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Right message
Right person
Right context 
Right medium
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Customer journey
Awareness Purchase LoyaltyConsideration

TV

Print

Radio

Post letters

Outdoor

Outside the storeInside the store

O
ffline 

m
edia

O
nline 

m
edia

Image ads
Video ads

Mobile ads
Websites

E-mail
Adwords
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Search is the Zero Moment of Truth
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10.4 
sources before purchasing, 

2x the number consulted just 
one year before

Consumers consult an 
average of 

Access to information has changed our purchase process...
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How are these networks connected?

By clicking on the ad 
the user gets to the 

website 

Image/video/text ads 
raise brand awareness,, 

the users want to find 
out more

67% of the internet users 
check online a product 

they saw/heard via offline 
media 

89% of the customers 
search online for a 

product, and 63% of 
them purchase it offline

Offline

Audio

Print

Mobil

TV

Google
Display Network

Google Display Network
• Hundreds of thousands of 

advertisers and websites
• Different targeting methods 

 



Confidential & Proprietary

How Google Search Works 

8



I-Want-to-Know
Moments

Question-related searches 
("what, when, where, how, why, who") 

Google Internal Data, US, August 2015.
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Paid results
Ranked by 
max. CPC & 
relevance

Organic 
results
Ranked by 
relevance



Confidential & ProprietaryWeber Shandwick, “The company behind the brand. In reputation We Trust, “ May 3 2012

Agree that search results influence their perception on brands

81%
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Simultaneously...

Keep them engaged with you, not competitors

49% of TV viewers are simultaneously using another device 
(PC, smartphone or tablet)
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Control your brand image on search 

● Show your best, most up-to-date message 
when consumers look to engage with you

● Don't let competitors or critics guide user 
attention away from your brand

● Echo and build on positive publicity

● Reinforce your brand by emphasizing its voice 
and values at the top of the page

When users search for 
your brand terms, 
make your message 
the first thing they 
see.
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Moment
Driving

Awareness Moment
Driving

Preference

Moment
Driving

Conversion

Use both generic and brand keywords for ...

Upper funnel

Bottom funnel
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Search takes users 
to the ultimate 
branding tool
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Ads are mocks used for examples purposes only

Optimize search ads based on customers’ past site behavior

Create a list of users who visit 
your site by inserting a few 
lines of code onto key pages, 
that will create lists of users 
who visit these pages.

Click Collect Customize

Step 1 Step 2 Step 3

Remarket to users who visited 
your site when they later 
perform relevant searches on 
Google.com.

Apply a user list to a Google 
search ad group to restrict 
traffic to only that list of users. 
When they search on 
Google.com, serve an ad with a 
customized message

Get to know your customers and make sure to reach them
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Close the Conversion Loop
with RLSA (Remarketing List for Search Ads) 
and branded search

Prior visitors that started the 
shopping cart process can still be 
converted in subsequent searches.

Use RLSA with brand terms to 
highlight compelling promotions for 
shopping cart abandoners.

Up-sell and cross-sell
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79%
of time online is 
spent outside search

21%
of time online is 
spent searching

How do you connect with consumers when they aren’t 
necessarily searching for you?

Source: go-gulf.com; “How People Spend Their Time Online”; February 2, 2012 Online Publishing Association; Nielsen, 
Comscoredatamine.com, Tnsdigitallife.com, Pewinternet.org

across websites, mobile, 
YouTube, and Gmail
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Find the right people...

Email
“we need to 
book London & 
Paris”

Read
article on Insider’s 
Guide to Paris

Watched
Basic French sayings

Visit
Various Travel Sites to read 
reviews 

Search
“best restaurants in Paris” 

Visit
Restaurant site to book 

Conversion

Search 
for best 
Museums  
to visit
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How Google Display Network 
Works 

21



Confidential & ProprietarySource: ComScore, July 2013

90%
of global internet 

users

The Google Display 
Network reaches

Across ad formats:

2M+websites

Ads are 
served across

Image ads Text ads Ads on mobileVideo ads

An Overview of the Google Display Network
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Your customers are cross device, so is the GDN

On Desktop & Tablets On Mobile Web In Apps

Engage with users across devices seamlessly
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Efficient reach across marketing objectives

DEMOGRAPHICS
Women 35+, $100K+/year HHI

AFFINITY AUDIENCES
Travel Enthusiasts

PLACEMENT TARGETING
Viewed travel sites or apps

 

