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The concept of
targeting

- a sampling of all, and
concentration on the group, which
meets the set criteria (by the target

audience).

[TOHATHE TAPreTUHr

- PEKAOMHbBIM MEXOHM3M,
MO3BOAAOLLIMIM BBIAEAUTb M3 BCEM
MMEIOLLLEMCH AYAUTOPUM TOABKO TY YACTb,
KOTOP A YAOBAETBOPAET 30AQHHbBIM
KPUTEPUAM, N MOKA3ATb PEKAAMY MMEHHO
en.




The purpose of
targeting

[ ]
bat _
the creation of the target

advertising and information
message with a focus on @
certain part of the audience

LLeAb TAPreTUHra and the rise of the efficiency
of interaction with the

audience.

- CO3AQHME LLEAEBOTO
PEKAAMHO-MHADOPMALMOHHOTO COODLLLEHMS
C KOHUEHTPALMEN HO OMPEAEAEHHOM YOCTH e
AYAMTOPUM, 1, TEM COMbIM, NOBbILLEHME
2P FPEKTMBHOCTM B3AMMOAENCTBUA C e
AYAUTOPUEN, MOAYHEHUNE BOABLLIEM OTAQYM OT
TAOKOIO B3AMMOAEMCTBMS.

¢



Targeting allows you to:

Targeting the Internet allows you
to show advertising banners, in
accordance with the interests
of the informational site visitors.

TapreTuHr
NO3BOASET:

TOPreTUHT B MIHTEPHETE MO3BOAJET $
MOKQO3bIBATb PEKAQMHbIE BAHHEDSI B

COOTBETCTBUM C MHTEPECOMM

nocetmrieAemn MHAOOPMALMOHHOM

MAOLLLOAKM.




Targeting mechanism:

Information Collection;
Data analysis;
Formation of the message;

Choosing a platform for
placing posts.

MeXAaHU3M TApreTUHra:

Co6op MHbopMauuu;
AHAAM3 HCbOPpMALLUYU;
POPMUPOBAHUE COOOLLLEHMUS;

BbiIOOp NAOLLLOAKO AASl PA3MELLLEHUSA
cooOLLeHuns.



Information gathering

phase includes:

- Determination

customers’'tastes:

- Definition of visited

web-pages and stores;

- Definition preferences and

Interests.

1an c6opa uHcbopMmaLUM:

- OnpeaAeAeHne BKYyCOB NoTpedbUTEAEN;
- OnpeaeAeHme NnoceLLLaeMbix BEO-

CTPAHMLL M MOTO3UHOB;

- OnpeaeAeHne AEMCTBUM
NPEANPUHUMAIOT B MHTEPHETE U
MHTEPECOB.



Information analysis phase

We draw a conclusion about the preferences,
tastes, ways of communication and
purchasing methods of the audience

from the number of users.

TAN AHAAU3A
UHCPOPMALLUU

N3 3HAYUTEABHOTO OOBbEMA AOHHbIX O
OOABbLLIOM KOAMYECTBE MOAb3OBATEAEMN,
AEAQETCH BbIBOA O MPEAMOYTEHUAX
LLEAEBOUN AYAUTOPUM, BKYCOX, CNOCODAxX
KOMMYHMKALMM, CNOCODAX MOKYMNKN U T.
.



Formation of the
message

The profitable view of the
information message, product,
service. After the audience is
defined, we create advertising

POpPMHPOBAHME and informational message.

cooouLeHus

BbiroaAHOE MPEACTABAEHME
MHODOPMALMOHHOIO
COOOLLLEHMS, TOBAPA, YCAVYTY.
[lToCAE TOro, KaK ayAMUTOPUS
OMPEAEAEHO, CO3AQETCH
PEKAAMHO-MHJOOPMALIMOHHOE
COoOOLLLEHME.




Site selection for placement
posts:

Advertisement is placed only
on the information resources
which are visited by the
potential audience (specific
sites, pages, sections of shops,
sections in magazines, TV

PEKAOMAO PA3MELLLOETCHA TOABKO shows.
HQ TEX MHODOPMALIMOHHbIX

PECYPCAX, KOTOPbIE MOCELLAET

NOTEHUMAABHAS AYAUTOPUS

(onpeaAeAeHHbIE CAMTHI,

CTPAHMLLBI, PA3AEADI

MATrQA3MHOB, PA3AEADI B

>KYPHOAQOX, TEAEBU3MOHHbIE

nepeAQyu.

