ʦʧʠʩʘʪʴ ʦʭʚʘʪ ʠ ʯʘʩʪʦʪʫ ʢʦʥʪʘʢʪʦʚ ʢʘʤʧʘʥʠʠ 

ʥʘ ʊɺ ʠ ʚ ʮʠʬʨʦʚʳʭ ʤʝʜʠʘ, ʚʢʣʶʯʘʷ ʚʠʜʝʦ ʠ ʜʨʫʛʠʝ ʬʦʨʤʘʪʳ. 

¶ ɼʣʷ ʩʦʭʨʘʥʝʥʠʷ ʢʦʥʬʠʜʝʥʮʠʘʣʴʥʦʩʪʠ ʠ ʧʨʝʜʦʪʚʨʘʱʝʥʠʷ ʜʚʦʡʥʦʛʦ ʧʦʜʩʯʝʪʘ ʧʦʢʘʟʦʚ 

ʠʩʧʦʣʴʟʫʝʪʩʷ ʚʠʨʪʫʘʣʴʥʳʡ ʠʜʝʥʪʠʬʠʢʘʪʦʨ (VID) ʠ ʤʝʪʦʜʳ ʜʠʬʬʝʨʝʥʮʠʨʦʚʘʥʥʦʡ 

ʢʦʥʬʠʜʝʥʮʠʘʣʴʥʦʩʪʠ. 

¶ ʆʜʥʘʢʦ ʦʨʛʘʥʠʟʘʮʠʷ ʧʨʠʟʥʘʝʪ, ʯʪʦ ʠʟʤʝʨʝʥʠʝ ð ʵʪʦ ʚ ʦʩʥʦʚʥʦʤ ʤʝʩʪʥʳʡ ʙʠʟʥʝʩ, ʠ ʪʨʝʙʫʝʪ 

ʟʥʘʯʠʪʝʣʴʥʦʛʦ ʤʝʩʪʥʦʛʦ ʫʧʨʘʚʣʝʥʠʷ ʥʘʨʷʜʫ ʩ ʛʣʦʙʘʣʴʥʳʤʠ ʢʦʤʧʦʥʝʥʪʘʤʠ. ʕʪʦ ʥʫʞʥʦ ʜʣʷ 

ʦʙʝʩʧʝʯʝʥʠʷ çʩʦʛʣʘʩʦʚʘʥʥʦʩʪʠ ʠ ʤʘʩʰʪʘʙʠʨʫʝʤʦʩʪʠè. 

ʇʦ ʤʥʝʥʠʶ ʩʧʝʮʠʘʣʠʩʪʦʚ WFA, ʧʨʠ ʙʦʣʝʝ ʚʥʠʤʘʪʝʣʴʥʦʤ ʢʨʦʩʩ-ʤʝʜʠʡʥʦʤ ʢʦʥʪʨʦʣʝ ʯʘʩʪʦʪʳ 

ʢʦʥʪʘʢʪʦʚ ʚʳʠʛʨʘʶʪ ʩʘʤʠ ʧʦʪʨʝʙʠʪʝʣʠ, ʪʘʢ ʢʘʢ ʥʝ ʙʫʜʫʪ ʩʪʘʣʢʠʚʘʪʴʩʷ ʩ ʦʜʥʦʡ ʠ ʪʦʡ ʞʝ ʨʝʢʣʘʤʦʡ ʚ 

ʨʘʟʥʳʭ ʢʘʥʘʣʘʭ, ʯʪʦ ʪʘʢʞʝ ʷʚʣʷʝʪʩʷ ʦʜʥʦʡ ʠʟ ʛʣʘʚʥʳʭ ʧʨʠʯʠʥ ʝʝ ʙʣʦʢʠʨʦʚʢʠ. 
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Consumers and marketers at odds over ad preferences 

Kantar's research suggests marketers may be over reliant on digital channels for ads, as consumers tend 

to prefer offline channels overall because these are perceived to be better quality, more trustworthy, less 

intrusive and not overly targeted, per the report. When it comes to digital, people prefer newer platforms. 

https://www.marketingdive.com/news/consumers-and-marketers-at-odds-over-ad-preferences-kantar-

study-finds/585717/ 

Dive Brief: 

¶ Marketers worldwide tend to prefer advertising on established digital platforms such as YouTube, 

contrasting with consumer sentiment that's generally more positive about advertising they see on 

newer platforms like TikTok, Kantar found in a study shared with Marketing Dive. Social video app 

TikTok was No. 1 globally in Kantar's ranking of consumer preferences for digital ad platforms, 

followed by Instagram, Snapchat, Google and Twitter. 

¶ Consumers preferred channels for advertising are, in order: cinema ads, sponsored events, 

magazine ads, digital out-of-home and newspapers. Within the marketing industry, the favored ad 

channels are online video, TV, social media news feeds, streaming TV and social media stories. 

¶ YouTube, Instagram, TikTok and Google are most likely to benefit next year as marketers 

boost their allocations to digital video. The survey found that linear TV will bounce back, along with 

digital out-of-home, while offline channels like newspapers, magazines and cinema will face 

challenges. Kantar surveyed 4,000 consumers and more than 700 senior marketers worldwide. 

Dive Insight: 

Kantar's research suggests marketers may be over reliant on digital channels for ads, as consumers tend 

to prefer offline channels overall because these are perceived to be better quality, more trustworthy, less 

intrusive and not overly targeted, per the report. When it comes to digital, people prefer newer platforms. 

These findings are at odds with marketers, who prefer digital channels overall, and the more established 

ones within the space. This could be because on digital, it's easier to access the kind of data that can help 

marketers target ads, optimize campaigns and show ROI. 

 

Despite the analytics capabilities endemic to digital channels, it's getting harder for marketers to 

determine where ads should be placed for the greatest success, Kantar found. As such, the findings 

https://www.marketingdive.com/news/consumers-and-marketers-at-odds-over-ad-preferences-kantar-study-finds/585717/
https://www.marketingdive.com/news/consumers-and-marketers-at-odds-over-ad-preferences-kantar-study-finds/585717/
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suggest marketers should pay closer attention to consumers' tastes with an eye toward finding the 

right balance of digital and offline. 

"The rush to digital is understandable because of targeting and measurement capabilities, but 

saturation, repetition and over-targeting in some environments can make this counterproductive," 

Duncan Southgate, global brand director of media at Kantar, said in a statement. "Advertisers and 

agencies need to develop a more quantified understanding of 'medium as message' and the impact 

different media channels and platform choices can have on their brand goals." 

For media platforms, the findings signal a need to keep both advertisers and consumers in mind when 

crafting new ad innovations so they meet marketers' needs while providing entertainment, Southgate 

said. 

Kantar's study also indicates that marketers are becoming more resourceful, with 60% of survey 

respondents saying they had cut marketing spend while 30% described the decrease as "a lot." Media 

consumption habits have changed drastically during the pandemic, making digital platforms a bigger 

priority for marketers. They plan to increase their allocations to digital channels including online video, 

social media, display, branded content, streaming and podcasts, the survey found. 

While consumers are more receptive to ads on new formats like TikTok, it's understandable that 

marketers prefer established platforms like YouTube that have a longer history, larger audiences, more 

audience data and relationships with ad tech providers. However, Kantar's finding suggests marketers 

may be missing out on reaching viewers who are more amenable to seeing ads on TikTok than on 

YouTube. The difference may indicate that TikTok currently is less cluttered, which could change as 

the app builds out its ad platform over time. 

For U.S. marketers, any opportunity with TikTok could be dampened by the considerable doubt 

surrounding the app's future amid political and corporate squabbles over the app's future ownership. 

The Trump administration has threatened to ban TikTok in the U.S. because of national security 

concerns, leading the app's Chinese parent company ByteDance to negotiate a sale. President Trump 

had tentatively approved a deal that would give U.S.-based companies and investors a controlling 

stake in TikTok. However, the deal has been marred by conflicting claims over TikTok's future 

ownership structure and disapproving remarks by the Chinese government's media mouthpiece. Until 

there's greater reassurance that TikTok won't be banned in the U.S., marketers are likely to avoid 

committing significant media dollars to the platform. 
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ɿɸʑʀʊɸ ɼɸʅʅʓʍ ..ééé...ééééééééééééééééééééééé 

Facebook ʥʘʯʥʝʪ ʟʘʱʠʱʘʪʴ ʘʚʪʦʨʩʢʠʝ ʧʨʘʚʘ ʥʘ ʠʟʦʙʨʘʞʝʥʠʷ 

ɸʣʛʦʨʠʪʤ Rights Manager ʩʦʟʜʘʥ ʜʣʷ ʧʨʝʜʦʪʚʨʘʱʝʥʠʷ ʧʠʨʘʪʩʪʚʘ ʠ ʙʦʨʴʙʳ ʩ ʥʠʤ  

https://www.sostav.ru/publication/facebook-nachnet-zashchishchat-avtorskie-prava-na-izobrazheniya-

45253.html  

Facebook ʧʨʝʜʩʪʘʚʠʣʘ ʠʥʩʪʨʫʤʝʥʪ ʜʣʷ ʟʘʱʠʪʳ ʠʟʦʙʨʘʞʝʥʠʡ Rights Manager. ʉʦʟʜʘʪʝʣʠ ʢʦʥʪʝʥʪʘ 

ʩʤʦʛʫʪ ʣʫʯʰʝ ʢʦʥʪʨʦʣʠʨʦʚʘʪʴ ʠʩʧʦʣʴʟʦʚʘʥʠʝ ʠʭ ʨʘʙʦʪ ʚ ʩʦʮʩʝʪʠ ʠ Instagram. ʆʙ ʵʪʦʤ ʛʦʚʦʨʠʪʩʷ ʚ 

ʙʣʦʛʝ ʢʦʤʧʘʥʠʠ. 

ʏʪʦʙr ʧʦʣʫʯʠʪʴ ʜʦʩʪʫʧ Rights Manager, ʘʜʤʠʥʠʩʪʨʘʪʦʨ ʩʪʨʘʥʠʮʳ ʤʦʞʝʪ ʧʦʜʘʪʴ ʟʘʷʚʢʫ ʥʘ ʟʘʱʠʪʫ 

ʤʘʪʝʨʠʘʣʦʚ. Rights Manager ʠʩʧʦʣʴʟʫʝʪ ʪʝʭʥʦʣʦʛʠʶ ʩʦʧʦʩʪʘʚʣʝʥʠʷ ʠʟʦʙʨʘʞʝʥʠʡ. ɺ ʩʣʫʯʘʝ ʝʩʣʠ 

ʘʣʛʦʨʠʪʤʳ ʥʘʡʜʫʪ ʩʦʚʧʘʜʝʥʠʷ, ʩʠʩʪʝʤʘ ʧʨʠʰʣʝʪ ʧʨʘʚʦʦʙʣʘʜʘʪʝʣʷʤ ʫʚʝʜʦʤʣʝʥʠʷ ʦʙ 

ʠʩʧʦʣʴʟʦʚʘʥʠʠ ʬʦʪʦ ʠʣʠ ʠʟʦʙʨʘʞʝʥʠʷ ʠ ʧʨʝʜʣʦʞʠʪ ʥʝʩʢʦʣʴʢʦ ʜʝʡʩʪʚʠʡ ʩ ʥʘʡʜʝʥʥʳʤ ʢʦʥʪʝʥʪʦʤ: 

ʤʦʥʠʪʦʨʠʥʛ, ʜʦʙʘʚʣʝʥʠʝ ʚ ʯʫʞʦʡ ʧʦʩʪ ʩʩʳʣʢʠ ʥʘ ʧʝʨʚʦʠʩʪʦʯʥʠʢ ʠʣʠ ʙʣʦʢʠʨʦʚʢʘ. ɺ ʥʘʩʪʨʦʡʢʘʭ 

ʤʦʞʥʦ ʟʘʜʘʪʴ ʛʝʦʛʨʘʬʠʯʝʩʢʠʝ ʧʨʝʜʝʣʳ ʧʦʠʩʢʘ ð ʦʪ ʚʩʝʛʦ ʤʠʨʘ ʜʦ ʦʧʨʝʜʝʣʝʥʥʳʭ ʛʦʨʦʜʦʚ ʠ ʩʪʨʘʥ. 

 

ʉʠʩʪʝʤʘ ʩʥʘʯʘʣʘ ʙʫʜʝʪ ʜʦʩʪʫʧʥʘ ʪʦʣʴʢʦ ʦʛʨʘʥʠʯʝʥʥʦʤʫ ʢʨʫʛʫ ʧʘʨʪʥʝʨʦʚ Facebook, ʥʦ ʩʦʮʩʝʪʴ 

ʧʣʘʥʠʨʫʝʪ ʨʘʩʰʠʨʷʪʴ ʩʝʨʚʠʩ, ʯʪʦʙʳ ʠʤ ʤʦʛʣʠ ʚʦʩʧʦʣʴʟʦʚʘʪʴʩʷ ʚʩʝ ʧʦʣʴʟʦʚʘʪʝʣʠ. 
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ʂʦʤʧʘʥʠʷ ʫʞʝ ʧʨʦʚʝʨʷʝʪ ʬʦʪʦʛʨʘʬʠʠ ʠ ʚʠʜʝʦ ʥʘ ʜʦʩʪʦʚʝʨʥʦʩʪʴ. ʇʦʜʦʟʨʠʪʝʣʴʥʳʝ ʤʘʪʝʨʠʘʣʳ 

ʤʦʥʠʪʦʨʷʪ ʧʘʨʪʥʝʨʳ ʩʦʮʩʝʪʠ ʠ ʥʝʡʨʦʩʝʪʴ. ʈʘʥʝʝ Facebook ʫʩʠʣʠʣ ʘʣʛʦʨʠʪʤʳ ʦʪʙʦʨʘ 

ʥʝʥʘʜʣʝʞʘʱʝʛʦ ʢʦʥʪʝʥʪʘ. ɼʣʷ ʵʪʦʛʦ ʩʦʮʩʝʪʴ ʩʦʟʜʘʣʘ ʩʧʝʮʠʘʣʴʥʳʡ ʥʝʟʘʚʠʩʠʤʳʡ ʦʨʛʘʥ, ʢʦʪʦʨʳʡ 

ʙʣʦʢʠʨʫʝʪ ʥʝʧʨʘʚʦʤʝʨʥʳʡ ʢʦʥʪʝʥʪ. 