REMARKETING
Re-engage with 
existing site visitors

DISPLAY SELECT KEYWORDS
Viewing best waves in Honolulu  

SIMILAR AUDIENCES
Similar to recent hotel purchasers 

IN-MARKET AUDIENCES
Intending to book hotels

Awareness Consideration Purchase

CUSTOM AFFINITY AUDIENCES
Surfing fanatics

KEYWORD 
Viewed best waves in Honolulu 

TOPIC TARGETING
Viewed travel pages
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Efficient reach across marketing objectives

PLACEMENT TARGETING
Viewed travel sites or apps

KEYWORD 
Viewed best waves in Honolulu 

TOPIC TARGETING
Viewed travel pages

DISPLAY SELECT KEYWORDS
Viewing best waves in Honolulu  

DEMOGRAPHICS
Women 35+, parent

AFFINITY AUDIENCES
Travel Enthusiasts 

CUSTOM AFFINITY AUDIENCES
Surfing fanatics

SIMILAR AUDIENCES
Similar to recent hotel purchasers 

IN-MARKET AUDIENCES
Intending to book hotels

REMARKETING
Re-engage with existing site visitors

(  +  )
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http://www.youtube.com/watch?v=84OT0NLlqfM
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There are deeper layers 
to who we are
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Demographic 
SELF

Man, 27 years-old
Lives in Budapest

Demographic 
SELF

Man, 27 years-old
Lives in Budapest

Frequently comparing 
prices of motorcycles on 
his mobile phone

Browsed tattoo enthusiast 
pages for skin care 
recommendations

Watching videos of ‘how to 
gain muscles’ 

Deeper   
SELF
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Ads are mocks used for examples purposes only
Create a list of users who visit 
your site by inserting a few 
lines of code onto key pages, 
that will create lists of users 
who visit these pages.

Click Collect Customize

Step 1 Step 2 Step 3

Remarket to users who visited 
your site when they later 
perform relevant searches on 
Google.com.

Show your ads to your 
customers to drive them back to 
your website

Bring back your customers to your website with Remarketing
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Google helps
you find the
right people 

PURCHASE INTENT 
Find relevant users who are in-market to buy 
your product or service.

Resonate with the 
audience that matters
at no additional cost!

DEMOGRAPHICS AND... 

PASSION
Connect with engaged audiences based on a 
holistic view of their behaviors and affinities.

PERSONALIZATION 
Use your own data to reach audiences that 
will build your business.
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INTENT

HOW IT WORKS: 
Audiences Updated in Real-Time
Reach the most relevant people based on the freshest possible data 

Fresh audiences are updated immediatelyUsers no longer showing active intent are removed 

INTENT INTENT INTENT INTENTNO ACTIVE 
INTENT

NO ACTIVE 
INTENT
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+ Luxury shoppers

+ In-market for baby products

+ Technophiles 

+ In-market for real estate

Who are my best customers?

HOW IT WORKS: 
Google Audience Insights uncover your optimal audience
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Use your own first-party 
data to target current 
customers or reach a 
new audience of highly 
qualified prospects

● Similar Audiences
● Customer Match
● Remarketing 

PERSONALIZATION

light customers:
build brand 
loyalty

loyal customers:
cross-sell 
and upsell

new prospects:
drive awareness 
& consideration
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HOW IT WORKS: 
Grow brand love with Customer Match

Gold reward card holder
good credit

Basic card holder
card expiring

Upload your 1st party data to serve tailored messaging to known customers
Basic card holder

good credit

Upsell with 
gold rewards card

Drive loyalty with 
basic card message

Upsell with 
platinum card

Gold card holder
unaware of rewards

Drive awareness with
gold card message
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HOW IT WORKS: 
Find new high-value customers with Similar Audiences
Upload your existing customer list and we’ll find similar audiences

Highest-value 
customers

Up to 100X reach of your customer list 

Gold rewards
card member
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Source: Google Internal Data

Target customers 
that you know

Exclude current 
customers to only 
reach new customers

Reach users similar 
to your customers

Realize the full value of your customer data 
Unlock the power of your customer data



