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UeTBepTasa cpena

UeTBepTas cpena obutaHum4.
«Mbl 3apabaTbiBanu B BoAe, Ha 3emrie 1 B Bo3ayxe. Tenepb eule B VIHTepHeTe».

Bbl gymaete, 4To Mbl 3aHUMaeMcst
MHTepHeToM. HeT. MIHTepHeT —
cpena, U Heto Herb3s 3aHUMaTbCS.
Henb3s 3aHMMaTbCs BO3OYXOM,
BOAOW, 3eMmen.

— Kakol 6usHec Tbl Aenaelb?

— A 3aHumatock 3emnen!

Kak B aHekgoTe: 1 He pa3ymHo, U
He NOrMyHO. HUKTO He OTBETUT, YTO
OH 3aHUMaeTCs «3eMrei», ecnu
OH 3aHMMaeTCs aBTornepeBo3kamMm
unn meguunHoin. Ero 6usHec,
[OeiicTBUTENbHO, Ha 3emne, B cpeae
«3emnsax». Ho aToT BM3Hec nmeet
CBOEe Ha3BaHwe.

Bbl xoTenu 6bl yneTeTb Ha YUK-3HA,

AHPBY

B JToHOOH?

— £ nepemelLycb no BO3ayXxy, —
ckaxete Bbl. inu xe ncnonbayete
«51 nonevy Ha camonete»?

To xe n ¢ NHTepHeToM.

Henb3s roBoputb 0 NHTepHeTe.
Hy>HO roBopuTb 0 KOHKPETHOM
6usHece B VIHTepHeTe.

MoxHo nu genatb paguosellaHue

B MIHTepHeTe? [la. Mbl aenaem ero.

3T1o myRadio.com.ua

MoxxHo nu genatb
NHMOPMaLMOHHbIE CanTbl B
WHTtepHeTe? [a. Hanpumep,
vn.20minut.ua

MoxHo nu genatb TenesuaeHne?

Ckopo caenatot, noka ectb
ManeHbkuii TV — obLensBecTHbIin
YouTube

Mo>HO 11 okasbiBaTb ycnyru no
6poHupoBaHuto otenein? fa! Mbl
coenanu hotels24.ua

MosHo N1 peknammpoBaTtb
npopaxy asto? [a! Auto.RIA.ua —
HaLMoHanbHbI nuaep.

MoxHo nu npoaasatk goma? fa!
Dom.ria.ua — v Bam He HyXHbl
Maknepbl.

XoTuTe HalTK paboTy — rabota.
RIA.ua, — 1 He HyXHbl KagpoBble
areHTcTBa.

Tonbko 310 He UHTepHeT. 3To

Knaccuyeckune o d-naiHosble
6u3sHechl (6poHMpoBaHWe oTenew,
npopaxa asTomobunein, pabota
Makrnepa), KoTopble npekpacHo
pasBuBanuCh Ha 3emne v B
Bo3ayxe (4em Bam pagnoBornHa He
BO34yX?), a Tenepb — 3Tn BGuaHechl
elle 1 B YeTBepTOIi cpefae.

BusHec — Ha 3emne, B Bo3ayxe 1 B
WHTepHeTe. OgHOBpPEeMEHHO Beafe.
[MoTomy 4TO Mbl NpOodheccnoHans! B
cBoeM BusHece.

AnekcaHap YosraH,
npeangeHT RIA



VIHTepHeT B YKpaunHe n gpyrne meauva

[MoTeHuuanel Megua-HocuTenemn B YkpanHe

HapyxxHas peknamva

TenekaHanbl

Mpecca

CynepmapkeTbl

PagunoctaHummn

MeTtpononuteH

Internet

KuHoTeaTtpbl

TNS, NRS+, 2008

OxBarthbl B cpegHeM 3a mecsu, %

.

\

20 40 60 80 100

ExxeHepenbHble ra3eTbl

ExxeqHeBHble raseThbl

ExxeHepenbHble XypHanbl

ExxemecsuHble xypHansbl




NHTepHeT

nonb3oBaHne VIHTepHEeT 3a nocnegHn mecsiua, % OT HaceneHusa KaXaoro ropon
Mcnonb3oBaHne VIHTEpHET 3a nocre e 3 mecsaua, % oT Hacene aXaoro ropoga

Kpemeruyr REGEL7S 59,2%
Montasa [l FLA 63,6%
Yepkacchl [ERIpL7A 64,8%
MB.-®paHkoBcbk EKIFPLA 64,8%
DENPETIT M 31,6% 68,4%
PosHo EEIK:D/A 69,2%
HKutomnp BPLELA 71,2%
ECRTITEN 28,8% 71,2%
VTS 27,6% 72,4%
Yxropon WPy 72,8%
(OGN 27,2% 72,8%
YepHuros WPIN:P7A 73,2%
TepHononb  EPINIFA 74,0%
REILITINE 25 29% 74,8%
Knposorpan wyXiLA 78,0%
Hukonaes EPENFA 78,4%
XepcoH EPIiK:DA 79,2%
CraxaHos P78 87,6%
[HenpoasepxuHck  IEENA 88,4%
W7 10,8% 89,2%
. Monb3oBanuck . He nonb3oBanucb

TNS, NRS+, 2008



BpemeHHbIe 3aTpaTbl Ha npeccy

TNS, NRS+, 2008
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BpemeHHbIe 3aTpaTbl Ha npeccy

BpeMeHHbIe 3arpartbl Ha Npeccy B cpeaHeM, MNHYTbI

336
254
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155
76 -
47 35

11 8 7 5
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TNS, NRS+, 2008



Bpems B MHTEpPHETE

MASMI Russia nposena vnccrnenosaHue, B KOTOPOM MPUBOASTCSA JaHHbIE O KONMYeCTBE BPEMEHW, MPOBOAMMOMY
poccuckumm nonb3oatensmu B cet. Ocoboe BHMMaHWe B UCCnefoBaHUM yaensieTcs HeenbHON U CyTOYHOW ayauTopum
PyHeTa.