BRAND SAFETY é..ééé...ééééééééééééééééééééééé 

TikTok ʫʜʘʣʠʣ ʙʦʣʝʝ 104 ʤʣʥ ʚʠʜʝʦ ʩ ʥʘʯʘʣʘ 2020 ʛʦʜʘ 

ʂʦʤʧʘʥʠʷ ʦʧʫʙʣʠʢʦʚʘʣʘ ʦʪʯʝʪ ʦ ʧʨʦʟʨʘʯʥʦʩʪʠ 

https://www.sostav.ru/publication/tiktok-transparency-report-45263.html  

TikTok ʦʧʫʙʣʠʢʦʚʘʣ ʦʪʯʝʪ ʦ ʧʨʦʟʨʘʯʥʦʩʪʠ ʧʦʣʠʪʠʢʠ ʩʦʮʩʝʪʠ, ʨʘʩʢʨʳʚ ʜʘʥʥʳʝ ʦʙ ʫʜʘʣʝʥʥʳʭ ʚʠʜʝʦ, 

ʟʘʧʨʦʩʘʭ ʦʪ ʛʦʩʫʜʘʨʩʪʚʘ ʠ ʜʨʫʛʠʭ ʦʩʦʙʝʥʥʦʩʪʷʭ ʨʘʙʦʪʳ ʧʨʠʣʦʞʝʥʠʷ. ɺʩʝʛʦ ʩ 1 ʷʥʚʘʨʷ ʧʦ 30 ʠʶʥʷ 

2020 ʛʦʜʘ TikTok ʫʙʨʘʣ ʩ ʧʣʘʪʬʦʨʤʳ ʙʦʣʝʝ 104,5 ʤʣʥ ʚʠʜʝʦ ð ʤʝʥʴʰʝ 1% ʚʩʝʭ ʟʘʛʨʫʞʝʥʥʳʭ ʚʠʜʝʦ, 

ʫʪʚʝʨʞʜʘʶʪ ʚ ʢʦʤʧʘʥʠʠ. ʊʘʢʠʝ ʜʘʥʥʳʝ ʦʧʫʙʣʠʢʦʚʘʥʳ ʥʘ ʦʬʠʮʠʘʣʴʥʦʤ ʩʘʡʪʝ TikTok. 

ʅʘʠʙʦʣʴʰʝʝ ʢʦʣʠʯʝʩʪʚʦ ʢʦʥʪʝʥʪʘ ʙʳʣʦ ʫʜʘʣʝʥʦ ʧʦ ʧʨʠʯʠʥʝ ʧʨʠʩʫʪʩʪʚʠʷ ʚ ʥʝʤ çʦʙʥʘʞʝʥʥʳʭ ʪʝʣ ʠ 

ʩʝʢʩʫʘʣʴʥʦʡ ʘʢʪʠʚʥʦʩʪʠè ð 30,9%. ʅʘ ʚʪʦʨʦʤ ʤʝʩʪʝ ʚʠʜʝʦ, ʥʝʙʝʟʦʧʘʩʥʳʝ ʜʣʷ 

ʥʝʩʦʚʝʨʰʝʥʥʦʣʝʪʥʠʭ ð 22,3%. ɽʱʝ 19,6% ʨʦʣʠʢʦʚ ʙʳʣʠ ʫʜʘʣʝʥʳ ʠʟ-ʟʘ çʥʝʟʘʢʦʥʥʦʡ ʜʝʷʪʝʣʴʥʦʩʪʠ 

ʠ ʨʝʛʫʣʠʨʫʝʤʳʭ ʪʦʚʘʨʦʚè, 13,4% ʠʟ-ʟʘ ʢʦʥʪʝʥʪʘ, ʩʚʷʟʘʥʥʦʛʦ ʩ ʩʘʤʦʫʙʠʡʩʪʚʘʤʠ, 

ʩʘʤʦʧʦʚʨʝʞʜʝʥʠʷʤʠ ʠ ʦʧʘʩʥʳʤʠ ʜʝʡʩʪʚʠʷʤʠ, ʠ 8,7% ʠʟ-ʟʘ ʜʝʤʦʥʩʪʨʘʮʠʠ ʞʝʩʪʦʢʦʩʪʠ. ʉʨʝʜʠ 

ʩʦʪʘʣʴʥʳʭ ʧʨʠʯʠʥ ð ʜʦʤʦʛʘʪʝʣʴʩʪʚʘ ʠ ʪʨʘʚʣʷ, ʥʝʧʦʣʥʘʷ ʠʣʠ ʥʝʜʦʩʪʦʚʝʨʥʘʷ ʠʥʬʦʨʤʘʮʠʷ, 

ʧʨʠʩʫʪʩʪʚʠʝ ʥʘ ʚʠʜʝʦ çʦʧʘʩʥʳʭ ʣʠʮ ʠʣʠ ʦʨʛʘʥʠʟʘʮʠʡè ʠ ʜʨʫʛʦʝ. 

https://www.sostav.ru/publication/tiktok-transparency-report-45263.html
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ʅʘʠʙʦʣʴʰʝʝ ʢʦʣʠʯʝʩʪʚʦ ʚʠʜʝʦ ʙʳʣʦ ʫʜʘʣʝʥʦ ʚ ʀʥʜʠʠ (37,7 ʤʣʥ), ʉʐɸ (9,8 ʤʣʥ) ʠ ʇʘʢʠʩʪʘʥʝ (6,5 

ʤʣʥ). ɺ ʢʦʤʧʘʥʠʠ ʪʘʢʞʝ ʦʪʤʝʪʠʣʠ, ʯʪʦ ʠʟ-ʟʘ ʧʘʥʜʝʤʠʠ ʢʦʨʦʥʘʚʠʨʫʩʘ COVID-19 ʫʜʘʣʝʥʠʝ ʤʥʦʛʠʭ 

ʚʠʜʝʦ ʧʨʦʠʩʭʦʜʠʣʦ ʚ ʘʚʪʦʤʘʪʠʯʝʩʢʦʤ ʨʝʞʠʤʝ. ɺ ʦʩʥʦʚʥʦʤ ʪʝʭʥʦʣʦʛʠʷ ʙʳʣʘ ʠʩʧʦʣʴʟʦʚʘʥʘ ʚ 

ɹʨʘʟʠʣʠʠ ʠ ʇʘʢʠʩʪʘʥʝ. ʊʘʤ ʘʣʛʦʨʠʪʤ ʫʙʨʘʣ ʦʢʦʣʦ 10,7 ʤʣʥ ʟʘʧʠʩʝʡ, ʢʦʪʦʨʳʝ ʥʝ ʦʪʨʘʞʝʥʳ ʚ ʦʙʱʝʡ 

ʩʪʘʪʠʩʪʠʢʝ. 

ʂʦʤʧʘʥʠʷ ʪʘʢʞʝ ʨʘʩʢʨʳʣʘ ʜʘʥʥʳʝ ʦ ʟʘʧʨʦʩʘʭ ʦʪ ʚʣʘʩʪʝʡ ʨʘʟʥʳʭ ʩʪʨʘʥ ʠ ʧʨʘʚʦʦʭʨʘʥʠʪʝʣʴʥʳʭ 

ʦʨʛʘʥʦʚ ʧʦ ʚʩʝʤʫ ʤʠʨʫ, ʘ ʪʘʢʞʝ ʦʪ ʧʨʘʚʦʦʙʣʘʜʘʪʝʣʝʡ. 

ɺʩʝʛʦ ʚ TikTok ʟʘ ʧʝʨʚʦʝ ʧʦʣʫʛʦʜʠʝ 2020 ʛʦʜʘ ʧʦʩʪʫʧʠʣʦ 1,768 ʪʳʩ. ʟʘʧʨʦʩʦʚ ʦʪ ʛʦʩʫʜʘʨʩʪʚ ʩ 

ʪʨʝʙʦʚʘʥʠʝʤ ʧʨʝʜʦʩʪʘʚʠʪʴ ʠʥʬʦʨʤʘʮʠʶ ʦ ʧʦʣʴʟʦʚʘʪʝʣʷʭ ʧʣʘʪʬʦʨʤʳ. ʀʟ ʥʠʭ 1,206 ʪʳʩ. ʙʳʣʠ ʠʟ 

ʀʥʜʠʠ, ʝʱʝ 290 ʟʘʧʨʦʩʦʚ ð ʠʟ ʉʐɸ. ʀʟ ʈʦʩʩʠʠ ʚ ʩʦʮʩʝʪʴ ʧʦʩʪʫʧʠʣ ʚʩʝʛʦ 1 ʟʘʧʨʦʩ ʩ ʪʨʝʙʦʚʘʥʠʝʤ 

ʨʘʩʢʨʳʪʴ ʠʥʬʦʨʤʘʮʠʶ. 

ʊʘʢʞʝ ʚ ʩʦʮʩʝʪʠ ʧʦʜʩʯʠʪʘʣʠ ʢʦʣʠʯʝʩʪʚʦ ʟʘʧʨʦʩʦʚ ʩ ʪʨʝʙʦʚʘʥʠʝʤ ʫʜʘʣʠʪʴ ʠʣʠ ʦʛʨʘʥʠʯʠʪʴ ʜʦʩʪʫʧ ʢ 

ʪʦʡ ʠʣʠ ʠʥʦʡ ʠʥʬʦʨʤʘʮʠʠ ,ʢʦʪʦʨʘʷ ʧʨʦʪʠʚʦʨʝʯʪ ʣʦʢʘʣʴʥʳʭ ʥʦʨʤʘʪʠʚʥʳʤ ʘʢʪʘʤ. ʆʙʱʝʝ ʠʭ 

ʢʦʣʠʯʝʩʪʚʦ ð 135 ʰʪʫʢ. ɺ ʨʝʟʫʣʴʪʘʪʝ ʙʳʣʦ ʫʜʘʣʝʥʦ 55 ʘʢʢʘʫʥʪʦʚ. ʀʟ ʈʦʩʩʠʠ ʩ ʪʨʝʙʦʚʘʥʠʝʤ 

ʫʜʘʣʠʪʴ ʜʘʥʥʳʝ ʙʳʣʦ ʧʦʣʫʯʝʥʦ 15 ʟʘʧʨʦʩʦʚ. 

ʏʪʦ ʢʘʩʘʝʪʩʷ ʠʥʪʝʣʣʝʢʪʫʘʣʴʥʦʡ ʩʦʙʩʪʚʝʥʥʦʩʪʠ, ʢʦʤʧʘʥʠʷ ʧʦʣʫʯʠʣʘ 10,625 ʪʳʩ. ʞʘʣʦʙ ʦʪ 

ʧʨʘʚʦʦʙʣʘʜʘʪʝʣʝʡ, ʠʟ ʢʦʪʦʨʳʭ 89,6% ʙʳʣʠ ʫʜʦʚʣʝʪʚʦʨʝʥʳ. 
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PROGRAMMATIC ....ééé...ééééééééééééééééééééééé 

Facebook, Twitter, YouTube Make Commitments to the Global Alliance for 

Responsible Media 

They will focus on crafting common definitions and reporting standards for hate speech, harmful content 

https://www.adweek.com/programmatic/facebook-twitter-youtube-make-commitments-to-the-global-

alliance-for-responsible-media/ 

The Global Alliance for Responsible Media revealed early Wednesday morning that Facebook, Twitter 

and YouTube agreed to adopt a common set of definitions covering hate speech and other harmful content, 

as well as to work together in monitoring industry efforts. 

GARM is a cross-industry initiative founded and led by the World Federation of Advertisers and supported 

by other trade bodies including the 4Aôs, the Association of National Advertisers and ISBA. 

YouTube vice president of global solutions Debbie Weinstein said in an email, ñResponsibility is our No. 

1 priority, and we are committed to working with the industry to build a more sustainable and healthy digital 

ecosystem for everyone. We have been actively engaged with GARM since its inception to help develop 

industrywide standards for how to commonly address content that is not suitable for advertising. Weôre 

excited to have reached this important milestone.ò 

The announcement Wednesday follows 15 months of ñintensive talksò within GARM between major 

advertisers, agencies and key global platforms. 

Four key areas for action were identified. 

¶ Common definitions for hateful content: GARM said these currently vary by platform, making it 

difficult for brand owners to make informed decisions on where their ads are placed and to hold 

platforms accountable. It has been working on crafting common definitions since last November, 

and more depth and breadth on specific types of harmful contentðhate speech, aggression, 

bullyingðhas been added. 

¶ Reporting standards: Each platform has its own methodologies for measuring the occurrence of 

harmful content, and GARM said having a harmonized reporting framework was a key step toward 

ensuring the policies are enforced effectively. Metrics on issues such as advertiser safety, 

consumer safety and platform effectiveness in addressing harmful content have been agreed upon, 

and the system is slated to be rolled out in the second half of next year. 

https://www.adweek.com/programmatic/facebook-twitter-youtube-make-commitments-to-the-global-alliance-for-responsible-media/
https://www.adweek.com/programmatic/facebook-twitter-youtube-make-commitments-to-the-global-alliance-for-responsible-media/
https://www.adweek.com/tv-video/wfa-readies-cross-media-measurement-standard/
https://www.adweek.com/agencies/4as-will-soon-debut-yearlong-leadership-program-for-black-professionals/
https://www.adweek.com/tv-video/wfa-readies-cross-media-measurement-standard/
https://www.adweek.com/tv-video/wfa-readies-cross-media-measurement-standard/
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¶ Independent oversight: GARM said agencies, brands and platforms need an independent view 

on how harmful content is being categorized, eliminated and reported, and the goal is to have all 

major platforms at least in the auditing process, if not fully audited, by year-end. 

¶ Advertising adjacency solutions: GARM stressed that brands must have the ability to see when 

their ads appear next to harmful or unsuitable content and to quickly take corrective measures 

when that occurs, adding that it expects platforms that donôt already have adjacency solutions in 

place to provide development roadmaps during the fourth quarter. Pinterest, Snap Inc. and TikTok 

joined Facebook, Twitter and YouTube in issuing firm commitments on this front. 

WFA CEO Stephan Loerke said in a statement, ñThe issue of harmful content online has become one of 

the challenges of our generation. As funders of the online ecosystem, advertisers have a critical role to 

play in driving positive change, and we are pleased to have reached agreement with the platforms on an 

action plan and timeline in order to make the necessary improvements. A safer social media environment 

will provide huge benefits not just for advertisers and society, but also to the platforms themselves.ò 

ɺʀɼɽʆʈɽʂʃɸʄɸéééééééééééééééééééééééééééé 

Video ads drive a 48% higher sales rate than static ads, study says 

https://www.mobilemarketer.com/news/video-ads-drive-a-48-higher-sales-rate-than-static-ads-study-

says/586025/ 

 Brief: 

¶ Video ads drive a 48% higher sales rate than static ads, making them an important promotional 

tool going into the holiday shopping season, according to study results that video advertising 

company VidMob emailed to Mobile Marketer. The company compared the performance for retail 

and e-commerce ads on Facebook, Instagram, Facebook Messenger and Facebook Audience 

Network in the fourth quarter of the past two years to see their effect on holiday shopping. 