BbiGop nAoLLLOAKHK
AASl cooOLLLeHuns



Types of targeting:

® Topic targeting;

® Contextual targeting;

® Geographic targeting;
® Time targeting;

BMAH qureTMHrq: ® Socio-demographic targeting;

® Behavioral targeting.
-Tematm4eCckmnm TAPreTmHr;

-KOHTEKCTHbIM TAPIETUHT,;
-feorpadomyeckmm TAPreTuHr (reoTapreTmHr);
-TAQPreTMHr NO BPEMEHMU;
-COLMAABHO-AEMOTPACOUMYECKMM TAPTETUHT;

-[loBeAeHYECKUMN TOPTETUHT.



Types of targeting:

@ Topic targeting. The display of
adverfising and information
messages on the information
exchanges, the relevant specific
topics;

3aA04Y4 TAPreTuHra ® Contextual targeting (targeting

no BUAGM. by interests). The demonstration of

® TeMaTH4YeCKUN TAPreTUHTr. posts in accordance with

NMoKa3 PEKACMHO-MHADOPMALIMOHHbIX Th? ]mereSTS Of The
COOOLLLEHWM HO MHADOPMALLMOHHbBIX MAOLLLAAKAX, visitor adverfising
COOTBETCTBYIOLLIMX OMPEAEAEHHOM TEMATUKE; site;

© KOHTEKCTHbIU TAPFreTUHT (TAPreTuHr No
MHTEPECAM, KOHTEKCTHAY PEKAAMA). AEMOHCTPALIMS
COOOLLLEHMSA B COOTBETCTBUM C MHTEPECAMM
NnoceTnTeAem PEKAOMHOM MAOLLLOAKM; /



® Geo-targeting. The display of
advertisement target audience limited
geographically limited to some
geographic region selected advertisers;

@ Targeting by time. The display of
advertisement, only in the morning or
evening, on weekdays or weekends
allows limiting the advertising

display and concentrating

on the time preferences

feorpadcumnyeckum TAPFeTHHT. of the audience:
[1OKQ3 PEKAOMbI LLEAEBOU AYAUTOPUM C

OrPAHUNYEHMEM MO TEOTPACOUIECKOMY

NPUHLLMMY, OTPAHMYEHHOM HEKOTOPbIM

reorpadoUYECKMM PETMOHOM, BbIDPAHHBIM

PEKAOMOAATEAEM;

TapreTuHr Nno BpeMeHMu. [1oka3 pPeKAAMBI,
CKOXXEM, TOABKO YTPOM MAM BEYEPOM, B OYAHMU
MAU BbIXOAHbBIE MO3BOAIET OrPAHMYUTL MOKA3
PEKAAMBbI M CKOHLLEHTPMPOBATLCA HA
BPEMEHHbIX MPEAMNOYTEHUIAX LLEAEBOM
AYAMTOPUMU;



@ Socio-demographic targeting - the
concentration of a certain age,
gender, income, social status, etfc .;

@ Behavioral Targeting. One of the
most promising types of targeting. It
collects information about the user's
activities: tfravel routes, favorite
places to visit, a way of shopping,
efc.

CoumnaAbHO-AeMorpacoU4eckum TApPreTUHr -
KOHLLEHTPALMA HA OMPEAEAEHHbIM BO3PACT, MOA, AOXOA,
COLMAAbHbIM CTATYC U T. A.;

NoBeaeH4Yeckui TapreTuHr. OAMH M3 CAMbIX
NepCrneKTUBHbIX BUAOB TAPreTHra. CyTb MOBEAEHYECKOrO
TAPreTMHIA CBOAMTCS K BHEAPEHMIO MEXAHM3MA COOPC
MHOADOPMALMK O AEMCTBUSAX MOAb3OBATEAS: MAPLLPYTHI
nepeABMXKXEHUSs, ALOMMbIE MECTA MOCELLEHMS, CMOCOODbI
COBEPLLUEHMS MOKYMOK M T.M.



Thank you for
attention!