KIMKOYEBBIE NMOKA3ATEJI MO BPEMEHW, MPOBOAVMOMY MOJIb3OBATENTAMU B UHTEPHETE

*  57% poccuiickor ayouTopun CeTn ObIBalOT B MHTEpHETe 7 AHEN B HeOEenio

* 5 pgHen B Hegento B ceTb BbIXxoadat 14,6%, 6 oHen — 12,3% nonb3oBatenem

Ot 1 004 gHen B Hegento Nonb3ytoTest MHTepHeToM oT 1,5 0o 3,6% onpoLlueHHbIX, OT criyyas k cny4vato — 5,4%
HeLenbHOM ayauTopun cetu

*  36,9%MuHTepHeT-nonbL3oBarenen NpoBoadaT B HTepHeTe oT 3 o 8 4acos, 33,9% — oT 1 oo 3 yacoB kaxabln AeHb

+ bonee 8 yacoB B AeHb ceTbio Nonb3ytoTed 15,6% poccuinckon ayautopum

+ Ot nony4yaca go 4aca exegHeBHO B AeHb TpaTtaT 9,6% nonb3oBaTtenen, meHee yaca — 1,8%

CornacHo nccrniegosaHuto The Online Monitor, 57% poccuiickon ayautopum cetTu ObIBalOT B MHTEPHETE 7 AHEN B HEAErHo.

5 unu 6 gHen B Hegento, T.e. pabouyto Heaento B ceTu NpucyTcTBYOT 14,6% 1 12,3% nonb3oBaTtenen cooTBeTCTBEHHO. OT
1,5% po 3,6% nHTepHeT-ayantTopumn 6eiBatoT B ceTu OT 1 00 4 AHEN B HeAento, NPUYEM YeTblpe OHA Nonb3yoTes ceTblo 3,6%,
3 oHa — 2,6%, 1 aeHb — 2,7%, a BOT ABa AHsA — Bcero 1,5% nonb3oBaTenen. 3aTpygHUNNCL C OTBETOM UMK NOCELLaloT CeTb
HeperynsapHo, oT cny4yas K cryyato, 5,4% UHTepHeT-ayanuTopum.

KonnyecTtBo gHen B Heaento, B KOTOpbIE pOCCVIIZCKVIe Nnonb30BaTeENIN BbIXOOAT B CETb

B PocouA H ece pecnoHOEHTEI

MpakTMueckn
HE MONB3YHICE

1 feHb

2 OHA

3 OHA

4 nHA

B OHER

6 gHeR

7 OHeR

3aTpYAHAKCH
OTBETHTE

0% 10% 0% % 40°% 50% B0%

MASMI 7



Bpems B MHTEpPHETE

Mpun 3TOM HanbonbLUlee KONMMYECTBO OMNMPOLLEHHbBIX MHTEPHET-NOMNL30BaTENEN NPOBOAAT B MHTEpPHEeTe oT 3 Ao 8 vacos (36,9%)
unu ot 1 go 3 yacos (33,9%) kaxabln AeHb. bonee 8 yacoB ceTblo nonk3ytoTca 15,6% pPOCCUNCKON CYyTOUHOW ayanTopuun.
[ons Tex, KTo TpaTUT Ha MHTEPHET OT nory4aca A0 Yaca exeaHeBHo, coctasnseT 9,6%, meHee yaca — 1,8% nonb3oBartenen.
3aTpygHATCS OTBETUTDL (T.€., BEPOATHO, No-pasHomMy) — 1,9% onpoLUeHHbIX.

AHanunsupys nony4veHHole The Online Monitor gaHHble, BUAUM, 4TO BOMbLLUMHCTBO NONb30BaTENEN BbIXOAAT B UHTEPHET
€XeaHEBHO, 1 NpoBoaAT B ceT oT 1 oo 8 yacos. BHe BCAKOro COMHEHUs, Kaxkablii HAXOAUT B CETU YTO-TO CBOE, HO
BblpaXXeHNe «B MHTEPHET Kak Ha paboTy», COrmacHo UCCneaoBaHuio, BMOMIHE COOTBETCTBYET UCTUHE. KTO-TO BbIXOOUT B CETb
¢ pabouero mecTa, Apyrue TonbKO U3 oMa, TPETbU NOMb3YHTCHA CETLIO U TaM, U TaM, HEKOTOpbIe Nofb3oBaTeny paboTaroT
Ha JOMY M NOTOMY BpeMs npebbiBaHNs B CETU Y HUX HE Tak NMMMUTUPOBAHO. YUNTbIBast, YTO KONMYECTBO OTBETUBLLMNX, YTO B
WHTEPHET OHM 0BbIYHO BbIXOAAT 5 nnn 6 AHeln B Heaento (T.e. NPeanonoXUTENbHO TOMbKO € paboTsl), npumepHo B 4-4,5 pasa
MeHbLUe, YeM noceljatrowmx Bed 7 gHen B Heaernto, 3aknovaem, YTo KONMYecTBO AOMAaLLHMUX NoNb3oBaTenen NHTEpHeTa B
Hallen cTpaHe 3HaunMTenbHO Bo3pocno. O TOM Xe CBMAETENbCTBYET HEMAIIO KONMYECTBO MOMb3oBaTenei, NpoBOaAsLLNX B
cetn 6onee 8 yacoB exegHEBHO.

KonnyectBo BpeMeHU, 3aTpavynBaemMoro Ha MHTEepPHET B CYTKU

BPoccuA Hece pecnoHgerTs

MpakTHueckn
HE NONb3IYHICH

MeHee 30 MHHYT

Ot 30 go 60 MHHYT

071 go 3 wacoe

OT13 go 8 wacoe

Bonee 8 yacos

3aTpyOHACH
OTBETMTE

0% B 10% 15% 0% 28% A 5% 40%
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AHPBY

Meaua ..

0,5-2%

OoT BpemeHu B Cetu
(ANsa cpegHnx nonb3oBaTenen).

3HaunT, NPUBNN3NTENBLHO
Te Xe

1 1 «ra3€eTHbIX» MUHYT



Kak B VIHTepHeTe 3apaboTtaTb MmeanakoMmnaHnm?

Annual Revenue Trends

= Annual revenues have increased significantly on a year-over-year percentage and dollar basis for the sixth consecutive
year, after declining in 2001 and 2002.

Annual $ Revenue — 1997 through 2008
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Historical Quarterly Revenue Trends
= Since the third quarter of 2002, revenues have increased 22 of the past 25 consecutive quarters.
= Quarterly Revenue growth remains strong on a cumulative year-over-year percentage and dollar basis.

= Seasonal 2008 fourth quarter lift of 4.5% is the smallest such increase since 2001.