¶ The length of video ads is a key consideration for marketers, with 10- to 15-second spots having 

a purchase rate that was 19% higher than average, and 184% greater than the lowest-performing 

one- to five-second spots and 12% more than videos longer than 16 seconds, VidMob found. 

¶ As for video creative, ads that showed text in the first frame or within the first three seconds of 

running boosted online purchases by 46% more than ads that didn't lead with text. Ads showing 

the word "shop" as a call to action (CTA) had an average purchase rate that was fives times 
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greater than ads with "get" or "find," according to VidMob. The company studied more 8,000 ads 

from 429 campaigns for 35 retail and e-commerce brands. 

Insight: 

This year's pandemic-led surge in e-commerce is likely to carry into the holiday shopping season, 

with mobile playing a key role in how shoppers research and buy gifts this year. As more shopping takes 

place online, ad spending across e-commerce platforms is also on the rise, with a recent WARC 

forecasting an 18.3% global increase for e-commerce ads this year even as overall ad spending drops 

8.1%. While digital advertising overall is likely to play a crucial part of the promotional efforts by brands 

and retailers this holiday season, VidMob's study provides some tips on how to optimize video advertising, 

including an emphasis on spots that aren't too short and have enough time to tell a brand story. 

The study indicates that shorter ads are less convincing in driving online sales, though they still may be 

useful for awareness campaigns on social media platforms like Facebook. Last year, YouTube introduced 

a service to automatically create six-second bumper ads as the video-sharing platform sought a balance 

between ads that were too intrusive and those that were too short. It's important to test the reaction to 

different kinds of ads to optimize the length, and creative elements like text, graphics and CTA for direct 

response spots. 

E-commerce retail sales surged 32% to $211.5 billion in Q2 from the prior quarter, making up 16% of total 

retail sales, according to the Census Bureau. It remains to be seen how willing shoppers will be to open 

their wallets, given that joblessness is at an eight-year high, though many people may shift their spending 

to gifts instead of paying for holiday-related travel amid concerns about the pandemic. Either way, the 

holiday period is likely to be heavily promotional on digital platforms as marketers seek to reach online 

shoppers. 

VidMob's study follows other reports about the effects of video ad creative. Most recently, it found that 

video ads showing "surprised" emotions in the first three seconds led to a 360% jump in performance 

during the pandemic. Happy emotions saw a 64% decline in conversions, showing how those ads were 

out of step with the public mood. Calm videos and ones showing outdoor settings also performed well. The 

holiday season is likely to bring back more traditional, uplifting themes as consumers get into the holiday 

spirit and are more likely to seek out the comforts of family and friends despite concerns about social 

distancing. 

https://www.emarketer.com/content/majority-of-us-shoppers-will-turn-digital-holiday-shopping-needs-this-year
https://techcrunch.com/2020/09/09/u-s-holiday-shopping-season-on-mobile-expected-to-be-largest-to-date-topping-1b-hours-on-android/
https://www.marketingdive.com/news/e-commerce-ad-spend-to-surge-18-amid-overall-decline-warc-says/585854/
https://www.mobilemarketer.com/news/youtubes-new-bumper-machine-automates-6-second-ad-production/554699/
https://www.mobilemarketer.com/news/youtubes-new-bumper-machine-automates-6-second-ad-production/554699/
https://www.census.gov/retail/mrts/www/data/pdf/ec_current.pdf
https://fred.stlouisfed.org/series/UNRATE
https://www.mobilemarketer.com/news/surprised-emotions-in-video-ads-drive-conversions-during-pandemic-study/581133/
https://www.mobilemarketer.com/news/surprised-emotions-in-video-ads-drive-conversions-during-pandemic-study/581133/
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ɺ çʗʥʜʝʢʩ.ɼʟʝʥʝè ʧʦʷʚʠʣʘʩʴ ʚʠʜʝʦʨʝʢʣʘʤʘ ʩ ʦʧʣʘʪʦʡ ʟʘ ʢʣʠʢʠ ʠ ʜʦʩʤʦʪʨʳ. ɺ 

çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè - ʥʝʧʨʦʧʫʩʢʘʝʤʳʝ ʚʠʜʝʦ  

çʗʥʜʝʢʩ.ɼʟʝʥè ʧʨʝʜʩʪʘʚʠʣ ʥʦʚʳʡ ʨʝʢʣʘʤʥʳʡ ʬʦʨʤʘʪ ð ʚʠʜʝʦ ʩ ʙʝʩʰʦʚʥʳʤ ʧʝʨʝʭʦʜʦʤ ʥʘ ʩʘʡʪ 

ʨʝʢʣʘʤʦʜʘʪʝʣʷ, ʩʦʦʙʱʠʣʠ Sostav ʚ ʢʦʤʧʘʥʠʠ. ʈʝʢʣʘʤʥʳʝ ʨʦʣʠʢʠ ʩ ʧʦʤʝʪʢʦʡ çʧʨʦʤʦè ʙʫʜʫʪ 

ʦʪʦʙʨʘʞʘʪʴʩʷ ʚ ʣʝʥʪʝ çɼʟʝʥʘè, ʚ ʪʦʤ ʯʠʩʣʝ ʚ ʤʦʙʠʣʴʥʦʤ ʧʨʠʣʦʞʝʥʠʠ ʠ ʥʘ ʛʣʘʚʥʦʡ ʩʪʨʘʥʠʮʝ 

çʗʥʜʝʢʩʘè. 

https://www.sostav.ru/publication/dzen-videoreklama-45184.html 

 

ʈʘʥʝʝ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʙʳʣ ʜʦʩʪʫʧʝʥ ʪʦʣʴʢʦ in-stream ʬʦʨʤʘʪ ð ʨʦʣʠʢʠ ʧʨʦʠʛʨʳʚʘʣʠʩʴ ʚʥʫʪʨʠ 

ʚʠʜʝʦ ʘʚʪʦʨʦʚ ʥʘ ʧʣʦʱʘʜʢʝ. ʊʝʧʝʨʴ ʨʝʢʣʘʤʦʜʘʪʝʣʠ ʩʤʦʛʫʪ ʧʨʦʜʚʠʛʘʪʴ out-stream ʚʠʜʝʦ ʩ ʦʧʣʘʪʦʡ 

ʟʘ ʜʦʩʤʦʪʨʳ ʠʣʠ ʢʣʠʢʠ. ʉʜʝʣʘʪʴ ʵʪʦ ʤʦʞʥʦ ʙʫʜʝʪ ʯʝʨʝʟ ʨʝʢʣʘʤʥʳʡ ʢʘʙʠʥʝʪ çɼʟʝʥʘè. 

ɺʠʜʝʦʬʦʨʤʘʪ ʩʪʘʥʦʚʠʪʩʷ ʚʩʝ ʧʦʧʫʣʷʨʥʝ ʠ ʚʦʩʪʨʝʙʦʚʘʥʥʝʝ ʫ ʧʦʣʴʟʦʚʘʪʝʣʝʡ çʗʥʜʝʢʩ.ɼʟʝʥʘè, 

ʦʪʤʝʯʘʶʪ ʚ ʢʦʤʧʘʥʠʠ. ʇʦ ʜʘʥʥʳʤ ʧʣʦʱʘʜʢʠ, ʟʘ ʧʨʦʩʤʦʪʨʦʤ ʨʦʣʠʢʦʚ ʧʦʣʴʟʦʚʘʪʝʣʠ ʧʨʦʚʦʜʷʪ 140 

ʤʣʥ ʤʠʥʫʪ ð ʵʪʦ 17% ʦʪ ʦʙʱʝʛʦ ʚʨʝʤʝʥʠ ʚ çɼʟʝʥʝè, ʠ ʧʦʢʘʟʘʪʝʣʴ ʧʨʦʜʦʣʞʘʝʪ ʨʘʩʪʠ. 

ɼʤʠʪʨʠʡ ʇʦʧʦʚ, ʨʫʢʦʚʦʜʠʪʝʣʴ ʦʪʜʝʣʘ ʢʦʤʤʝʨʯʝʩʢʠʭ ʨʝʰʝʥʠʡ çʗʥʜʝʢʩ.ɼʟʝʥʘè: 

ʅʦʚʳʡ ʬʦʨʤʘʪ ʚʠʜʝʦʨʝʢʣʘʤʳ ʚʟʷʣ ʣʫʯʰʝʝ ʠʟ ʫʞʝ ʧʨʦʚʝʨʝʥʥʦʛʦ ʠ ʵʬʬʝʢʪʠʚʥʦʛʦ ʬʦʨʤʘʪʘ 

ʨʝʢʣʘʤʥʳʭ ʩʪʘʪʝʡ. ʈʝʢʣʘʤʦʜʘʪʝʣʠ ʤʦʛʫʪ ʧʦʜʨʦʙʥʦ ʨʘʩʩʢʘʟʘʪʴ ʧʨʦ ʩʚʦʡ ʧʨʦʜʫʢʪ ʠ ʥʝ ʪʨʘʪʠʪʴ 

ʚʨʝʤʷ ʠ ʜʝʥʴʛʠ, ʫʛʘʜʳʚʘʷ ʧʨʘʚʠʣʴʥʳʝ ʪʘʨʛʝʪʠʥʛʠ. 

https://www.sostav.ru/images/news/2020/09/16/0gl3bgus.gif
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ɸʣʛʦʨʠʪʤʳ çɼʟʝʥʘè ʧʦʢʘʞʫʪ ʚʠʜʝʦ ʪʝʤ, ʢʦʤʫ ʦʥʦ ʥʘʠʙʦʣʝʝ ʠʥʪʝʨʝʩʥʦ, ʠ ʧʦʤʦʛʫʪ ʥʘʡʪʠ ʥʦʚʫʶ 

ʘʫʜʠʪʦʨʠʶ. ɸ ʤʝʭʘʥʠʢʘ Scroll2Site ʩ ʙʝʩhʦʚʥʳʤ ʧʝʨʝʭʦʜʦʤ ʥʘ ʩʘʡʪ ʨʝʢʣʘʤʦʜʘʪʝʣʷ ʧʦʚʳʩʠʪ 

ʢʦʥʚʝʨʩʠʶ ʠ ʩʜʝʣʘʝʪ ʟʥʘʢʦʤʩʪʚʦ ʧʦʪʨʝʙʠʪʝʣʷ ʩ ʧʨʦʜʫʢʪʦʤ ʙʦʣʝʝ ʝʩʪʝʩʪʚʝʥʥʳʤ. 

ɼʣʷ ʨʘʟʤʝʱʝʥʠʷ ʚ çɼʟʝʥʝè ʧʦʜʦʡʜʫʪ ʛʦʪʦʚʳʝ ʨʝʢʣʘʤʥʳʝ ʨʦʣʠʢʠ ʠ ʚʠʜʝʦ ʠʟ ʩʦʮʠʘʣʴʥʳʭ ʩʝʪʝʡ, 

ʚ ʪʦʤ ʯʠʩʣʝ ʠ ʜʣʠʥʥʳʝ ʬʦʨʤʘʪʳ: ʨʘʩʧʘʢʦʚʢʠ, ʨʫʤ-ʪʫʨʳ, how-to ʚʠʜʝʦ, ʢʦʪʦʨʳʝ ʧʦʟʚʦʣʷʶʪ 

ʧʦʜʨʦʙʥʦ ʨʘʩʩʢʘʟʘʪʴ ʦ ʧʨʝʠʤʫʱʝʩʪʚʘʭ ʧʨʦʜʫʢʪʘ ʠʣʠ ʫʩʣʫʛʠ, ʫʪʦʯʥʷʶʪ ʚ ʢʦʤʧʘʥʠʠ. 

çʗʥʜʝʢʩ.ɼʟʝʥè ð ʙʣʦʛʝʨʩʢʘʷ ʧʣʘʪʬʦʨʤʘ, ʢʦʪʦʨʦʡ ʝʞʝʜʥʝʚʥʦ ʧʦʣʴʟʫʝʪʩʷ 30 ʪʳʩ. ʘʚʪʦʨʦʚ. ɼʣʷ 

ʢʘʞʜʦʛʦ ʧʦʣʴʟʦʚʘʪʝʣʷ ʘʣʛʦʨʠʪʤʳ ʧʣʘʪʬʦʨʤʳ ʬʦʨʤʠʨʫʶʪ ʫʥʠʢʘʣʴʥʫʶ ʣʝʥʪʫ ʢʦʥʪʝʥʪʘ ʥʘ ʦʩʥʦʚʝ 

ʝʛʦ ʠʥʪʝʨʝʩʦʚ. ɺ ʘʚʛʫʩʪʝ ʝʞʝʜʥʝʚʥʘʷ ʘʫʜʠʪʦʨʠʷ çɼʟʝʥʘè ʩʦʩʪʘʚʠʣʘ 16,9 ʤʣʥ ʯʝʣʦʚʝʢ. ɺ ʩʨʝʜʥʝʤ 

ʧʦʣʴʟʦʚʘʪʝʣʠ ʧʨʦʚʦʜʷʪ ʚ çɼʟʝʥʝè ʙʦʣʝʝ 40 ʤʠʥʫʪ ʚ ʜʝʥʴ. 

ɺ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè ʧʦʷʚʠʣʠʩʴ ʥʝʧʨʦʧʫʩʢʘʝʤʳʝ ʚʠʜʝʦ 

ʘ́ʢʦʡ ʬʦʨʤʘʪ ʧʦʤʦʞʝʪ ʣʫʯʰʝ ʨʘʩʩʢʘʟʘʪʴ ʦ ʧʨʦʜʫʢʪʝ, ʥʦ ʙʫʜʝʪ ʩʪʦʠʪʴ ʜʦʨʦʞʝ ʦʙʳʯʥʳʭ ʨʦʣʠʢʦʚ 

https://www.sostav.ru/publication/yandeks-nepropuskaemye-video-45163.html  

ʈʝʢʣʘʤʦʜʘʪʝʣʷʤ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʘè ʩʪʘʣʠ ʜʦʩʪʫʧʥʳ ʥʝʧʨʦʧʫʩʢʘʝʤʳʝ ʨʝʢʣʘʤʥʳʝ ʨʦʣʠʢʠ ʜʣʠʥʦʡ ʜʦ 

15 ʩʝʢʫʥʜ, ʩʣʝʜʫʝʪ ʠʟ ʙʣʦʛʘ ʢʦʤʧʘʥʠʠ. 

