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epcnektnebl 2007

OCHOBHblE OXMOAHUS Ha PblIHKE UHTEPHET-

PEKI1aMbl B HOBOM roay.

* PocT pblHKa Buaeopeknambl 1 TEXHONOMMYECKNX
BO3MOXXHOCTEW

« Pa3Butme eBponenckoro pbiHka

- PasButume pbiHka MOBMNBLHON peKriambl B
oxmngaHuun iPhone n gpyrmx LUMPOKOIKPAHHbIX
MOOWUIMbHbIX

* [lonynapusauna TexHonornm nosegeH4YecKoro
TapreTuHra

« PaboTa B «coumarnbHbIX CETAX»
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[TpopgomkeHune pocta B CLLUA

. AMepUKaHCKas peknamMmHas dpegepauns: pocT B
2007 — 42% no cpaBHeHuto ¢ 2006. NonoBuHa
OMNPOLLUEHHbIX NMMOEPOB peknamMmHOU UHAYCTPUK
CUMTAaET, YTO NOBEOAEHYECKUU TapreTUHr
Hanbdoree apdPeKTUBEH.

. NS Media Intelligence: pocTt amepukaHcKoro
peknamMmHoro pbiHka B 2007 B Uenom — nuilb
2,6%, a ero nHTepHet-4yactn — 13,4%
(gocturHet gonun 7,2% OT pblHKa B LEnom). 3To
— TONbKO MeannHaa MHTepPHeT-peknama,
baHHepbl. A eCTb U apyrme Buabl.
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US Online Ad Spending, 2004-2008 (billions)

Note: eMarketer benchmarks its US online advertising spending
projections against the Interactive Adverlising Bureau
(tAB)/PricewaterhouseCoopers {PWC) data, for which the last full year
measured was 2005, online ad data includes categories as defined by
IAB/PWC benchmark-display ads (such as banners), paid search ads
(including contextual text-inks), nch media (including video), classified ads,
sponsorships, referrals/lead generation, e-mail (embedded ads only) and
slotting fees

Source: eMarketer, December 2006

076042 wwywieMarketer.com

eMarketer: amepukaHcKnUn oHnanH pbIHOK B 2007 —
$19,5 mnpa, poct — 19%




Hﬁﬁﬁi 30:“ /’N) f!f:;F}eVOIUtIOn PBIHOK UHTEPHET peKNnaMbl MNOCTOAHHO pacTeT
[lpopomnxeHne pocta B Poccum

. GroupM (WPP) — pocT MMpoBOrro pbiHKa
NHTEPHET peknambl B 2007 — 28%

. BIPE: B mupe poct B 2007 Ha 4,8% po $282
mnpa. B Poccun — 709%)!

. Honrocpo4Hbin nporHo3s AKAPFP (MHOrokpaTHO
OKa3blBaBLUMNCHA CINULLKOM KOHCEpPBATUBHbIM) —
POCCUNCKNWN PbIHOK MHTEPHET-peknambl B 2007
— $140 mnH unn $230 mnH, BKNoYas
KOHTEKCTHYIO peknamy (pocTt 65%).
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PocT eBponenckoro pbiHKa

Online Ad Spending per User in Select Countries in

Western Europe, 2006, 2007 & 2010 (US S)
UK

$122.01
$146.80
$216.69

France

$89.56
$103.16
$135.94

Spain

$12.73
$13.50
$14.83

Germany

$12.14
$13.02
$14.61

Italy

$8.19
$8.85
$10.47

W 2006 W 2007 W 2010

Note: Based on online ad spending figures from
PricewaterhouseCoopers/Witkofsky Gruen Associates, June 2006
Source: eMarketer, December 2006

079528 www eMarketer.com

Poct B 2007
*no $7,5 mnpa

*Ha 25% no
cpaBHeHuto ¢ 2006

* 1o 7,3% peknamMmHoro
pbIHKa (bonbLle, Yem

paavo)
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Buaoeo n counarnbHble CETU

. 2007 ron — rog TeXHONOrM4yeckou u
CTPYKTYpHOM noarotoBku (a Bot B 2008
nepetedet yxe $12 mnpa)

. [MporHo3 eMarketer na 2007 — $775 mnH Ha
OHNaunH-BUaeo, 1o eCcTb 4% OT UHTEPHET-
peknambl B LENom

. eMarketer: mmpoBble pacxoabl B 2007 Ha

peknamy B couunarnbHbix cetax — $1,125 mnpa
(pocT 152%). 3 Hmux B CLLUA — $865 mnH.