Quarterly $ Revenue Growth Comparisons — 2000-2008
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Historical Revenue Performance

Industry Revenue Concentration Remains High

Annual and Quarterly Revenue Growth Comparisons

1Q97
2Q97
3Q97
4Q97
Total 1997
1Q98
2Q98
3Q98
4Q98
Total 1998
1Q99
2Q99
3Q99
4Q99
Total 1999
1Q00
2Q00
3Q00
4Q00
Total 2000
1Q01
2Q01
3Q01
4Q01
Total 2001
1Q02
2Q02
3Q02

4Q02
Total 2002

$ Rev Millions

$130
$214
$227
$336
$907
$351
$423
$491
$656
$1,920
$693
$934
$1,217
$1,777
$4,621
$1,922
$2,091
$1,951
$2,123
$8,087
$1,872
$1,848
$1,773
$1,641
$7,134
$1,520
$1,458
$1,451
$1,580
$6,010

18%
66%
6%
48%

% GROWTH
Qtr/Qtr Year/Year

333%
313%
200%
205%

5%
20%
16%
34%

239%
171%
97%
116%
95%

6%
35%
30%
46%

112%
97%

121%
148%
171%

1Q03
2Q03
3Q03

4Q03
Total 2003
1Q04
2Q04
3Q04

4Q04
Total 2004
1Q05
2Q05
3Q05

4Q05

$ Rev Millions
$1,632
$1,660
$1,793
$2,182
$7,267
$2,230
$2,369
$2,333
$2,694
$9,626
$2,802
$2,985
$3,147
$3,608

8%
9%
7%
9%

141%
177%
123%
60%
19%

-12%
-1%
-4%
7%

75%
-3%
-12%
-10%
-23%

Total 2005
1Q06
2Q06
3Q06
4Q06
Total 2006
1Q07
2Q07
3Q07
4Q07

$12,542
$3,848
$4,061
$4,186
$4,784
$16,879
$4,899
$5,094
$5,267
$5,946

7%
4%
1%
9%

-12%
-19%
-21%
-18%
-4%

Total 2007
1Q08
2Q08
3Q08
4Q08

$21,206
$5,765
$5,745
$5,838
$6,100

-16%

Total 2008

$23,448

Qtr/Qtr
3%
2%
8%

22%

% GROWTH

Year/Year
7%
14%
24%
38%

2%
6%
2%
15%

21%
37%
43%
30%

24%

4%
7%
5%
15%

33%
25%
26%
35%
34%

7%
6%
3%
14%

30%
37%
36%
33%
33%

2%
4%
3%
13%

35%
27%
25%
26%
24%

-3%
0%
2%
4%

26%
18%
13%
1%
2%

1%

Online advertising continues to remain concentrated with the ten leading ad-selling companies, which accounted
for 72 percent of total revenues in the fourth quarter of 2008, up slightly from the 69 percent reported for the fourth

quarter of 2007.

Companies ranked 11th to 25th accounted for 11 percent of revenues for the fourth quarter of 2008, compared to
the 12 percent reported in the fourth quarter of 2007. Companies ranked 26th to 50th accounted for 8 percent,
compared to the 9 percent reported in 2007.
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Search, Display and Classifieds Lead Ad Formats — 2008 Fourth Quarter Results

Search revenues accounted for 46 percent of 2008 Q4 revenues, up from the 42 percent reported for the same period in
2007. Search revenues totaled $2.8 billion in the fourth quarter of 2008, up 13 percent from the fourth quarter of 2007,
when Search revenues totaled $2.5 billion.

Display-related advertising accounted for $2.0 billion or 33 percent of total revenues during the fourth quarter of 2008,
down nearly 4.3 percent from the $2.1 billion (35 percent of total) reported in the fourth quarter of 2007. Display-related
advertising includes Display Banner Ads (21% of 2008 Q4 revenues or $1.3 billion), Rich Media (7% or $434 million),
Digital Video (3% or $207 million), and Sponsorship (1% or $87 million).

Classifieds revenues totaled $769 million or 13 percent of 2008 fourth-quarter revenues, down 8 percent from the $832
million (14 percent of total) reported in the fourth quarter of 2007.

Lead Generation revenues accounted for 7 percent of the 2008 fourth-quarter revenues or $433 million, up 4 percent from
the $416 million (7 percent) reported in the fourth quarter of 2007.

Internet Ad Revenues by Advertising Format — 2008 Fourth Quarter Results
% of 2008 Fourth-Quarter Revenues
Digital Video*
Rich Media® 3% Banner Ads*

0,
7% 21%
Lead Generation

7% \

E-mail
1% Sponsorship*
_— 1%
Classifieds
13%
Search
0,
46% Total — $6.1 Billion
% of 2007 Fourth-Quarter Revenues
Rich Media* Digital Video

9% 2% Banner Ads*
21%
Lead Generation

7% T

E-mail Sponsorship*
2% 3%
Search \_Classif ieds
42% = 1%

Total — $5.9 Billion

* Display Related Advertising includes Rich Media, Digital Video, Banner Ads, and Sponsorship
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Search, Display and Classifieds Lead Ad Formats — 2008 Full Year Results

= Search remains the largest revenue format, accounting for 45 percent of 2008 full year revenues, up from the 41 percent
reported in 2007. Search revenues totaled $10.5 billion for the full year 2008, up 20 percent from the $8.8 billion reported

in 2007.

= Display-related advertising revenues totaled $7.6 billion or 33 percent of full year 2008 revenues, up nearly 8 percent from

the $7.1 billion (34 percent of total) reported in 2007. Display-related advertising includes Display Banner Ads (21% of
2008 full year revenues or $4.9 billion), Rich Media (7% or $1.6 billion), Digital Video (3% or $734 million), and

Sponsorship (2% or $387 million).

= Classifieds revenues accounted for 14 percent of 2008 full year revenues or $3.2 billion, down 4 percent from the $3.3

billion (16 percent of total) reported in 2007.

= Lead Generation revenues accounted for 7 percent of 2008 full year revenues or $1.7 billion, up 6 percent from the $1.6

billion (7 percent) reported in 2007.

Internet Ad Revenues by Advertising Format — 2008 Annual Results

% of 2008 Full Year Revenues

Digital Video*
3%
Rich Media*

7%
Lead Generation \
7% \
E-mail

2%

Banner Ads*
21%

Sponsorship*
— 2%

Classifieds
14%
Search
45%
Total — $23.4 Billion
% of 2007 Full Year Revenues
Rich Media* Digital Video*
8% 2% Banner Ads*
Lead Generation 21%

7% \

E-mail
2% Sponsorship*
— 3%
Classifieds
Search 16%

41%

Total — $21.2 Billion

* Display Related Advertising includes Rich Media, Digital Video, Banner Ads, and Sponsorship
PricewaterhouseCoopers
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Historical Format Trending

= Search has remained the leading format since 2004, and has had strong sequential growth over this period. Search is
followed by Display Banners and Classifieds/Directories in percentage share of Internet advertising.