15-ʩʝʢʫʥʜʥʳʝ ʚʠʜʝʦ ð ʥʘʠʙʦʣʝʝ ʧʦʧʫʣʷʨʥʳʡ ʬʦʨʤʘʪ ʩʨʝʜʠ ʢʣʠʝʥʪʦʚ ʚʠʜʝʦʩʝʪʠ, ʛʦʚʦʨʷʪ ʚ 

çʗʥʜʝʢʩʝè. ʋ ʧʦʣʴʟʦʚʘʪʝʣʷ ʜʦʩʪʘʪʦʯʥʦ ʚʨʝʤʝʥʠ, ʯʪʦʙʳ ʩʦʩʨʝʜʦʪʦʯʠʪʴʩʷ ʥʘ ʧʨʦʜʫʢʪʝ, ʘ ʫ 

ʥʝʧʨʦʧʫʩʢʘʝʤʳʭ ʨʦʣʠʢʦʚ ʩʦʭʨʘʥʷʝʪʩʷ ʚʳʩʦʢʠʡ ʫʨʦʚʝʥʴ ʜʦʩʤʦʪʨʦʚ ð ʥʝ ʤʝʥʝʝ 62% VTR, ʧʦ 

ʜʘʥʥʳʤ ʠʩʩʣʝʜʦʚʘʥʠʷ ʚʠʜʝʦʩʝʪʠ ʟʘ 2019 ʛʦʜ, ʠ ʙʦʣʝʝ 80% ʜʦʩʤʦʪʨʦʚ ʧʦ ʨʝʟʫʣʴʪʘʪʘʤ ʟʘʢʨʳʪʦʛʦ 

ʪʝʩʪʠʨʦʚʘʥʠʷ ʬʦʨʤʘʪʘ ʚ ʩʝʥʪʷʙʨʝ. 

https://www.sostav.ru/publication/yandeks-nepropuskaemye-video-45163.html
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ʇʨʠ ʩʦʟʜʘʥʠʠ ʠ ʨʝʜʘʢʪʠʨʦʚʘʥʠʠ ʢʨʝʘʪʠʚʘ ʨʝʢʣʘʤʦʜʘʪʝʣʴ ʤʦʞʝʪ ʚʳʙʨʘʪʴ ʥʘʩʪʨʦʡʢʫ 

çʥʝʧʨʦʧʫʩʢʘʝʤʦʝ ʚʠʜʝʦè. ʊʘʢʦʡ ʬʦʨʤʘʪ ʩʪʦʠʪ ʜʦʨʦʞʝ ʜʨʫʛʠʭ, ʧʦʵʪʦʤʫ çɼʠʨʝʢʪè ʧʝʨʝʩʪʨʦʠʪ 

ʧʨʦʛʥʦʟ ʩʪʘʚʦʢ ʜʣʷ ʫʯʘʩʪʠʷ ʚ ʘʫʢʮʠʦʥʝ ʠ ʧʦʜʩʢʘʞʝʪ ʮʝʥʳ, ʢʦʪʦʨʳʝ ʥʝʦʙʭʦʜʠʤʳ ʜʣʷ ʨʘʟʤʝʱʝʥʠʷ 

ʬʦʨʤʘʪʘ ʩ ʫʯʝʪʦʤ ʥʦʚʦʡ ʥʘʩʪʨʦʡʢʠ ʠ ʚʳʙʨʘʥʥʳʭ ʪʘʨʛʝʪʠʥʛʦʚ. 

ʈʘʥʝʝ ʚ çʗʥʜʝʢʩ.ɼʠʨʝʢʪʝè ʧʦʷʚʠʣʘʩʴ ʚʦʟʤʦʞʥʦʩʪʴ ʥʘʩʪʨʘʠʚʘʪʴ ʢʘʤʧʘʥʠʠ ʦʪʜʝʣʴʥʦ ʜʣʷ ʨʘʟʥʳʭ 

ʫʩʪʨʦʡʩʪʚ. ʅʦʚʦʚʚʝʜʝʥʠʝ ʜʦʣʞʥʦ ʧʦʤʦʯʴ ʨʝʢʣʘʤʦʜʘʪʝʣʷʤ ʨʘʙʦʪʘʪʴ ʩʦ ʩʚʦʝʡ ʘʫʜʠʪʦʨʠʝʡ ʥʘ 

ʙʦʣʴʰʠʭ ʠ ʤʘʣʝʥʴʢʠʭ ʵʢʨʘʥʘʭ. 

ONLINE AUDIO ééééééééééééééééééééééééééééé 

çʗʥʜʝʢʩ.ʄʫʟʳʢʘè ʟʘʧʫʩʪʠʣʘ ʢʘʙʠʥʝʪ ʜʣʷ ʧʨʦʩʤʦʪʨʘ ʩʪʘʪʠʩʪʠʢʠ ʧʦ ʧʦʜʢʘʩʪʘʤ 

ʉʝʨʚʠʩ ʦʪʢʨʳʣ çʕʥʮʠʢʣʦʧʝʜʠʶ ʧʦʜʢʘʩʪʝʨʘè ʚ ʧʦʤʦʱʴ ʥʦʚʳʤ ʘʚʪʦʨʘʤ 

https://www.sostav.ru/publication/yandeks-muzyka-zapustila-kabinet-dlya-prosmotra-statistiki-po-

podkastam-45274.html 

çʗʥʜʝʢʩ.ʄʫʟʳʢʘè ʚ ʪʝʩʪʦʚʦʤ ʨʝʞʠʤʝ ʟʘʧʫʩʢʘʝʪ ʣʠʯʥʳʝ ʢʘʙʠʥʝʪʳ ʜʣʷ ʘʚʪʦʨʦʚ ʧʦʜʢʘʩʪʦʚ, ʩʦʦʙʱʠʣʠ 

Sostav ʚ ʢʦʤʧʘʥʠʠ. ɸʚʪʦʨʳ ʩʤʦʛʫʪ ʫʚʠʜʝʪʴ ʜʝʪʘʣʴʥʫʶ ʩʪʘʪʠʩʪʠʢʫ: ʠʤ ʙʫʜʫʪ ʜʦʩʪʫʧʥʳ ʦʙʱʠʝ ʮʠʬʨʳ 

ʧʨʦʩʣʫʰʠʚʘʥʠʡ, ʩʪʘʪʠʩʪʠʢʘ ʧʦ ʢʘʞʜʦʤʫ ʵʧʠʟʦʜʫ, ʘ ʪʘʢʞʝ ʧʦʣ, ʚʦʟʨʘʩʪ ʠ ʛʝʦʛʨʘʬʠʷ ʩʣʫʰʘʪʝʣʝʡ. 

ʊʘʢʠʝ ʜʘʥʥʳʝ ʧʦʟʚʦʣʷʪ ʣʫʯʰʝ ʧʦʥʠʤʘʪʴ ʩʚʦʶ ʘʫʜʠʪʦʨʠʶ ʠ ʙʫʜʫʪ ʧʦʣʝʟʥʳ ʜʣʷ ʢʦʤʤʫʥʠʢʘʮʠʠ ʩ 

ʨʝʢʣʘʤʦʜʘʪʝʣʷʤʠ, ʩʯʠʪʘʶʪ ʚ çʗʥʜʝʢʩ.ʄʫʟʳʢʝè. 

 

https://www.sostav.ru/publication/yandeks-muzyka-zapustila-kabinet-dlya-prosmotra-statistiki-po-podkastam-45274.html
https://www.sostav.ru/publication/yandeks-muzyka-zapustila-kabinet-dlya-prosmotra-statistiki-po-podkastam-45274.html
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ɼʣʷ ʧʨʦʩʤʦʪʨʘ ʩʪʘʪʠʩʪʠʢʠ ʥʝʦʙʭʦʜʠʤʦ ʠʤʝʪʴ ʘʢʢʘʫʥʪ ʚ çʗʥʜʝʢʩʝè ʠ ʢʘʢ ʤʠʥʠʤʫʤ ʦʜʥʫ ʟʘʛʨʫʞʝʥʥʫʶ 

ʟʘʧʠʩʴ ʥʘ çʗʥʜʝʢʩ.ʄʫʟʳʢʝè. ʂʘʙʠʥʝʪ ʧʦʢʘ ʜʦʩʪʫʧʝʥ ʫ ʯʘʩʪʠ ʘʚʪʦʨʦʚ, ʥʦ ʚ ʙʣʠʞʘʡʰʝʝ ʚʨʝʤʷ 

ʢʦʤʧʘʥʠʷ ʦʙʝʱʘʝʪ ʦʪʢʨʳʪʴ ʝʛʦ ʚʩʝʤ. ʉʪʘʪʠʩʪʠʢʘ ʙʳʣʘ ʜʦʩʪʫʧʥʘ ʧʦʜʢʘʩʪʝʨʘʤ ʠ ʨʘʥʴʰʝ, ʥʦ 

ʧʨʝʜʦʩʪʘʚʣʷʣʘʩʴ ʪʦʣʴʢʦ ʧʦ ʟʘʧʨʦʩʫ ʠ ʦʭʚʘʪʳʚʘʣʘ ʢʘʣʝʥʜʘʨʥʳʡ ʤʝʩʷʮ. 

ɺ ʧʦʤʦʱʴ ʥʦʚʳʤ ʘʚʪʦʨʘʤ ʧʦʜʢʘʩʪʦʚ çʗʥʜʝʢʩ.ʄʫʟʳʢʘè ʟʘʧʫʩʪʠʣʘ çʕʥʮʠʢʣʦʧʝʜʠʶ ʧʦʜʢʘʩʪʝʨʘè ʚ 

çʗʥʜʝʢʩ.ɼʟʝʥʝè. ʂʘʞʜʫʶ ʥʝʜʝʣʶ ʦʧʳʪʥʳʝ ʧʦʜʢʘʩʪʝʨʳ, ʞʫʨʥʘʣʠʩʪʳ, ʢʦʥʪʝʥʪ-ʧʨʦʜʶʩʝʨʳ, 

ʩʧʝʮʠʘʣʠʩʪʳ ʧʦ ʤʘʨʢʝʪʠʥʛʫ ʠ ʨʝʢʣʘʤʝ ʙʫʜʫʪ ʨʘʩʩʢʘʟʳʚʘʪʴ ʦ ʟʘʧʫʩʢʝ ʠ ʧʨʦʜʚʠʞʝʥʠʠ ʧʦʜʢʘʩʪʦʚ, ʘ 

ʪʘʢʞʝ ʦ ʤʦʥʝʪʠʟʘʮʠʠ ʩʚʦʠʭ ʧʨʦʝʢʪʦʚ. 

ʈʘʥʝʝ ɺʎʀʆʄ ʧʦʩʯʠʪʘʣ, ʯʪʦ ʢʘʞʜʳʡ ʧʷʪʳʡ ʨʦʩʩʠʷʥʠʥ ʩʣʫʰʘʝʪ ʧʦʜʢʘʩʪʳ. ʉʦʛʣʘʩʥʦ ʜʘʥʥʳʤ 

ɸʩʩʦʮʠʘʮʠʠ Interactive Advertising Bureau (IAB) ʚ 2019 ʛʦʜʫ ʩʨʝʜʥʝʤʝʩʷʯʥʘʷ ʘʫʜʠʪʦʨʠʷ ʩʣʫʰʘʪʝʣʝʡ 

ʧʦʜʢʘʩʪʦʚ ʩʦʩʪʘʚʠʣʘ 5,1 ʤʣʥ ʩʣʫʰʘʪʝʣʝʡ. 

User-Generated Audio Branding: What You Need To Know To Ride The Next Sonic 

Wave 

Among the shortcomings of short-form video service Quibi was a decision at launch by the Jeffrey 

Katzenberg-led company to wall off its content assets. The move rendered it impossible for viewers to cut 

and paste clips, create memes, share snippets. 

https://www.forbes.com/sites/cathyolson/2020/09/29/user-generated-audio-branding-what-you-need-to-

know-to-ride-the-next-sonic-wave/ 

The misstep was quickly corrected. Why? Because if fans canôt interact with content, if they canôt own and 

share a piece of the experienceðyouôve just hamstrung your best brand ambassadors.  

Audio branding, on the verge of a colossal evolution, is wisely beginning to tap into the power of the 

creator-driven economy. 

Audio can be the key to recognition and recall, but for the most part brands have been simply repeating, 

often shouting, the same musical elements at consumers with limited success. Now, a parcel of 

companies, including startups Vurbl and Blerp, want to help brands embrace user-generated contentða 

cornerstone of our increasingly platform-based ecosystem. 

ñI think we need to stop being so precious about it,ò Sean Thornton, co-founder and creative director 

of Audio UX, advises. ñThe public and your users have an appetite to interact with your brand on a deeper 

https://quibi.com/
https://vurbl.com/
https://blerp.com/
https://auxnyc.com/
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level than you think. Itôs insulting to slap them with an inflexible repeated mantra over and over again. This 

is the opposite end of the spectrum.ò 

Thornton knows a thing or two about the power of unlocking a brandôs sonic assets and empowering 

consumers to authentically engage with them. His company created the revolutionary open-sourced 

soundtrack to elevate Pantoneôs 2020 color of the year, Classic Blue, and is collaborating with Pantone in 

a similar capacity for 2021. 

For the Classic Blue multisensory campaign, Audio UX created and then released all audio elementsð

some 145 micro-musical sounds in allðfree to the public in conjunction with cloud-based music 

platform Landr. 

To date, there have been nearly 2 million sample downloads from the color of the year sample pack, and 

it is the top-performing collection on the Landr platform. 

ñSeeing people who were completely not immersed in the brand interact with these elements and use them 

in their own musicðit was just a fascinating process for us,ò Thornton says. ñOrdinarily no one outside the 

inner circle of a brand is going to get access to these elements. But people really rallied around it. They 

loved taking these core micro elements and remixing them and interacting with them and putting their own 

spin on what they thought the color of the year sounded like.ò  

The success validated one of Audio UXôs core missions: ñHow do we develop the same kind of affinity for 

a brand you may have for your favorite music artist? This is where I believe audio and music can go for 

brands,ò he says. Among other company clients are Simplehuman, Ecobee and a major bank for which 

itôs developing a top-down sonic branding initiative featuring earcons, an audio logo and branded music. 

ñYouTube of Audioò Aspirations 

With a library of millions of primarily user-generated audio assets and a just-completed $1.3 million pre-

seed financing round, Vurbl launches this quarter with the lofty aspiration of becoming the YouTube of 

audio. 

Assets include entertainment, news, spoken-word, meditation, comedy and religious sound snippets, and 

while theyôre rooted in the consumer realm, the LA-based company has a much loftier goalð

revolutionizing the world of digital audio advertising and serving up a scalable, real-time programmatic 

audio ad platform.  

https://www.pantone.com/
https://www.landr.com/
https://www.simplehuman.com/?gclid=Cj0KCQjwtsv7BRCmARIsANu-CQf43tAcuabphdSBxIRpmbiHoI13cOrUWkvPIQWID5_G0Bau_aNRW8YaAvzLEALw_wcB
https://www.ecobee.com/en-us/
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ñWe are creating a centralized place for free audio of all types,ò says founder and CEO Audra Gold. ñGiven 

our breadth and depth of audio content, we'll be building a very large audience across all demographics 

and locations. Our platform streams the audio in real time, providing programmatic ad inventory before, 

during and after someone consumes audio, similar to what YouTube provides for the programmatic video 

space.ò 

User-generated content enables businesses and consumers to create small to massive highly engaged 

fan bases, Gold says, creating an army of brand influencers.  

ñInfluencer content is an incredibly valuable type of content for advertisers to buy into because the 

consumers of that content tend to be very engaged and loyalðresulting in great brand recall on those ads. 

Brands will benefit from being able to hyper-target around our vast content verticals and personalities to 

the ears of the most relevant and timely audiences,ò adds Gold, who previously founded product 

consultancy Product N and led product teams at Rubicon Project RUBI +4.1% and Pluto TV, among 

others.  

An Audio Emoji Repository 

User-generated content also is the primary driver behind startup platform Blerp. The company has a cache 

of more than 500,000 unique sound bites, which it describes as audio emojis, and thousands of user-

created soundboards. It recently closed a funding round with Amazonôs AMZN -3% Alexa Fund, Kickstart 

Seed Fund and others that back the platformôs ability to insert audio expression to any moment via live-

streams, messaging apps and voice chats.  

Launched in 2018, Blerp had a fortuitous integration with Twitch at the beginning of this year that has 

raised the companyôs profile considerably. It now registers millions of fan engagements per month, more 

than 10 times that of Giphy. Like Vurbl, its end game is partnering with brands to help extend their sonic 

footprint via an army of audio ambassadors.  

ñWeôre using all of this momentum in videogames and live-streaming to grow our platform and create that 

flywheel where people are converting to the idea of sharing sound,ò says co-founder Aaron Hsu.  

ñWhere brands and creators can really get excited is, as we continue to upgrade those searches and those 

shares of sounds, thereôll be a huge opportunity to monetize their unique voice on Blerp. When we get to 

10 million, 50 million, 100 million searches a month, thatôs were brands are able to comeðvery similar to 

Gif and Tenorðand advertise in those searches.ò  

https://rubiconproject.com/
https://www.forbes.com/companies/rubicon-project
https://www.forbes.com/companies/rubicon-project
https://pluto.tv/live-tv/funny-af
https://www.forbes.com/companies/amazon
https://www.forbes.com/companies/amazon
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Co-founder Derek Omori concurs: ñThe brand-driven economy we are building is where a company can 

find value in our platform because our distribution brings new ways to monetize. We can really be their 

digital voice on the Internet. Thatôs a powerful way to showcase your brand.ò 

 

MOBILE AND MESSENGERSééééééééééééééééééééééé 

Facebook ʦʪʤʝʥʠʣ ʧʨʘʚʠʣʦ 20% ʪʝʢʩʪʘ ʜʣʷ ʚʠʟʫʘʣʦʚ 

SMM-ʵʢʩʧʝʨʪ ʄʵʪʪ ʅʘʚʘʨʨʘ ʨʘʩʩʢʘʟʘʣ ʦʙ ʠʟʤʝʥʝʥʠʷʭ ʚ ʩʧʨʘʚʦʯʥʦʤ ʮʝʥʪʨʝ Facebook ʚ ʨʘʟʜʝʣʝ çʆ 

ʪʝʢʩʪʝ ʥʘ ʨʝʢʣʘʤʥʳʭ ʠʟʦʙʨʘʞʝʥʠʷʭè. 

https://marketing.by/novosti-rynka/facebook-otmenil-pravilo-20-teksta-dlya-vizualov/  

 

ʈʘʥʝʝ ʧʨʘʚʠʣʘʤʠ ʩʦʮʩʝʪʠ ʧʨʝʜʧʠʩʳʚʘʣʦʩʴ ʩʪʨʦʛʦʝ ʦʛʨʘʥʠʯʝʥʠʝ ʢʦʣʠʯʝʩʪʚʘ ʪʝʢʩʪʘ ʥʘ ʩʥʠʧʧʝʪʘʭ 

ʢ ʧʫʙʣʠʢʘʮʠʷʤ, ʢʦʪʦʨʳʝ ʤʦʛʫʪ ʙʳʪʴ ʧʨʦʤʦʫʪʠʨʦʚʘʥʳ: ʥʝ ʙʦʣʝʝ 20% ʦʪ ʧʣʦʱʘʜʠ ʠʟʦʙʨʘʞʝʥʠʷ. 

ʊʝʧʝʨʴ ʞʝ ʩʧʨʘʚʢʘ ʥʦʩʠʪ ʪʦʣʴʢʦ ʨʝʢʦʤʝʥʜʘʪʝʣʴʥʳʡ ʭʘʨʘʢʪʝʨ: 

https://www.facebook.com/business/help/980593475366490?id=1240182842783684
https://marketing.by/novosti-rynka/facebook-otmenil-pravilo-20-teksta-dlya-vizualov/
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çʅʘʰʠ ʠʩʩʣʝʜʦʚʘʥʠʷ ʧʦʢʘʟʘʣʠ, ʯʪʦ ʨʝʢʣʘʤʥʳʝ ʠʟʦʙʨʘʞʝʥʠʷ, ʪʝʢʩʪ ʥʘ ʢʦʪʦʨʳʭ ʟʘʥʠʤʘʝʪ ʜʦ 

20% ʧʣʦʱʘʜʠ, ʙʦʣʝʝ ʨʝʟʫʣʴʪʘʪʠʚʥʳ. ʇʦʵʪʦʤʫ ʪʝʢʩʪ, ʠʩʧʦʣʴʟʫʝʤʳʡ ʜʣʷ ʧʝʨʝʜʘʯʠ ʩʦʦʙʱʝʥʠʷ, 

ʜʦʣʞʝʥ ʙʳʪʴ ʤʘʢʩʠʤʘʣʴʥʦ ʧʦʥʷʪʥʳʤ ʠ ʣʘʢʦʥʠʯʥʳʤè. 

ʀʟʜʘʥʠʝ SocialMediaToday ʧʠʰʝʪ, ʯʪʦ Facebook ʚʩʢʦʨʝ ʧʦʤʝʥʷʝʪ ʜʦʢʫʤʝʥʪʘʮʠʶ ʚ ʯʘʩʪʠ 

ʧʨʝʜʧʠʩʘʥʠʡ ʢ ʪʝʢʩʪʫ ʥʘ ʨʝʢʣʘʤʥʳʭ ʚʠʟʫʘʣʘʭ. ʀʥʩʪʨʫʤʝʥʪ ʧʦ ʧʨʦʚʝʨʢʝ ʥʘʣʦʞʝʥʠʷ ʪʝʢʩʪʘ ʥʘ 

ʠʟʦʙʨʘʞʝʥʠʝ ʪʘʢʞʝ ʚʩʢʦʨʝ ʩʪʘʥʝʪ ʥʝʜʦʩʪʫʧʝʥ. 

ʂʦʤʧʘʥʠʠ ʩʤʦʛʫʪ ʫʧʨʘʚʣʷʪʴ ʘʢʢʘʫʥʪʘʤʠ ʚ Instagram ʠ Facebook ʠʟ ʦʜʥʦʛʦ 

ʠʥʪʝʨʬʝʡʩʘ 

ɺ 2021 ʛʦʜʫ ʚ ʝʜʠʥʫʶ ʧʣʘʪʬʦʨʤʫ ʪʘʢʞʝ ʜʦʙʘʚʷʪ WhatsApp 

https://www.sostav.ru/publication/facebook-business-suite-45200.html  

 

Facebook ʘʥʦʥʩʠʨʦʚʘʣʘ ʥʦʚʦʝ ʢʨʦʩʩ-ʧʣʘʪʬʦʨʤʝʥʥʦʝ ʨʝʰʝʥʠʝ Facebook Business Suite. ʉ ʝʛʦ 

ʧʦʤʦʱʴʶ ʢʦʤʧʘʥʠʠ ʩʤʦʛʫʪ ʫʧʨʘʚʣʷʪʴ ʩʚʦʠʤʠ ʘʢʢʘʫʥʪʘʤʠ ʚ Facebook ʠ Instagram ʠʟ ʦʜʥʦʛʦ 

ʠʥʪʝʨʬʝʡʩʘ. ɺ ʧʝʨʚʫʶ ʦʯʝʨʝʜʴ ʥʦʚʦʝ ʧʨʠʣʦʞʝʥʠʝ ʨʘʩʩʯʠʪʘʥʦ ʥʘ ʢʦʤʧʘʥʠʠ ʤʘʣʦʛʦ ʙʠʟʥʝʩʘ, 

ʛʦʚʦʨʷʪ ʚ ʢʦʨʧʦʨʘʮʠʠ. 

Facebook 

https://www.sostav.ru/publication/facebook-business-suite-45200.html
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ʇʘʥʜʝʤʠʷ ʧʦʙʫʜʠʣʘ ʚʩʝ ʙʦʣʴʰʝ ʢʦʤʧʘʥʠʡ ʤʘʣʦʛʦ ʠ ʩʨʝʜʥʝʛʦ ʙʠʟʥʝʩʘ ʧʝʨʝʭʦʜʠʪʴ ʚ ʦʥʣʘʡʥ, ʠ 

ʚʦʟʤʦʞʥʦʩʪʴ ʩʦʟʜʘʚʘʪʴ ʠ ʧʣʘʥʠʨʦʚʘʪʴ ʧʦʩʪʳ ʚ Facebook ʠ Instagram ʙʳʣʘ ʦʜʥʠʤ ʠʟ ʢʣʶʯʝʚʳʭ 

ʟʘʧʨʦʩʦʚ, ʢʦʪʦʨʳʝ Facebook ʧʦʣʫʯʘʣ ʦʪ ʄʉɹ, ʛʦʚʦʨʷʪ ʚ ʢʦʤʧʘʥʠʠ. 

ʉ ʧʦʤʦʱʴʶ ʥʦʚʦʛʦ ʧʨʠʣʦʞʝʥʠʷ ʧʨʝʜʧʨʠʥʠʤʘʪʝʣʠ ʩʤʦʛʫʪ ʫʧʨʘʚʣʷʪʴ ʩʦʦʙʱʝʥʠʷʤʠ, ʫʚʝʜʦʤʣʝʥʠʷʤʠ 

ʠ ʨʝʢʣʘʤʦʡ ʠʟ ʦʜʥʦʛʦ ʠʥʪʝʨʬʝʡʩʘ. ʂʨʦʤʝ ʪʦʛʦ, ʠʤ ʙʫʜʝʪ ʜʦʩʪʫʧʥʘ ʘʥʘʣʠʪʠʢʘ ð ʥʘʧʨʠʤʝʨ, ʤʦʞʥʦ 

ʙʫʜʝʪ ʫʟʥʘʪʴ, ʥʘ ʢʘʢʦʡ ʢʦʥʪʝʥʪ ʧʦʣʴʟʦʚʘʪʝʣʠ ʣʫʯʰʝ ʨʝʘʛʠʨʫʶʪ. ɺ 2021 ʛʦʜʫ Facebook ʧʣʘʥʠʨʫʝʪ 

ʜʦʙʘʚʠʪʴ ʚ ʥʦʚʫʶ ʧʣʘʪʬʦʨʤʫ ʩʚʦʡ ʤʝʩʩʝʥʜʞʝʨ WhatsApp. 

ɺ ʤʘʝ Facebook ʧʨʝʜʩʪʘʚʠʣʘ ʧʣʘʪʬʦʨʤʫ Facebook Shops. ʉ ʝʝ ʧʦʤʦʱʴʶ ʢʦʤʧʘʥʠʠ ʤʘʣʦʛʦ ʠ 

ʩʨʝʜʥʝʛʦ ʙʠʟʥʝʩʘ ʤʦʛʫʪ ʩʦʟʜʘʚʘʪʴ ʙʝʩʧʣʘʪʥʳʝ ʚʠʪʨʠʥʳ ʪʦʚʘʨʦʚ ʚ ʩʦʮʩʝʪʷʭ. 

 

Instagramôs would-be TikTok killer, Reels, struggles to gain traction 

Six weeks ago, in an effort to play catch-up to the hugely popular TikTok, Instagram introduced Reels, a 

service for posting video clips of people dancing on roller skates and making homemade Hot Pockets. But 

so far, the verdict from users and advertisers is that Reels isn't much of a threat. 

TikTok users complain that Reels' tools for editing videos are limited and that they don't let them add as 

many special effects to their videos, like slow motion. And some of the young Generation Z users said 

Instagram, the go-to social media service for adolescents just a few years ago, is now mostly where older 

people hang out. 

ñMy overall impression of...Reels has been somewhat negative," Michael Levine, an analyst at Pivotal 

Research, said in a recent note to investors. "I think it's a copycat that doesn't have any traction just yet." 

For Instagram and its parent company, Facebook, the stakes are considerable. Reels is their most recent 

effort to keep up with the latest social media trends and, by extension, retain their ad dominance. 

The competitive landscape, however, is uncertain. President Trump threatened to shutter TikTok, owned 

by a Chinese company, over national security concerns. Since then, after TikTok proposed a deal involving 

Oracle and Walmart, Trump both tentatively approved the combination and cast doubts on it. 

What is clear is that Reels has yet to gain many users, according to mobile app data analytics firm Sensor 

Tower. If it had, it would likely have been reflected in an increase in the number of downloads of 

https://fortune.com/2020/08/05/instagram-reels-facebook-tiktok-launch/


 

 

 

23 

 

Instagram's app. But the number of installs by U.S. users of Instagram from Aug. 5 to Sept. 15 totaled 4.7 

million, the same number as from June 24 to Aug. 4, according to Sensor Tower. 

Influencers, who are paid by brands to promote their products to their thousands of followers, generally 

agree that Reels lacks some of the bells and whistles of TikTok. Therefore, they don't spend much time 

on it, if any. 

ñReels is pretty simple and basic,ò says a 24-year-old social media influencer from Los Angeles who goes 

by the name of CJ Operamericano. 

An Instagram spokesperson says Reels is working to ñimprove the experience" for users, though no major 

updates have rolled out yet. It's also testing a Reels tab on the home screen of Instagram's app in some 

countries, a spokesperson said, which would increase the visibility of Reels to Instagram's 1 billion users. 

Instagram declined to disclose the number of users Reels has. Instead, as proof of the appeal of Reels, it 

pointed to several high-profile influencers who are using the service to make videos focused on food, 

beauty, and dance. 

But to attract some top influencers to Reels, Instagram is covering the production costs of their videos. 

Instagram explains that it has a ñlong historyò of trying to bring emerging creators to its service. 