= Of the 5 major format categories depicted, only two have seen sustained losses in percentage share. Sponsorship
revenues have dipped from 8% of total revenues in 2004 to 2% of total revenues in 2008, while Classifieds/Directories
revenues have dropped from 18% of total in 2004 to 14% in 2008.

Internet Ad Revenue Share by Advertising Format — 2004 — 2008*

50% -
45% -
40% -
o 35% -
S
c
g 30% -
(]
- 25%
— b
s
o
= 20% A
("=
o
o
& 159 -
0% -
N . l
Search DisplayBanners  Classifieds Rich M edia and Lead Sponsorships
Digital Video Generation
FY 2004 FY 2005 FY 2006 ®FY 2007 ®FY 2008

*Format definitions may have changed over time period depicted, both within the survey process and definitionally by survey respondents.
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Retail Advertisers Continue to Drive Consumer Ad Spending — 2008 Annual Results

Retail advertisers continue to represent the largest category of Internet ad spending, accounting for 22 percent of revenues
for the full year of 2008 or $5.0 billion, down from the 25 percent ($5.4 billion) reported in 2007.

Financial Services advertisers represented the second-largest category of spending at 13 percent of 2008 full year
revenues or $3.0 billion, down from the 15 percent ($3.2 billion) reported in 2007.

Automotive advertisers accounted for the third-largest category of spending at 12 percent of 2008 full year revenues or
$2.8 billion, up slightly from the 12 percent ($2.5 billion) reported in 2007.

Computing advertisers represented the fourth-largest category of spending at 12 percent of 2008 full year revenues or $2.7
billion, up slightly from the 11 percent reported ($2.3 billion) for the full year of 2007.

Telecom companies accounted for 9 percent of 2008 full year revenues or $2.0 billion, up slightly from the 8 percent ($1.7
billion) reported in 2007, while Leisure Travel (airfare, hotels & resorts) accounted for 6% of revenues ($1.4 billion)
compared to the 7 percent or $1.5 billion reported in 2007.

Media accounted for 5 percent of revenues for the full year of 2008 or $1.3 billion, down slightly from the 6 percent ($1.3
billion) reported in 2007.

Consumer Packaged Goods and Food Products represented 6 percent of full year revenues ($1.5 billion) up from the 4%
or $925 million reported in 2007. Entertainment accounted for at 4% of 2008 full year revenues ($917 million), down
slightly from the 5% ($1.0 billion) reported in 2007.

Internet Ad Revenues by Major Industry Category*
2008 Full Year ($23.4B) vs. 2007 Full Year ($21.2B)
25%
22%

20% -

15%
13%

119, 12% 12% 12%

10% - 0
g5 O
I 6%
6% 9 b
b 6% o, .
4% ° 4% % 49
0% - ‘ I I

% of total revenues

Retail Financial Computing Automotive Telecom Leisure Travel Media Consumer Entertainment Pharma &
Senices Packaged Healthcare
Goods

W2007 Full Year 2008 Full Year

* Categories listed represent the top categories ranked by revenue, and may not add up to 100 percent. Prior reports included Retail, Automotive, CPGs, Leisure Travel and

Entertainment as components of Consumer-Related Advertising. Categories have been updated during 2008 survey process, please see pg. 16 for information on updated
categories.
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Performance-Based Pricing Gains

= Approximately 57 percent of 2008 full year revenues were priced on a performance basis, up from 51 percent
reported in 2007.

= Approximately 39 percent of 2008 full year revenues were priced on a CPM or impression basis, down from
45 percent in 2007.

= Approximately 4 percent of 2008 full year revenues were priced on a hybrid basis, consistent with the 4 percent
reported for the same period in 2007.

Internet Ad Revenues by Pricing Model

% of 2008 Fourth-Quarter Revenues

Hybrid

4% \

% of 2007 Fourth-Quarter Revenues

Hybrid

4% \

CPM
39%
Performance CPM
Performance 51% 45%
57% \
Total — $6.1 Billion Total — $5.9 Billion
% of 2008 Full Year Revenues % of 2007 Full Year Revenues
Hybrid Hybrid
4% \ 4% \
CPM
39%
CPM

Performance
51% 45%
Performance

57% \

Total — $23.4 Billion Total — $21.2 Billion
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Historical Pricing Model Trends

= Performance based pricing, the most prevalent pricing model since 2006, has maintained a strong sequential growth rate
and is closely followed by CPM/Impression based pricing. Hybrid pricing has seen the greatest loss in percentage revenue
over the period, dipping sharply from 17% in 2004 to 4% in the full year of 2008.

Internet Ad Revenues by Pricing Model — 2004 — 2008*

60% T
57%
50% +
42%
"
O o | *~— )
z 40% 41%  Pperformance* 399
S
n“:’
= 30% +
o
=
g 20% + 17%
()
Hybrid 13%
10% +
5% 4% 4%
0% I I I I I
FY 2004 FY 2005 FY 2006 FY 2007 FY 2008
—8— CPM —e—Performance Hy brid

*Pricing model definitions may have changed over time period depicted, both within the survey process and definitionally by survey respondents.
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$ millions

Cross Media Advertising Marketshare
= The Internet has continued to grow in significance when compared to other ad-supported media.

U.S. Advertising Market — Media Comparison — 2008 ($ Billions)

Newspapers $34.4

TV Distribution

Internet

TV Networks: Cable

Radio

TV Networks: Broadcast Network
Consumer Magazines

Directory

Trade Advertising

Out of Home $7.2

$- $10 $20 $30 $40 $50

*The total U.S. advertising market includes other segments not charted here.
*“TV Distribution” includes national and local TV station ads as well as multichannel system ads.

Sources: IAB Internet Ad Revenue Report; PricewaterhouseCoopers Global Entertainment and Media Outlook

Initial Year Growth Comparisons—Internet Advertising vs. Broadcast and

Cable Television

= The first 14 years of Internet Advertising (1995-2008) were charted against broadcast television (1949-1962) and cable
television (1980-1993), presented in current inflation-adjusted dollars.

= Internet Advertising revenues continue to far outpace the growth of Cable Television and Broadcast Television during each
of their first 14 years.

24000 Annual $ Ad Revenue Growth—First 14 Years 625,418
$21,206
$21,000
$18,000 $16,879
$15,000
$12,542
$12,000
$9,626
$9,000 $8,087
$7,134 $7,267
$6,010 13,2
$6,000 $4,621 510,870 $11,717
8,859 9,766
| B 57,885 $8,188 8
$3,000 $55 $267 $907 $1,920 $5, 030 s
$358 $1,012 31 $3 698 l
$147 $295 ei $
sol o T -
Year 1 Year 2 Year 3 Year 4 Year 5 Year 6 Year 7 Year 8 Year 9 Year 10 Year 11 Year 12 Year 13 Year 14

Broadcast m Cable M Internet

Sources: IAB Internet Ad Revenue Report; PricewaterhouseCoopers LLP, Universal McCann
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The industry categories used in the IAB Internet Advertising Revenue Report were sourced from
the North American Standard Industrial Classification (SIC) Manual.t

Retail—includes mail order/catalog, apparel, restaurants/fast food, home furnishings/textiles,
toys, pet food/supplies, appliances, jewelry, drug stores, retail stores and cosmetics.

Automotive—includes all automotive-related categories including sale/purchase of vehicles
and parts and maintenance.

Entertainment—includes film, music, TV, box office, video games and amusement &
recreation.

Consumer Packaged Goods—includes packaged goods, food products household
products and tobacco.

Leisure Travel—includes travel, hotel, airlines and resorts.

Computing Products—includes hardware (computers, computer storage devices, and
computer peripheral equipment), consumer electronics, prepackaged software (operating, utility
and applications programs), local area network systems and network systems integration,
computer processing and data preparation and data processing services.

Financial Services—includes commercial banks, credit agencies, personal credit institutions,
consumer finance companies, loan companies, business credit institutions and credit card
agencies. Also includes companies engaged in the underwriting, purchase, sale or brokerage of
securities and other financial contracts.

Telecommunications—includes point-to-point communications services, including telephone
voice and data communications, two-way mobile/cellular communications services and other
non-vocal message communications services (e.g., cablegram, electronic mail and facsimile).

Media—includes establishments primarily engaged in radio and television broadcasting
(network and station) including commercial, religious, educational and other radio or television
stations. Includes multi-channel video providers on a subscription fee basis (e.g., cable
television, wireless cable television and direct broadcast satellite services). Also includes
establishments primarily engaged in publishing newspapers, periodicals and books.

tSurvey participants reported results based on the 21 industry categories listed on page 17, which
were used specifically for the IAB Internet Advertising Revenue Report. This is consistent with other
relevant industry categorization sources that measure advertising spending by industry. For
purposes of this report, PricewaterhouseCoopers classified a number of individual categories under
“Retail.”
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Display Advertising (Banner Ads)—advertiser pays an Internet company for space to display a static or hyper-linked
banner or logo on one or more of the Internet company’s pages.

Sponsorship—represents custom content and/or experiences created for an advertiser which may or may not include ad
elements such as display advertising, brand logos, advertorial or pre-roll video. Sponsorships fall into several categories:

= Spotlights are custom built pages incorporating an advertiser’'s brand and housing a collection of content usually around a
theme;

= Advergaming can range from an advertiser buying all the ad units around a game or a “sponsored by” link to creating a
custom branded game experience;

= Content & Section Sponsorship is when an advertiser exclusively sponsors a particular section of the site or email (usually
existing content) re-skinned with the advertiser’s branding;

= Sweepstakes & Contests can range from branded sweepstakes on the site to a full-fledge branded contest with
submissions and judging

E-mail—banner ads, links or advertiser sponsorships that appear in e-mail newsletters, e-mail marketing campaigns and
other commercial e-mail communications. Includes all types of electronic mail (e.g., basic text or HTML-enabled).

Search—fees advertisers pay Internet companies to list and/or link their company site domain name to a specific search
word or phrase (includes paid search revenues). Search categories include:

= Paid listings—text links appear at the top or side of search results for specific keywords. The more a marketer pays, the
higher the position it gets. Marketers only pay when a user clicks on the text link.

= Contextual search—text links appear in an article based on the context of the content, instead of a user-submitted
keyword. Payment only occurs when the link is clicked.

= Paid inclusion—guarantees that a marketer’s URL is indexed by a search engine. The listing is determined by the
engine's search algorithms.

= Site optimization—modifies a site to make it easier for search engines to automatically index the site and hopefully result
in better placement in results.

Lead Generation—fees advertisers pay to Internet advertising companies that refer qualified purchase inquiries (e.g., auto
dealers which pay a fee in exchange for receiving a qualified purchase inquiry online) or provide consumer information
(demographic, contact, behavioral) where the consumer opts into being contacted by a marketer (email, postal, telephone,
fax). These processes are priced on a performance basis (e.g., cost-per-action, -lead or -inquiry), and can include user
applications (e.g., for a credit card), surveys, contests (e.g., sweepstakes) or registrations.

Classifieds and auctions—fees advertisers pay Internet companies to list specific products or services (e.g., online job
boards and employment listings, real estate listings, automotive listings, auction-based listings, yellow pages).

Rich media—advertisements that incorporate animation, sound, and/or interactivity in any format. It can be used either
singularly or in combination with the following technologies: sound, Flash, and with programming languages such as Java,
JavaScript, and DHTML. It is deployed via standard Web and wireless applications including e-mail, static (e.g. .html) and
dynamic (e.g. .asp) Web pages, and may appear in ad formats such as banners, buttons and interstitials. Interstitials are
included in the rich media category and represent full- or partial-page text and image server-push advertisements which
appear in the transition between two pages of content. Forms of interstitials can include splash screens, page takeovers and
pop-up windows.

Digital Video Commercials—TV-like advertisements that may appear as in-page video commercials or before, during,
and/or after a variety of content in a player environment including but not limited to, streaming video, animation, gaming, and
music video content. This definition includes digital video commercials that appear in live, archived and downloadable
streaming content.
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3a nepsbin kBapTan 2010 roga oobem
oHnamnH-peknambl B CLUA goctur $5,9 mnpa.