Still, several influencers who are now on Reels use it merely to cross-post their videos from TikTok, which 

doesn't require much extra effort. They also say it helps them show off their social media portfolio to 

advertisers, who want to reach TikTokers but don't use the service. 

ñA lot of clients find me through [Instagram],ò says Operamericano, referring to brands who do deals with 

her. But ñTikTok is my main platform.ò 

Reels, whether intentionally or by coincidence, debuted at around the same time that President Trump 

threw TikTokôs future into uncertainty. Since then, TikTok's owner, ByteDance, proposed spinning out the 

service and making enterprise software company Oracle TikTok's ñtrusted technology provider.ò The deal 

falls short of the sale that Trump had initially demanded, and just two days after offering his approval 

Trump suggested he may reverse course and ultimately block the deal. 

Advertisers are also skeptical about Reels. A recent survey by Pivotal Research of 54 large ad 

agencies and advertisers found that 61% of respondents say Reels isn't an effective competitor to 

TikTok. Additionally, half of the respondents were unsure whether Instagram's ad revenue will increase 

because of the addition of Reels. 
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Despite the mostly lukewarm reception, analysts said itôs too soon to discount Reels. They cite Instagram's 

legions of users who could potentially be enticed to try Reels. 

ñHaving the power of Instagram to push Reels to users can make the difference between ólife and deathô 

for a new social media format,ò says Colin Sebastian, an analyst at investment bank Baird Equity 

Research. 

There are reasons for optimism. Interest in Reels spiked when it debuted, based on the number of times 

users searched for it on Google, according to Sebastian. After slowing for several weeks, it's now making 

modest gains again, with searches for Reels increasing 15% during the week of Sept. 9 compared to the 

previous week. However, searches are still four times lower now than during the week Reels debuted. 

E-COMMERCE éééééééé.ééééééééééééééééééééé 

çɺʂʦʥʪʘʢʪʝè ʟʘʧʫʩʪʠʪ ʤʘʨʢʝʪʧʣʝʡʩ ʚʥʫʪʨʠ ʩʦʮʩʝʪʠ 

ɺ ʥʝʤ ʧʦʣʴʟʦʚʘʪʝʣʠ ʩʤʦʛʫʪ ʢʫʧʠʪʴ ʪʦʚʘʨʳ ʦʪ ʩʦʦʙʱʝʩʪʚ ʠ ʜʨʫʟʝʡ 

https://www.sostav.ru/publication/vkontakte-market-45220.html  

çɺʂʦʥʪʘʢʪʝè ʟʘʧʫʩʪʠʣʘ ʤʘʨʢʝʪʧʣʝʡʩ çʄʘʨʢʝʪè, ʚ ʢʦʪʦʨʦʤ ʧʦʣʴʟʦʚʘʪʝʣʠ ʩʤʦʛʫʪ ʧʨʠʦʙʨʝʩʪʠ ʪʦʚʘʨʳ 

ʦʪ ʩʦʦʙʱʝʩʪʚ ʠ ʜʨʫʟʝʡ, ʘ ʪʘʢʞʝ ʧʦʣʫʯʘʪʴ ʧʝʨʩʦʥʘʣʴʥʳʝ ʧʦʜʙʦʨʢʠ ʠ ʨʝʢʦʤʝʥʜʘʮʠʠ, ʚʦʟʤʦʞʥʦʩʪʴ 

ʜʦʙʘʚʠʪʴ ʩʚʦʡ ʪʦʚʘʨ. ʉʦʦʙʱʝʥʠʝ ʦʙ ʵʪʦʤ ʧʦʩʪʫʧʠʣʦ ʚ ʩʦʩʪʘʚ ʦʪ ʧʨʝʩʩ-ʩʣʫʞʙʳ çɺʂʦʥʪʘʢʪʝè. 

ʈʘʟʜʝʣ çʄʘʨʢʝʪè ʩʪʘʥʝʪ ʜʦʩʪʫʧʝʥ ʚʩʝʤ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʚ ʤʝʥʶ ʜʝʩʢʪʦʧʥʦʡ ʚʝʨʩʠʠ çɺʂʦʥʪʘʢʪʝè ʚ 

ʙʣʠʞʘʡʰʠʝ ʜʥʠ, ʦʪʤʝʪʠʣʠ ʚ ʩʦʮʩʝʪʠ. ɺ ʙʫʜʫʱʝʤ ʦʥ ʪʘʢʞʝ ʧʦʷʚʠʪʩʷ ʠ ʚ ʤʦʙʠʣʴʥʦʤ ʧʨʠʣʦʞʝʥʠʠ, 

ʦʙʲʝʜʠʥʠʚʰʠʩʴ ʩ ʣʝʥʪʦʡ çʇʦʢʫʧʢʠè. 

https://www.sostav.ru/publication/vkontakte-market-45220.html
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ʅʘ ʜʘʥʥʳʡ ʤʦʤʝʥʪ ʚ çʄʘʨʢʝʪʝè ʩʦʙʨʘʥʳ ʧʨʝʜʣʦʞʝʥʠʷ ʦʪ 190 ʪʳʩ. ʧʨʦʜʘʚʮʦʚ. ɺ ʩʦʮʩʝʪʠ ʩʯʠʪʘʶʪ, 

ʯʪʦ çʄʘʨʢʝʪè ʧʦʤʦʞʝʪ ʧʦʣʴʟʦʚʘʪʝʣʷʤ ʥʘʭʦʜʠʪʴ ʪʦʚʘʨʳ, ʢʦʪʦʨʳʝ ʦʥʠ ʥʝ ʚʩʪʨʝʪʷʪ ʥʘ ʜʨʫʛʠʭ 

ʧʣʦʱʘʜʢʘʭ, ʘ ʙʠʟʥʝʩʫ ð ʧʦʣʫʯʠʪʴ ʙʦʣʴʰʝ ʟʘʢʘʟʦʚ. 

ʄʘʨʢʝʪʧʣʝʡʩ ʦʩʥʘʱʝʥ ʨʘʟʜʝʣʦʤ ʧʦʠʩʢ, ʚ ʥʝʤ ʝʩʪʴ ʪʝʤʘʪʠʯʝʩʢʠʝ ʢʘʪʝʛʦʨʠʠ ʠ ʧʝʨʩʦʥʘʣʴʥʳʝ 

ʧʦʜʙʦʨʢʠ. ɿʘ ʨʝʢʦʤʝʥʜʘʮʠʠ ʦʪʚʝʯʘʝʪ ʩʧʝʮʠʘʣʴʥʳʡ ʘʣʛʦʨʠʪʤ, ʢʦʪʦʨʳʡ ʫʯʠʪʳʚʘʝʪ ʛʦʨʦʜ, ʚʦʟʨʘʩʪ ʠ 

ʫʚʣʝʯʝʥʠʷ ʧʦʣʴʟʦʚʘʪʝʣʷ, ʘ ʪʘʢʞʝ ʩʝʟʦʥ, ʚ ʢʦʪʦʨʳʡ ʩʦʚʝʨʰʘʝʪʩʷ ʧʦʢʫʧʢʘ. ʆʧʣʘʪʫ ʤʦʞʥʦ 

ʧʨʦʠʟʚʦʜʠʪʴ ʩ ʧʦʤʦʱʴʶ ʙʘʥʢʦʚʩʢʦʡ ʢʘʨʪʳ ʠʣʠ ʯʝʨʝʟ VK Pay. 

ɺ ʩʦʦʙʱʝʥʠʠ ʪʘʢʞʝ ʦʪʤʝʯʘʝʪʩʷ, ʯʪʦ ʧʨʝʠʤʫʱʝʩʪʚʦ ʚ ʧʦʠʩʢʦʚʦʡ ʚʳʜʘʯʝ ʧʦʣʫʯʘʶʪ ʤʘʛʘʟʠʥʳ ʩ 

ʦʥʣʘʡʥ ʦʧʣʘʪʦʡ, ʜʦʩʪʘʚʢʦʡ ʟʘʢʘʟʦʚ ʠ ʚʝʨʠʬʠʢʘʮʠʝʡ. ʕʪʦ ʜʦʣʞʥʦ ʫʣʫʯʰʠʪʴ ʢʣʠʝʥʪʩʢʠʡ ʦʧʳʪ ʠ 

ʧʦʤʦʯʴ ʥʘʭʦʜʠʪʴ ʧʨʦʚʝʨʝʥʥʳʭ ʧʨʦʜʘʚʮʦʚ. 

ʀʨʠʥʘ ɼʝʥʝʞʢʠʥʘ, ʜʠʨʝʢʪʦʨ ʧʦ ʵʣʝʢʪʨʦʥʥʦʡ ʢʦʤʤʝʨʮʠʠ çɺʂʦʥʪʘʢʪʝè: 

çɺ çʄʘʨʢʝʪʝè ʝʩʪʴ ʬʫʥʢʮʠʠ, ʙʝʟ ʢʦʪʦʨʳʭ ʩʝʡʯʘʩ ʩʣʦʞʥʦ ʧʨʝʜʩʪʘʚʠʪʴ ʣʶʙʦʡ ʠʥʪʝʨʥʝʪ-

ʤʘʛʘʟʠʥ: ʪʝʤʘʪʠʯʝʩʢʠʝ ʢʘʪʝʛʦʨʠʠ, ʫʜʦʙʥʳʡ ʧʦʠʩʢ, ʩʧʠʩʦʢ ʟʘʢʘʟʦʚ, ʠʥʬʦʨʤʘʮʠʷ ʦʙ ʘʢʮʠʷʭ. ʅʦ ʥʘ 

ʬʦʥʝ ʚʩʝʭ ʜʨʫʛʠʭ ʧʣʦʱʘʜʦʢ çʄʘʨʢʝʪè ʚʳʜʝʣʷʝʪʩʷ ʩʦʮʠʘʣʴʥʦʩʪʴʶ, ʢʦʪʦʨʘʷ ʚʦʟʤʦʞʥʘ 

ʙʣʘʛʦʜʘʨʷ çɺʂʦʥʪʘʢʪʝè. <é> ʄʳ ʧʣʘʥʠʨʫʝʤ ʠ ʜʘʣʴʰʝ ʨʘʟʚʠʚʘʪʴ ʩʦʮʠʘʣʴʥʫʶ ʩʪʦʨʦʥʫ ʨʘʟʜʝʣʘ 

ð ʢ ʧʨʠʤʝʨʫ, ʜʦʙʘʚʠʪʴ ʦʪʟʳʚʳ ʥʘ ʪʦʚʘʨʳ ʦʪ ʙʣʦʛʝʨʦʚ ʠ ʜʨʫʛʠʭ ʧʦʣʴʟʦʚʘʪʝʣʝʡ.è 
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ʀʉʉʃɽɼʆɺɸʅʀʗ 

Zenith: ʚ 2020 ʛʦʜʫ ʨʝʢʣʘʤʥʳʝ ʙʶʜʞʝʪʳ ʘʚʪʦʤʦʙʠʣʴʥʳʭ ʙʨʝʥʜʦʚ ʩʦʢʨʘʪʷʪʩʷ 

ʥʘ 21% 

ɺ 2020 ʛ. ʨʘʩʭʦʜʳ ʘʚʪʦʤʦʙʠʣʴʥʳʭ ʢʦʤʧʘʥʠʡ ʥʘ ʧʨʦʜʚʠʞʝʥʠʝ ʩʦʢʨʘʪʷʪʩʷ ʚ 2,5 ʨʘʟʘ ʙʳʩʪʨʝʝ, ʯʝʤ 

ʨʝʢʣʘʤʥʳʡ ʨʳʥʦʢ ʚ ʮʝʣʦʤ. ʉʦʛʣʘʩʥʦ ʧʨʦʛʥʦʟʫ ʘʛʝʥʪʩʪʚʘ Zenith, ʥʘ 10 ʢʣʶʯʝʚʳʭ ʨʳʥʢʘʭ ʩʦʢʨʘʱʝʥʠʝ 

ʨʘʩʭʦʜʦʚ ʘʚʪʦʙʨʝʥʜʦʚ ʩʦʩʪʘʚʠʪ 21%, ʪʦʛʜʘ ʢʘʢ ʦʙʱʠʝ ʟʘʪʨʘʪʳ ʨʝʢʣʘʤʦʜʘʪʝʣʝʡ ʩʥʠʟʷʪʩʷ ʥʘ 9%. 

https://adindex.ru/news/researches/2020/09/23/285415.phtml 

ɸʚʪʦʨʳ Automotive Advertising Expenditure Forecasts ʦʪʤʝʯʘʶʪ, ʯʪʦ ʧʘʥʜʝʤʠʷ ʦʩʪʘʚʠʣʘ 

ʧʦʪʨʝʙʠʪʝʣʝʡ ʚ ʨʘʩʪʝʨʷʥʥʦʩʪʠ ʠ ʟʘʩʪʘʚʠʣʘ ʤʥʦʛʠʭ ʣʶʜʝʡ ʦʪʢʘʟʘʪʴʩʷ ʦʪ ʢʨʫʧʥʳʭ ʧʦʢʫʧʦʢ. ɺ ʩʚʦʶ 

ʦʯʝʨʝʜʴ, ʘʚʪʦʧʨʦʠʟʚʦʜʠʪʝʣʠ ʠʩʧʳʪʳʚʘʣʠ ʪʨʫʜʥʦʩʪʠ ʩ ʧʦʩʪʘʚʢʘʤʠ ð ʚʦ ʤʥʦʛʠʭ ʩʪʨʘʥʘʭ 

ʦʛʨʘʥʠʯʝʥʠʷ ʧʨʠʚʝʣʠ ʢ ʧʨʠʦʩʪʘʥʦʚʢʝ ʟʘʚʦʜʦʚ. ʂʘʢ ʪʦʣʴʢʦ ʢʦʤʧʘʥʠʠ ʦʩʦʟʥʘʣʠ ʛʣʫʙʠʥʫ ʢʨʠʟʠʩʘ, ʦʥʠ 

ʨʝʟʢʦ ʩʦʢʨʘʪʠʣʠ ʤʘʨʢʝʪʠʥʛʦʚʳʝ ʙʶʜʞʝʪʳ. ʅʘʠʙʦʣʴʰʝʝ ʧʘʜʝʥʠʝ, ʢʘʢ ʠ ʩʣʝʜʦʚʘʣʦ ʦʞʠʜʘʪʴ, 

ʥʘʙʣʶʜʘʣʦʩʴ ʚ ʘʧʨʝʣʝ ʠ ʤʘʝ, ʧʦʩʣʝ ʯʝʛʦ ʥʘʯʘʣʦʩʴ ʤʝʜʣʝʥʥʦʝ ʚʦʩʩʪʘʥʦʚʣʝʥʠʝ. 

ʆʜʥʘʢʦ ʫʞʝ ʚ ʩʣʝʜʫʶʱʝʤ ʛʦʜʫ ʘʚʪʦʢʦʥʮʝʨʥʳ ʥʘʚʝʨʩʪʘʶʪ ʫʧʫʱʝʥʥʦʝ: Zenith ʧʨʦʛʥʦʟʠʨʫʝʪ ʨʦʩʪ 

ʨʝʢʣʘʤʥʳʭ ʨʘʩʭʦʜʦʚ ʥʘ 10,5% ʚ 2021 ʛ. ʠ ʫʚʝʣʠʯʝʥʠʝ ʥʘ 11,4% ʚ 2022 ʛ. ʕʢʩʧʝʨʪʳ ʪʘʢʞʝ ʦʞʠʜʘʶʪ, 

ʯʪʦ ʚʧʝʨʚʳʝ ʩ 2017 ʛ. ʧʨʦʜʘʞʠ ʣʝʛʢʦʚʳʭ ʘʚʪʦʤʦʙʠʣʝʡ ʧʦʡʜʫʪ ʚʚʝʨʭ ð ʙʣʘʛʦʜʘʨʷ ʨʝʘʣʠʟʘʮʠʠ 

ʦʪʣʦʞʝʥʥʦʛʦ ʩʧʨʦʩʘ ʠ ʩʪʨʘʭʘʤ, ʩʚʷʟʘʥʥʳʤ ʩ ʠʩʧʦʣʴʟʦʚʘʥʠʝʤ ʦʙʱʝʩʪʚʝʥʥʦʛʦ ʠ ʘʨʝʥʜʫʝʤʦʛʦ 

ʪʨʘʥʩʧʦʨʪʘ. 

https://adindex.ru/news/researches/2020/09/23/285415.phtml
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ʊʝʤ ʥʝ ʤʝʥʝʝ, ʥʝʩʤʦʪʨʷ ʥʘ ʚʦʩʩʪʘʥʦʚʣʝʥʠʝ ʚ 2021 ʠ 2022 ʛʛ., ʦʙʲʝʤ ʨʘʩʭʦʜʦʚ ʘʚʪʦʙʨʝʥʜʦʚ ʥʘ 

ʨʝʢʣʘʤʫ ʥʝ ʜʦʩʪʠʛʥʝʪ ʧʨʦʰʣʦʛʦʜʥʝʛʦ ʫʨʦʚʥʷ. ɺ Zenith ʧʦʣʘʛʘʶʪ, ʯʪʦ ʚ 2022 ʛ. ʠʭ ʙʶʜʞʝʪʳ ʙʫʜʫʪ ʥʘ 

2,8% ʤʝʥʴʰʝ ʦʪʥʦʩʠʪʝʣʴʥʦ 2019-ʛʦ, ʪʦʛʜʘ ʢʘʢ ʨʝʢʣʘʤʥʳʡ ʨʳʥʦʢ ʚ ʮʝʣʦʤ ʥʝ ʜʦʪʷʥʝʪ ʚʩʝʛʦ ʥʘ 0,6%. 

ɸʛʝʥʪʩʪʚʦ ʦʮʝʥʠʚʘʝʪ ʜʦʣʶ digital ʚ ʤʝʜʠʘʤʠʢʩʝ ʘʚʪʦʤʦʙʠʣʴʥʳʭ ʙʨʝʥʜʦʚ ʚ 42% ʧʦ ʠʪʦʛʘʤ 2019 ʛ., 

ʯʪʦ ʤʝʥʴʰʝ ʦʙʱʝʨʳʥʦʯʥʦʛʦ ʧʦʢʘʟʘʪʝʣʷ ʚ 49%. ɿʘʪʦ ʘʚʪʦʢʦʤʧʘʥʠʠ ʙʦʣʴʰʝ ʪʨʘʪʷʪ ʥʘ ʊɺ-ʨʝʢʣʘʤʫ: 

32% ʙʶʜʞʝʪʘ ʧʨʦʪʠʚ 27% ʫ ʩʨʝʜʥʝʩʪʘʪʠʩʪʠʯʝʩʢʦʛʦ ʙʨʝʥʜʘ. ʏʪʦ ʢʘʩʘʝʪʩʷ ʛʘʟʝʪ, ʪʦ ʠʭ ʜʦʣʷ 

ʩʦʩʪʘʚʣʷʝʪ 11% (ʦʙʱʝʨʳʥʦʯʥʳʡ ʧʦʢʘʟʘʪʝʣʴ ð 7%), ʚ ʦʩʥʦʚʥʦʤ ʟʘ ʩʯʝʪ ʀʥʜʠʠ ʠ ɻʝʨʤʘʥʠʠ, ʛʜʝ 

ʧʨʝʩʩʘ ʧʦʣʴʟʫʝʪʩʷ ʩʧʨʦʩʦʤ ʫ ʦʙʨʘʟʦʚʘʥʥʦʡ, ʦʙʝʩʧʝʯʝʥʥʦʡ ʘʫʜʠʪʦʨʠʠ. ʂʨʦʤʝ ʪʦʛʦ, ʘʚʪʦʤʦʙʠʣʴʥʳʝ 

ʧʨʦʠʟʚʦʜʠʪʝʣʠ ʦʭʦʪʥʦ ʧʨʦʜʚʠʛʘʶʪʩʷ ʚ ʢʠʥʦʪʝʘʪʨʘʭ, ʛʜʝ ʧʨʦʚʦʜʠʪ ʚʨʝʤʷ ʤʦʣʦʜʘʷ ʘʫʜʠʪʦʨʠʷ, ʠ ʥʘ 

ʨʘʜʠʦ. 
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ʂ 2022 ʛ. ʠʥʪʝʨʥʝʪ ʩʪʘʥʝʪ ʝʜʠʥʩʪʚʝʥʥʳʤ ʩʝʛʤʝʥʪʦʤ, ʢʦʪʦʨʳʡ ʧʦʢʘʞʝʪ ʧʨʠʨʦʩʪ ʙʶʜʞʝʪʦʚ (+9%) ʧʦ 

ʩʨʘʚʥʝʥʠʶ ʩ 2019-ʤ, ʦʞʠʜʘʶʪ ʘʚʪʦʨʳ ʠʩʩʣʝʜʦʚʘʥʠʷ. ʂʘʪʝʛʦʨʠʷ çɸʚʪʦè ʙʫʜʝʪ ʙʦʣʴʰʝ ʧʦʣʘʛʘʪʴʩʷ 

ʥʘ ʧʨʝʤʠʘʣʴʥʳʡ digital-ʚʠʜʝʦʠʥʚʝʥʪʘʨʴ, ʯʪʦʙʳ ʢʦʤʧʝʥʩʠʨʦʚʘʪʴ ʩʥʠʞʝʥʠʝ ʪʝʣʝʚʠʟʠʦʥʥʳʭ 

ʨʝʡʪʠʥʛʦʚ ʚ ʧʨʘʡʤ-ʪʘʡʤʝ, ʘ ʪʘʢʞʝ ʩʦʚʝʨʰʝʥʩʪʚʦʚʘʪʴ ʪʘʨʛʝʪʠʥʛ. ʂ ʪʦʤʫ ʞʝ ʚ ʧʘʥʜʝʤʠʶ ʦʥʣʘʡʥ ʩʪʘʣ 

ʚʘʞʥʳʤ ʢʘʥʘʣʦʤ ʧʨʦʜʘʞ, ʢʦʪʦʨʳʡ ʢʦʤʧʘʥʠʠ ʥʘʯʘʣʠ ʫʩʢʦʨʝʥʥʦ ʦʩʚʘʠʚʘʪʴ ʠ ʨʘʟʚʠʚʘʪʴ. 

ɿʘ ʯʝʪʳʨʝ ʛʦʜʘ, ʩ 2019-ʛʦ ʧʦ 2022-ʡ, ʩʦʢʨʘʱʝʥʠʝ ʊɺ-ʙʶʜʞʝʪʦʚ ʩʦʩʪʘʚʠʪ 6%, ʥʘ ʨʘʜʠʦ ʩʥʠʞʝʥʠʝ 

ʩʦʩʪʘʚʠʪ 7%, ʚ OOH ð 10%, ʚ ʢʠʥʦʪʝʘʪʨʘʭ ð 16%, ʚ ʛʘʟʝʪʘʭ ð 27%, ʚ ʞʫʨʥʘʣʘʭ ð 28%. 
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ɺ ʈʦʩʩʠʠ ʚʩʝ ʤʝʜʠʘʢʘʥʘʣʳ, ʢʨʦʤʝ ʢʠʥʦʪʝʘʪʨʦʚ, ʟʘʤʝʪʷʪ ʦʪʪʦʢ ʘʚʪʦʤʦʙʠʣʴʥʳʭ ʙʶʜʞʝʪʦʚ. ʇʦ 

ʧʨʦʛʥʦʟʘʤ Zenith, ʚ 2020 ʛ. ʩʦʢʨʘʱʝʥʠʝ ʨʘʩʭʦʜʦʚ ʩʦʩʪʘʚʠʪ 13,2%. ʅʘʠʙʦʣʴʰʝʝ ʧʘʜʝʥʠʝ ʦʞʠʜʘʝʪʩʷ 

ʚ ʧʨʝʩʩʝ (-37,5% ʫ ʛʘʟʝʪ). ɺ ʧʨʝʜʝʣʘʭ 16ï19% ʩʦʢʨʘʪʷʪʩʷ ʟʘʪʨʘʪʳ ʥʘ ʥʘʨʫʞʢʫ, ʊɺ ʠ ʨʘʜʠʦ, ʥʘ 5,5% 

ï ʚ digital. ʈʘʩʭʦʜʳ ʥʘ cinema ʦʩʪʘʥʫʪʩʷ ʥʘ ʧʨʝʞʥʝʤ ʫʨʦʚʥʝ. 

ɺ 2021 ʛ. ʘʚʪʦʢʦʤʧʘʥʠʠ ʫʚʝʣʠʯʘʪ ʨʘʩʭʦʜʳ ʥʘ ʧʨʦʜʚʠʞʝʥʠʝ ʚ ʈʦʩʩʠʠ ʥʘ 15,8%, ʘ ʚ 2022 ʛ. ð ʥʘ 

11,4%, ʛʦʚʦʨʠʪʩʷ ʚ ʠʩʩʣʝʜʦʚʘʥʠʠ. 
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ɺ Procter&Gamble ʥʘʟʚʘʣʠ ʧʨʘʢʪʠʢʫ ʧʦʢʫʧʢʠ ʵʬʠʨʥʦʛʦ ʚʨʝʤʝʥʠ ʥʘ ʊɺ 

ʫʩʪʘʨʝʚʰʝʡ ʠ ʥʝʵʬʬʝʢʪʠʚʥʦʡ 

ʄʘʨʢ ʇʨʠʪʯʘʨʜ, ʜʠʨʝʢʪʦʨ ʧʦ ʤʘʨʢʝʪʠʥʛʫ ʧʨʦʠʟʚʦʜʠʪʝʣʷ ʪʦʚʘʨʦʚ ʧʦʚʩʝʜʥʝʚʥʦʛʦ ʩʧʨʦʩʘ Procter & 

Gamble, ʧʨʠʟʚʘʣ ʚʥʝʩʪʠ ʠʟʤʝʥʝʥʠʷ ʚ ʝʞʝʛʦʜʥʳʡ ʧʨʦʮʝʩʩ ʧʨʝʜʦʧʣʘʪʳ ʥʘ ʪʝʣʝʚʠʜʝʥʠʠ. ʆʙ ʵʪʦʤ 

ʧʠʰʝʪ The Wall Street Jornal. 

https://marketing.by/novosti-rynka/v-procter-gamble-nazvali-praktiku-pokupki-efirnogo-vremeni-na-tv-

ustarevshey-i-neeffektivnoy/  

ʂʘʞʜʫʶ ʚʝʩʥʫ ʚʦ ʚʨʝʤʷ ʧʨʝʜʚʘʨʠʪʝʣʴʥʳʭ ʧʝʨʝʛʦʚʦʨʦʚ ʤʝʜʠʘʘʛʝʥʪʩʪʚʘ, ʨʘʙʦʪʘʶʱʠʝ ʦʪ ʠʤʝʥʠ 

ʙʨʝʥʜʦʚ, ʦʙʷʟʫʶʪʩʷ ʧʦʢʫʧʘʪʴ ʪʝʣʝʚʠʟʠʦʥʥʦʝ ʨʝʢʣʘʤʥʦʝ ʚʨʝʤʷ ʦʧʪʦʤ ʜʣʷ ʦʩʝʥʥʠʭ ʠ ʟʠʤʥʠʭ 

ʧʨʦʛʨʘʤʤ. ʄʘʨʢ ʇʨʠʪʯʘʨʜ ʧʨʝʜʣʦʞʠʣ ʩʜʚʠʥʫʪʴ ʵʪʘʧ ʧʝʨʝʛʦʚʦʨʦʚ ʥʘ ʙʦʣʝʝ ʧʦʟʜʥʝʝ ʚʨʝʤʷ, ʘ ʪʘʢʞʝ 

ʩʜʝʣʘʪʴ ʙʦʣʝʝ ʛʠʙʢʠʤʠ ʫʩʣʦʚʠʷ ʜʣʷ ʧʦʢʫʧʢʠ ʨʝʢʣʘʤʳ ʙʣʠʞʝ ʢ ʪʦʤʫ ʚʨʝʤʝʥʠ, ʢʦʛʜʘ ʦʥʘ 

ʪʨʘʥʩʣʠʨʫʝʪʩʷ. 

ɹʨʝʥʜʳ ʧʦʯʪʠ ʚʩʝʛʜʘ ʟʘʢʘʥʯʠʚʘʶʪ ʪʝʤ, ʯʪʦ çʧʦʢʫʧʘʶʪ ʩʣʠʰʢʦʤ ʤʥʦʛʦè, ʩʢʘʟʘʣ ʄʘʨʢ ʇʨʠʪʯʘʨʜ. 

ɺʤʝʩʪʦ ʵʪʦʛʦ ʦʥ ʧʨʝʜʣʦʞʠʣ ʟʘʢʫʧʘʪʴ çʦʧʮʠʦʥʳè, ʢʦʪʦʨʳʝ ʧʦʟʚʦʣʷʪ ʚʝʨʥʫʪʴ ʯʘʩʪʴ ʨʘʩʭʦʜʦʚ ʙʝʟ 

ʰʪʨʘʬʥʳʭ ʩʘʥʢʮʠʡ. 