JT0 Ha 7,5% bonbLwe, Yem ObINo B aHaI0rMMYHOM
nepunoae 2009 roga

CooTBeTCTBYIOLLEE MCCIeQoBaHNe NPOBENO amepukaHckoe Blopo MHTepakTUBHOW peknamMbl B cOTpyaHuYecTse ¢ Pricewater-
houseCoopers, coobuaetr Mediaweek.

Takke comScore pacnpocTpaHui AaHHble, COrMIacHO KOTOPbLIM B NEPBOM KBapTare 3TOro roga OHNanH-MHAYCTpusa cpeau
amepuKaHckmx notpebutenei gocturna 1100 Mnpa peknamMHbiX nokasos. KomnaHus oueHuna avcnnen-peknamy B $ 2,7
MIPA, CO cpeaHein CTOMMOCTbIO 3a Thicavy Nnokasos B $2,48.

B yeTBepTOM KBapTan npoworo roga biopo HacumTano nageHne oGLEMOB UHTEPHET-pekrambl Ha 6%. Takum o6pasom,
3KCMepTbl OLEHNBAIOT HbIHELLHWUIA POCT Kak NPU3HaK BO3POXKAEHUS HOYCTPUN.

OTMeTUM, Ha HblHeLHeM 42-M BceMnpHOM pekriaMHOM KOHrpecce npo3ByYvany NporHo3bl 0 ToM, 4To B 2010 rogy pblHOK
WHTEPHET-peknamMbl B Mupe BbipacTeT Ha 20%, a neyaTHbIn CekTop oTpacny — Tonbko Ha 10%.

«lMoTpedbutens N3MEHUICS, N HAM Ha0 MEHATLCS», — NPUBOAMWT CIOBA reHeparnbHOro AMPEeKTopa 1 nNpe3ngeHTa
MapkeTuHroBoro areHtcTBa Draftfcb JlopeHca BockeTTo

Mo nHopmaumm cTapLuero BuLe-npesmaeHTa 1 ynpaensatoulero aupektopa Yahoo! Puya Paiinu, 4yenoBe4ecTso NpoBoauT B
CeTn 27 Mrnipg 4acoB eXerogHo, 1 3TOT nokasaTtenb BbipacTtaeT Ha 20% B rog,.

«MoTpebutens nepeexan B UHTEPHET, U, COOTBETCTBEHHO, CoLManbHble Meaua 1 peknaMmoaaTteny AoMKHbI UCMNoNb3oBaTh
3Ty BO3MOXHOCTb, YTOObI pa3BmBaTh X KOMMYHMKALUN U UX BU3HECY, — cYMTaeT npe3maeHT MexayHapoaHon peknamHon
accoumnaumm (IAA) AnaH Pytepdopa.

OH Takke CYMTaET, 4YTo peknamMmogaresnn oco3Hasim, 4To OHM HEe MOTYT U Aanblle nonaratbCd Nilb Ha TpaguUuNOHHbIE CMI, n
9TO MNMPUBEIO K nepepacnpenerneHno nx OloKeToB B nonb3dy Apyrux meagua.

AreHTCTBa HanpaenstoT Oornblle cpeacTB B HOBbIE, LIMAPOBLIE TEXHOOMMIN MO CPABHEHMIO C TPAAULMOHHBIMW, U OHU BPSA N
BEPHYTCS K CTapow cxeme gencteun. Noatomy peknamuble areHtctea, CMU 1 nx BnagensLbl JOMKHbI ObiTe rOTOBbI paboTaTtb
MO HOBOW CXeMe.

HanomHum, nuaepoM no pekname B aMepukaHCKOM MHTEpPHETE cTana coumanbHas ceTb Facebook, obongsa Yahoo!

¢ 176,3 mnpg 6aHHepoB, 4To cocTaBuno 16,2% oT o6LLero konnyecTBa NokasoB. B To e Bpems, No KoNM4ecTBy 4OXOAO0B
CEeTb MNoKa 3aHUMaeT Kyaa 6ornee CKpOMHbIE NO3ULNN.
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HanomHum, yto B 2008 rogy BPK pewnna He pa3gensiTb MIHTEPHET pekrnamy Ha KOHTEKCT 1 6aHepHYHo, MBO C OQHOWM CTOPOHBI,
3KCNepThbl, CX0AsACh B 0OLLMX UTOrax, No pasHoMy OLIEHMBAnNM BKIIaL KaX4oro U3 BUOOB PeKraMbl, a C ApYron CTOPOHbI, B
WHTEPHETE CYLLECTBYHOT 1 Apyrne opMbl ONflaunBaeMbiX pekiamMHbIX KOMMYHMKaUWA, HEMNOOXOOALWMX Mo OnpeaeneHue
OaHepa nnn KOHTEKCTa (aKTMBHOCTM B COLMarbHbIX CETSX, ONTUMU3aLNN, NNaTHble 00bsiBNeHns/pyopukn n 1.4.). OgHako

B 3TOM rogy Mbl BCE-Taku PeLUNNN BbIOENUTL XOTS Obl Ba CErMeHTa B UHTEPHET pekriaMe, KOTopble YCITOBHO Ha3Banm —
Meguna (baHepHasi peknama) n He-megma (KOHTEKCT 1 npou.). [Jeno B ToM, YTO He-MeauiHas CoCTaBnsaLWas peknaMmHOro
OrompkeTa B MUHTEPHET pasBMBanach B 3TOM rogy ropasno 6onee 6GbICTpbIMM TEMNaMK, YTO U 3addMKCMPOBAHO B HALLEWN
NTOroBow Tabnuue. XoTb B HALMOHAaNbHOW BaroTe OHMalH peknama B 3TOM rofy sIBNsieTCa NMMAepoM pocTa, NOBTOPUTb
pesynstathl 2008 roga B 40NNapOBOM 3KBMBAIIEHTE OTPACI M BCE e He yaanoch.