 

https://marketing.by/novosti-rynka/v-procter-gamble-nazvali-praktiku-pokupki-efirnogo-vremeni-na-tv-ustarevshey-i-neeffektivnoy/
https://marketing.by/novosti-rynka/v-procter-gamble-nazvali-praktiku-pokupki-efirnogo-vremeni-na-tv-ustarevshey-i-neeffektivnoy/
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çʇʦʢʫʧʢʘ ʩʣʠʰʢʦʤ ʙʦʣʴʰʦʛʦ ʢʦʣʠʯʝʩʪʚʘ ʠʥʚʝʥʪʘʨʷ ʚ ʣʫʯʰʝʤ ʩʣʫʯʘʝ ʥʝʵʬʬʝʢʪʠʚʥʘ, ʘ ʚ ʭʫʜʰʝʤ 

ð ʧʨʠʚʦʜʠʪ ʢ ʠʟʙʳʪʦʯʥʦʡ ʯʘʩʪʦʪʝ ʧʦʢʘʟʦʚ ʠʟ-ʟʘ ʙʦʣʴʰʦʡ ʥʘʛʨʫʟʢʠ ʥʘ ʨʝʢʣʘʤʫ ʚ ʧʨʦʛʨʘʤʤʘʭ, 

ʯʪʦ ʨʘʟʜʨʘʞʘʝʪ ʧʦʪʨʝʙʠʪʝʣʝʡ ʠ ʪʨʘʪʠʪ ʚʧʫʩʪʫʶ ʜʝʥʴʛʠè, ð ʟʘʷʚʠʣ ʛʣʘʚʘ ʤʘʨʢʝʪʠʥʛʘ P&G. 

ɼʝʡʩʪʚʫʶʱʠʡ ʩʧʦʩʦʙ ʟʘʢʫʧʢʠ ʪʝʣʝʨʝʢʣʘʤʳ ʧʦʟʚʦʣʷʝʪ ʤʝʜʠʘʢʦʤʧʘʥʠʷʤ ʠʩʧʦʣʴʟʦʚʘʪʴ ʠʥʬʦʨʤʘʮʠʶ 

ʦ ʙʶʜʞʝʪʥʳʭ ʧʨʦʛʥʦʟʘʭ ʢʣʠʝʥʪʦʚ, ʩʯʠʪʘʝʪ ʇʨʠʪʯʘʨʜ. ʇʦ ʝʛʦ ʩʣʦʚʘʤ, ʦʥʠ ʠʩʧʦʣʴʟʫʶʪ ʵʪʫ 

ʠʥʬʦʨʤʘʮʠʶ ʜʣʷ ʦʧʨʝʜʝʣʝʥʠʷ ʥʘʣʠʯʠʷ ʠʥʚʝʥʪʘʨʷ ʠ ʧʦʜʜʝʨʞʘʥʠʷ ʚʳʩʦʢʠʭ ʩʪʘʚʦʢ ʜʣʷ 

ʤʘʨʢʝʪʦʣʦʛʦʚ, ʥʝʩʤʦʪʨʷ ʥʘ ʜʦʣʛʦʩʨʦʯʥʦʝ ʩʥʠʞʝʥʠʝ ʨʝʡʪʠʥʛʦʚ ʊɺ. 

Procter & Gamble ʩʪʘʨʘʝʪʩʷ ʟʘʢʣʶʯʘʪʴ ʢʘʢ ʤʦʞʥʦ ʙʦʣʴʰʝ ʩʜʝʣʦʢ ʥʘʧʨʷʤʫʶ ʩ ʪʝʣʝʚʠʟʠʦʥʥʳʤʠ 

ʩʝʪʷʤʠ ʠ ʤʝʥʴʰʝ ʧʦʣʘʛʘʪʴʩʷ ʥʘ ʘʛʝʥʪʩʪʚʘ. 

çʏʪʦʙʳ ʫʨʘʚʥʷʪʴ ʧʨʘʚʠʣʘ ʠʛʨʳ, ʤʳ ʚʝʜʝʤ ʧʝʨʝʛʦʚʦʨʳ ʥʘʧʨʷʤʫʶ ʩ ʤʘʢʩʠʤʘʣʴʥʦ ʚʦʟʤʦʞʥʳʤ 

ʢʦʣʠʯʝʩʪʚʦʤ ʫʯʘʩʪʥʠʢʦʚè, ð ʦʪʤʝʪʠʣ ʄʘʨʢ ʇʨʠʪʯʘʨʜ. ʆʥ ʜʦʙʘʚʠʣ, ʯʪʦ ʪʘʢʠʝ ʤʝʜʠʘʘʛʝʥʪʩʪʚʘ, ʢʘʢ 

Carat (DAN) ʠ Hearts & Science (Omnicom Group), ʧʦ-ʧʨʝʞʥʝʤʫ ʠʛʨʘʶʪ ʚʘʞʥʫʶ ʨʦʣʴ. ʅʦ ʥʝ ʫʪʦʯʥʠʣ, 

ʢʘʢʫʶ. 

ʊʘʢʞʝ ʦʥ ʧʨʠʟʚʘʣ ʩʦʮʩʝʪʠ ʣʫʯʰʝ ʬʠʣʴʪʨʦʚʘʪʴ ʩʚʦʡ ʢʦʥʪʝʥʪ ʠʣʠ ʙʳʪʴ ʛʦʪʦʚʳʤʠ ʢ ʫʩʠʣʝʥʠʶ 

ʛʦʩʫʜʘʨʩʪʚʝʥʥʦʛʦ ʨʝʛʫʣʠʨʦʚʘʥʠʷ. 

çʉʦʮʠʘʣʴʥʳʝ ʩʝʪʠ ʩʦʩʪʘʚʣʷʶʪ ʦʢʦʣʦ 5% ʤʘʨʢʝʪʠʥʛʦʚʳʭ ʨʘʩʭʦʜʦʚ P&G, ʥʦ ʵʪʦ 150% ʥʘʰʠʭ 

ʧʨʦʙʣʝʤ, ð ʛʦʚʦʨʠʪ ʇʨʠʪʯʘʨʜ. ð ʄʳ ʫʩʪʘʣʠ ʪʨʘʪʠʪʴ ʚʨʝʤʷ ʥʘ ʤʦʥʠʪʦʨʠʥʛ ʢʦʥʪʝʥʪʘ. ʇʨʠʰʣʦ ʚʨʝʤʷ 

ʮʠʬʨʦʚʳʤ ʧʣʘʪʬʦʨʤʘʤ ʧʨʘʚʠʣʴʥʦ ʧʨʠʤʝʥʷʪʴ ʩʪʘʥʜʘʨʪʳ ʢʦʥʪʝʥʪʘ, ʯʪʦʙʳ ʤʳ ʤʦʛʣʠ ʪʨʘʪʠʪʴ ʚʨʝʤʷ 

ʥʘ ʪʦ, ʯʪʦʙʳ ʜʝʣʘʪʴ ʜʦʙʨʦ ʠ ʩʪʠʤʫʣʠʨʦʚʘʪʴ ʨʦʩʪ. ʀʩʪʦʨʠʷ ʧʦʢʘʟʘʣʘ, ʯʪʦ ʢʦʛʜʘ ʦʪʨʘʩʣʠ ʥʝ ʤʦʛʫʪ ʚ 

ʜʦʩʪʘʪʦʯʥʦʡ ʤʝʨʝ ʩʘʤʦʨʝʛʫʣʠʨʦʚʘʪʴʩʷ, ʤʦʛʫʪ ʚʤʝʰʘʪʴʩʷ ʧʨʘʚʠʪʝʣʴʩʪʚʘè. 

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

ʀʥʪʝʨʥʝʪ-ʧʨʦʜʘʞʠ ʚ ɹʝʣʘʨʫʩʠ ʚʳʨʦʩʣʠ ʥʘ 30% ʟʘ 8 ʤʝʩʷʮʝʚ 2020 ʛʦʜʘ. ʏʪʦ ʠ 

ʫ ʢʦʛʦ ʧʦʢʫʧʘʣʠ ʙʝʣʘʨʫʩʳ 

ʅʘ ʢʦʥʬʝʨʝʥʮʠʠ E-commerce Day, ʢʦʪʦʨʘʷ ʧʨʦʰʣʘ ʚ ʧʷʪʥʠʮʫ 25 ʩʝʥʪʷʙʨʷ, ʨʫʢʦʚʦʜʠʪʝʣʴ 

ʤʘʨʢʝʪʧʣʝʡʩʘ Deal.by ʄʘʢʩʠʤ ʄʘʨʠʥʠʯ ʧʦʜʝʣʠʣʩʷ ʨʝʟʫʣʴʪʘʪʘʤʠ ʠʩʩʣʝʜʦʚʘʥʠʷ "ʆʥʣʘʡʥ-ʧʨʦʜʘʞʠ 

ʚ ʧʝʨʠʦʜ ʪʫʨʙʫʣʝʥʪʥʦʩʪʠ". ʇʦ ʜʘʥʥʳʤ ɹʝʣʩʪʘʪʘ ʠ Deal.by ʟʘ ʚʦʩʝʤʴ ʤʝʩʷʮʝʚ 2020 ʛʦʜʘ ʨʦʟʥʠʮʘ 

ʚʳʨʦʩʣʘ ʥʘ 7%, e-commerce ʟʘ ʵʪʦʪ ʞʝ ʧʝʨʠʦʜ - ʥʘ 30%. 

https://marketing.by/analitika/chto-i-u-kogo-pokupayut-belarusy-v-internete-rezultaty-issledovaniya-

rynka-e-commerce/  

https://marketing.by/analitika/chto-i-u-kogo-pokupayut-belarusy-v-internete-rezultaty-issledovaniya-rynka-e-commerce/
https://marketing.by/analitika/chto-i-u-kogo-pokupayut-belarusy-v-internete-rezultaty-issledovaniya-rynka-e-commerce/
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ʇʦ ʧʨʦʛʥʦʟʫ Deal.by, ʦʙʲʝʤ ʠʥʪʝʨʥʝʪ-ʧʨʦʜʘʞ ʚ ɹʝʣʘʨʫʩʠ ʢ ʢʦʥʮʫ 2020 ʛʦʜʘ ʤʦʞʝʪ ʩʦʩʪʘʚʠʪʴ 2,2 

ʤʣʨʜ. ʨʫʙʣʝʡ. ɼʦʣʷ e-commerce ʚ ʨʠʪʝʡʣʝ ʩʪʨʘʥʳ ʧʦ ʠʪʦʛʘʤ 2020 ʛʦʜʘ ʩʦʩʪʘʚʠʪ 4,5%. 

ʇʦʨʪʨʝʪ ʧʦʢʫʧʘʪʝʣʷ 

ɿʘ ʠʩʪʝʢʰʠʡ ʧʝʨʠʦʜ 2020 ʛʦʜʘ 50% ʙʝʣʘʨʫʩʦʚ ʩʦʚʝʨʰʠʣʠ ʧʦʢʫʧʢʫ ʚ ʠʥʪʝʨʥʝʪʝ. ʏʘʱʝ ʚʩʝʛʦ ʦʥʣʘʡʥ 

ʧʦʢʫʧʢʠ ʜʝʣʘʶʪ, ʠʩʧʦʣʴʟʫʷ ʩʤʘʨʪʬʦʥ. 
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ʊʦʚʘʨʥʳʝ ʢʘʪʝʛʦʨʠʠ 
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ɿʘ ʧʦʩʣʝʜʥʠʡ ʛʦʜ ʚ ɹʝʣʘʨʫʩʠ ʩʪʘʙʠʣʴʥʦ ʨʘʩʪʝʪ ʩʧʨʦʩ ʥʘ ʪʝʭʥʠʢʫ ʠ ʵʣʝʢʪʨʦʥʠʢʫ, ʜʦʩʪʘʚʢʫ 

ʛʦʨʷʯʝʡ ʝʜʳ ʠ ʩʧʦʨʪʠʚʥʳʝ ʪʦʚʘʨʳ. ɺ ʪʘʙʣʠʮʘʭ ʧʦʢʘʟʘʥ ʧʨʦʮʝʥʪ ʠʥʪʝʨʥʝʪ-ʧʦʢʫʧʘʪʝʣʝʡ, 

ʢʫʧʠʚʰʠʭ ʵʪʠ ʢʘʪʝʛʦʨʠʠ ʭʦʪ̫ ʙʳ ʨʘʟ ʟʘ ʛʦʜ. 
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ʉʨʝʜʥʠʡ ʯʝʢ ʥʘ ʦʜʥʫ ʧʦʢʫʧʢʫ, ʩʦʚʝʨʰʝʥʥʫʶ ʚ ɹʝʣʘʨʫʩʠ - 70 ʨʫʙʣʝʡ, ʥʘ ʟʘʨʫʙʝʞʥʳʭ ʧʣʦʱʘʜʢʘʭ - 20 

ʨʫʙʣʝʡ. ʉʘʤʳʡ ʩʫʱʝʩʪʚʝʥʥʳʡ ʩʪʠʤʫʣ ʧʦʢʫʧʦʢ ʦʥʣʘʡʥ - ʙʦʣʝʝ ʥʠʟʢʠʝ ʮʝʥʳ ʧʦ ʩʨʘʚʥʝʥʠʶ ʩ 

ʦʬʬʣʘʡʥ ʤʘʛʘʟʠʥʘʤʠ ʠ ʙʦʣʴʰʦʡ ʚʳʙʦʨ.  
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ʉʨʝʜʠ ʦʩʥʦʚʥʳʭ ʙʘʨʴʝʨʦʚ ʢ ʦʥʣʘʡʥ ʧʦʪʨʝʙʣʝʥʠʶ - ʩʣʦʞʥʦʩʪʴ ʚ ʫʪʦʯʥʝʥʠʠ ʭʘʨʘʢʪʝʨʠʩʪʠʢ. ɸ ʜʣʷ 

ʢʘʪʝʛʦʨʠʡ ʊʦʚʘʨʳ ʜʣʷ ʞʠʚʦʪʥʳʭ ʠ ʧʨʦʜʫʢʪʦʚ ʧʠʪʘʥʠʷ - ʠʭ ʚʩʝ ʝʱʝ ʧʨʦʱʝ ʢʫʧʠʪʴ ʚ ʦʬʬʣʘʡʥʝ. 

ʂʨʠʪʝʨʠʠ ʚʳʙʦʨʘ ʧʨʦʜʘʚʮʘ 

ɺʦʪ ʢʘʢ ʠʥʪʝʨʥʝʪ-ʧʦʢʫʧʘʪʝʣʠ ʚ 2020 ʛʦʜʫ, ʚ ʩʨʘʚʥʝʥʠʠ ʩ 2018 ʛʦʜʦʤ, ʦʮʝʥʠʚʘʶʪ ʤʝʩʪʦ ʧʦʢʫʧʢʠ: ʮʝʥʘ 

ʠ ʠʥʬʦʨʤʘʪʠʚʥʦʩʪʴ.  
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ʆʧʣʘʪʘ 