WUtorm 2009, % W3MeHeHusA MporHo3 Ha 2010 roga, % n3MeHeHusA
MJTH rpH Kk 2008 MJTH FpH k 2009
Peknama B UHTepHeT 145 +45% 200 +40%
B T.u.
Meana 85 +21% 110 +29%
He-meana 60 + 100% 90 + 50%

CeogHas Tabnuua obbemoB megma peknamsl B 2009 rogy n nporHos Ha 2010 rog

Wrtorn 2009, MnH rpH

MporHo3 Ha 2010, MAH rpH

% n3meHeHus k 2009

TeneBn3nMoHHaa pekrnamMa 2 000 2490 + 25%
CnoHcopcTBo TB-TpaHcnsaumn 280 320 +15%
Peknama B npecce 1892 2254 +19%
HapyxHas peknama 650 715 +10%
TpaHcnopTHas peknama 100 100 0%

BHyTpeHHsa peknama 68 80 +18%
Pagvopeknama 120 150 + 25%
Peknama B knHoTeatpax 25 30 +20%
WHTepHeT peknama 145 200 + 40%
Bcero Meaua peknama 5280 6 339 +20%
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Konn4ecTBo UrPOKOB — PacCTET.
200 MIH B rog Ha BCex He XxBaTaeT

Penitunr no rpynne CMW 1 nepuoguka 3a nosasyepa Angd nocetutenen permoHa YkpauvHa (1-25)

XocTtoB Bcero % 3axopoB

Pecypc (nokasaTb onvcaHue) M3 perMoHa  XOCTOB W3 peruoHa
1 KoppecnoHaeHT - SAHYKOBUY NPOrHO3npyeT Ha4yano yKpamHCK1X 85924 128 049 67.1% ul
pedopm B 2011 rogy
2 NOAPOBHOCTMW - Pechopmbl HauHyTcsi B 2011 roay: MHTepBbio 74233 96 876 76.63% ul
AnykoBuua
3 YHIAH - AHykoBuy - MefiBeaeBy: siKLLO Aol ine, TO Le 40 rpoLueit 67531 94867 71.18% ul
4 YTPO.UA | Camble BaxHble HoBocTu [Hs 55345 91690 60.36% nl
5 «CEroOfHA»| Papa 3akpeina "apTekoBckoe Aeno" 48809 69 190 70.54% il
6 GAZETA.UA: Pocis ckopo noyHe nepeLukoaxatii BBE3EHHIO 48283 60048 80.41% ml
yKpaiHCbKUX ToBapiB
7 ®OKYC. UHTep Bbirpan Jlury 4emnmoHos 43620 57736 75.55%
8 FROM-UA :: Onnosuums roH1T B 0TCTaBKY MUHMCTpa-KceHooba 40837 56 402 72.4% ul
9 UeH3op.HET: "PervoHbl" cobupatoTcsi BepHYTb Ha MECTHbIE 40232 50812 79.18% ul

BbIGOpbI "MaxopuTapky"

10  ®pasa - TaitHa MepTBbIX NENUKAHOB. 25 Masi COCTOUTCS Npecc- 38742 51631 75.04% ul
KOHbepeHumsi o npobnemax KuHbypHa

11 proUA.com-Y AsapoBa oTkasanvcb oT heaepanvama 36457 54015 67.49% ul

12 ForUm - AAHykoBuY, JIuteuH 1 A3apos nomonunuce B JlaBpe 34248 48325 70.87% ul

13 TCH.ua: Onosuuia 3annatuTb 3a po3rpoM BepxoBHoi paau 33044 45080 73.3% il

14 YPA-UHbopm > AHYKOBUY NPUrPO3NIT MUHWUCTPY YBOSIbHEHUEM 32713 43268 75.61% ul

15 KN B YkpauHe: Benep 3a banpaepoit Mepost YkpanHbl 3abupatoT y 32414 49137 65.97% l
Conparta MoGeap!

16 BAMHET: Ha mecTHbIx BbiGopax oceHbto Gonblue Bcex HabepyT 29459 36739 80.18% ul
MNP, BIOT u KMNY

17 NeBbit Beper - 06LLECTBEHHO-NONUTUYECKOE N3aHNe 28047 33164 84.57% il

18 Vlasti.net?... lOnus TUMOLLIEHKO Yyxe COUTBIN NETUMK, KOTOPbIi 26947 38497 70% ul

HUKOraa He B3neTut

19 TA3ETA MNO-KMEBCKW: BepHynuck aBTomaTbl C ras-Boaoit 25524 32723 78% il

20 YTPO: Bpauu onacatoTcs 3a 3[,0poBbe pexuccepa, nbiTaBlueics 23292 271030 8.59% ul
y6uThH cebs

21 MIGnews.com.ua: JlyyeHko: Onnoauums 3annaTtuT 3a norpom B 21713 33012 65.77% l
Pape. Ho He 3a AbIMOBbIe LaLLku

22 BCSA NPABOA: MHOOPMALIMOHHO-AHATIUTUYECKUI 21538 24820 86.78% ul
MOPTAJl OB YKPAUMHE, POCCUW U MUPE

23 TNABPEL - Y Ipymyaka He noaTBepanncs NHhapkT 20991 28533 73.57% l

24 GIGAmIr | Becb MMp B TBOEM OKHE 20946 25955 80.7% ul

25 DELFl.ua - AlHykoBuny 6e3pasnuyeH k anektopaty? 19113 27866 68.59% ul

AHPBY



KonnyecTBo UrPOKOB — PacCTET.
200 MIH B rog Ha BCex He xBaTaeT

PentuHr no rpynne CMW 1 neproguka 3a no3aeyepa Ansi nocetutenen permoHa Ykpauna (25-50)

XocToB Bcero % 3axogoB

Pecypc (nokasaTb onucaHue) U3 perMoHa  XOCTOB W3 perMoHa

26 4POST - YkpaiHa BigaacTb Pocii ypaHosi pogosuiwa? 17512 22367 78.29% ul

27 BEPCWW.com // ®abpwvka aHanuTtuk 16 690 22 522 74.11% ul

28  YKPAVHA KPUMWHAINBHAS / CoseTbl MonofoMy npefaTento. 14725 20357 72.33% b
Kak noctynutb Bo ®paHLy3ckuii nernoH

29 3IK- TABAYHUK 3YCTPIBCA 3 BAKAPYYKOM | MIANUCAB 13233 16324 81.06% &
KOHTPAKT

30 WHTepdakc-YkpauHa 12833 17365 73.9% il

31 IMK - CnpaBy loHragse 6yne poacnigyBaHo sikicHo - P.Ky3bMiH 12571 15084 83.34% il

32 OKCIPECC I'A3ETA Online: Hukonb KnamaH ysenuuuna rpyab 12093 122383 9.88% ul
(®OTO)

33 ®AKTbI // Ha 6enopycckoii TamoxHe paboTaeT cxema no 11885 19194 61.92% il
KOHdVCKaLMM JOPOruX aBTo ykpanHLEeB?

34 TTNABIOPT.net - OTAaaMm HOBOCTM B XOpoLune pyku! 11644 15462 75.31% ul

35 ZAXID.NET 11 090 14 620 75.85%

36 3EPKAIO HEOENW 11068 15540 71.22% ul

37 PenopTepUA - YcTaHoBka namsaTHuka CTanuHy nof cepbesHoi 10541 14 965 70.44% &
yrposoit

38 MediaUA - HoocTtHoit Meawa-Moptan 10058 13241 75.96% ul

39 XaviBei. MopTan rpaxaaHCKo ypHanucTuki 9453 13780 68.6% ul

40 TNABKOM - Bnactb NocTaBUT CBOMX BEAYLUUX MONUTUHECKUX TOK- 9052 11564 78.28% ul
woy?

41 KW ("KoppecnoHaeHT usbupateneit [lon6acca") 9016 11385 79.19% il

42 MOBUS.com - MUHWCTPOB ¥ ryGepHaTOpOB X/AYyT HOBbIE 8776 16874 52.01% ul
poTtauumn?

43 "Octpos" - YkpaunHckast onnosvuus: CHoBa ron B cBou BopoTa? 8256 10297 80.18% ml

44 «naBHoey». IHTepHeT-0603peHVe 13 Xapbkosa 8042 10592 75.93% ul

45  OOHBACC - pervoHanbHas raseta 7984 14049 56.83% il

46 UA3000.INFO - B obmeHHukax nepectanu 6patb eBpo! 7982 11552 69.1% ul

47 OP[ : BeaHblit XOpoLLUKOBCKMIA 7 892 9 590 82.29% @

48 UA-Reporter.com - Y>xropoackas MUnuuus pasbickusaet 7766 11992 64.76% ul

y4acTHuka aepakon 6aHabl (POTO)
49 Hukonaeckas obnacTtHast uHTepHeT-raseta "Hosoctu N" 7297 9028 80.83% @

50  SiteUA - TBoM nepcoHanbHble HoBocTu! 7009 21430 32.71% ul
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[lepenTt Ha NNATHOCTb 40 MUKPOMENMEHTA —
notepaTtb 81%

81% unTatenen ymagyT C HOBOCTHbIX CAiTOB, €CIIN OHM CTaHyT nnaTHbeiMU, — korrespondent.net

JInwb 19% oNpOLUEHHbIX aMepPUKaHLEB 3asiBUIIM, YTO OCTaHyTCs YMTaTeNsiMM CBOEro JIloG1MOro MHOPMaLMOHHOIO OHaliH-
pecypca B criyyae, ecnv oH ctaHeT nnatHbiM. OcTarnbHble NPOCTo HanayT cebe GecnnaTHyo ansTepHaTHBY.

EcTb cpeav onpoLUeHHbIX U Te, YTO XO4eT NNaTuTb 3a JOCTYN K canTaM — Takux okasanoch 7%, roBopuTCs B UCcriegoBaHum
amepukaHckoro Pew Research Center.

Mpu 3TOM y BONbLUMHCTBA NOMb30BaTeENen MHTEPHETa €CTb HECKOMNBbKO HOBOCTHBIX CAalTOB, KOTOPbIM OHW OTAAT
npegnodtenne. Jllogen, y KOTopbIX eCTb OAMH NM0OMMBIN HOBOCTHOW pecypc — 35%. ViccnegoBaTenbCkuim LEHTP ONpocun
2,259 yernosek.

Takke KOMNaHWs NpoBena nccregoBaHue oHNanH-peknambl. Ero pesynsrarthbl ons 6u3Heca Takke HeyTelmnTenbHbl: XoTb 81%
OMPOLLEHHbIX 1 HE UMEKOT HUYEro NPOTUB peknamMHbiX 6aHHePOB M TEKCTOB, A5 77 % ONPOLUEHHbIX OHM HUYEro He 3HavarT:
42% yTBEPXKAALOT, YTO BOOOLLE HE KITMKAKOT Ha peKrnamHble cCbifku, 35% He genatoT 3Toro “noyTm Hukoraga”.

HanomHMM, rmaBHbIM CTOPOHHWKOM Nepexoaa Ha NnaTHyto MoZernb AoCTyna k caiTaM sBnsieTcs pykoBoantenb News
Corporation Pynept Mepgok. B yacTHOCTW, 3a MHAEKCUpOBaHME NMaTHLIX HOBOCTEN €ro calToB OH rOTOB NoAaTh B CyA Ha
Google.

Kpome Toro, o ckopom nepexofe Ha nnaTHyt Moaernb 00bsiBUN NOMYNSiPHENLLMIA HA CErOAHSA Cpeaun ra3eTHbIX CalToOB pecypc
The New York Times.

*  MuKkponeMMeHT — TYMaHHbI€ NepPCrneKTUBbI
e [naTHbIN KOHTEHT — He pearneH A0 BBeAeHMS MyKponenmeHTa (unu yobeT 81% nonb3oBatenen)
* Peknama nget B cneunanu3mMpoBaHHble CalThl, a He B 00LWenHpopMaLUnoHHble. Tam — uenesas ayamTopust.

* MepuacaitTbl — Gonbliuas BO3MOXHOCTb ANng nonut-PR 1 HeGonbLuas ans peknamoaareneil.
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BbiBOAbI

BbiBOAbI HErATUBHbIE:

pekrnamogarternb npegnovMTaeT cneumann3npoBaHHble calTbl, — TaM ero Lernesas aygutopus
KONMMYeCTBO MHGOPMALMOHHBIX CalTOB pacTeT bbICTpee, YeM poCT BHOAKETOB Ha MHPOPMALIMOHHbLIE CanTbl

BbiBOAbI MNO3UTUBHBIE:

AHPBY

noan cTany 3HaunTenbHO NPoMH(OpMUpOBaHHee

KTO HE YMTAET HOBOCTHbIE CalTbl — CMyLUAET UX OT TeX, KTO YNTAET (4YS1EHbI CEMbU, APY3bs)
npasuno 11 MUHYT pacnpoCcTpaHsEeTCS U K ra3eTam, ¥ K HOBOCTHbIM canTam

Mbl Ha Nopore e-puaepoB BMECTO KHUT U... ra3eT

noka yMpyT raseTbl, BbiLLenepeyncrieHHble npobnemsl 6yayT peLleHbl.

Bo3amoxHo, ByayT peLlueHbl Te NpobnemMsbl, 0 KOTOPbIX Mbl JaXe HE 3HAEM.
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