I-Want-to-Watch
-What-I’m-Into

The number of hours people spent 
watching videos on mobile is up 100% 

year-over-year

Google Internal Data
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have an excellent/  
very good opinion

have a good 
opinion

don‘t 
know

have a fair /  
poor opinion

entertaining

comprehensive

easy to use

global

funim
ag

e 
of

ge
ne

ra
l o

pi
ni

on
 o

f Y
T

excellent opinion &
entertaining image

POPULARITY

2015 

2015 

WE3/Q9: What is your general opinion about YT?
Base (weighted): Respondents who are aware of YouTube: 
2015: Total n=996; 16-29 years n=341; 30-44 years n=377; 45-59 years n=278
2012: Total n=997; 16-29 years n=279; 30-44 years n=425; 45-59 years n=293
WE4/Q10: What is your opinion about the following websites? 
Base (weighted): Respondents aware of respective website; 2015: YT n=996, Google n=996, Facebook n=999,
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POPULARITY

by 10%
(84%)

number of TV users 
who also use YT

TOTAL 16-29 YO 30-44 YO 45-59 YO

ratio of people who 
choose YT over TV

by 10%
(84%)

by 13%
(86%)

31% 43% 31% 17%

2015 

by 13%
(80%)

ME1/Q19: Now think of a normal 7-day week and estimate how many days you use each of the media listed below? 
Base (weighted): All respondents: 2015: Total n=1000; 16-29 n=341; 30-44 n=379; 45-59 n=281; 2012: Total n=1000; 16-29 n=280; 30-44 n=425; 45-59 
n=296
YT11: If you would have to decide on using only YouTube or only TV for watching videos and other contents in the future, which one would you choose?
Base (weighted): 2015: Total n=1000; 16-29 years n=341; 30-44 years n=379; 45-59 years n=281, Youtube usage: Heavy: n=387, Medium: 328, Light: 256
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Create and convert demand with YouTube

Reach Impact Results
Reach new customers 
that are eager to take 

action

Measure and optimize 
to deliver results

Impact customer 
decisions by enabling 
them to take action
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Last Click Focus = Attribution Problem

   To...
    The Great Assister.

From...
Last Click Focus.

Who gets 
the 

credit?
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YouTube Masthead
Massive reach with dominating the YouTube homepage
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YouTube Masthead
Across all screens
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Drive and pay for true engagement with 
TrueView format suite

Clickable
TrueView discovery ads

Skippable
TrueView in-stream
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Convert engagement to action with 
interactive features

Learn & Buy
Cards & Shopping

Drive to Site
Call-to-Action Overlay

Get the App
Mobile App Promo

Close the Sale
End Screens

41% of people take an action as the result of an ad



Bumpers

https://www.youtube.com/watch?v=kblr9Z6L020&index=1&list=PL9j7UOCDzXtQP5e4K0dZTWKopS4mQQXQ1


I Bumpers

Messaging
6 second video creative

Go Big & Bold

Targetting
Demographic

Affinity / Custom Affinity Audiences

Remarketing

Benefits
Lowest CPM video format

Serves more frequently than other video formats

Greatest reach and frequency on mobile

Highly viewable

Objective 
Reach
Quick 1+ reach

Copy
Up to 6s video / GIF / Static

Judging Success

KPI Impressions

Measurement
- Unique Reach
- Brand Lift (Brand Awareness & Ad Recall)

- Viewability (Active View)



I Bumpers bolster campaigns

EchoTease

Amplify

Full Length 
Video
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I Experiment with different versions

https://www.youtube.com/watch?v=m1k8NwQqkBE&list=PL1HGJq7WZkDFvAi4fniQuXQPAP74f0Oa6&index=7
https://www.youtube.com/watch?v=kblr9Z6L020&index=1&list=PL9j7UOCDzXtQP5e4K0dZTWKopS4mQQXQ1
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I They can also work by themselves
TrueView in-stream Bumper Ad



Proprietary + Confidential

Branding 

YouTube Brand Lift Studies
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Robust methodology, easy implementation and near real-time results

the control group
 are people who were randomly 

selected to see other ads

the exposed group
are people who will see your ads

Google technology creates
 2 randomized groups

Robust research design
Serve a survey and/or analyze

organic searches on Google.com and 
on YouTube.com to these 2 groups

Tagless implementation
We gather the responses
and compute the results

as early as 2+ weeks*

Fast and free results

How does a Brand Lift Study work?
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Brand Lift Surveys
Measure the increase in ad recall, brand awareness, consideration, purchase intent, and 
favorability 
directly attributable to your TrueView campaign
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What we report

How we
measure it

Which types of 
questions will we 
help answer

Ad recall
Brand Awareness
Consideration
Favorability
Purchase Intent

Surveys

Which demo is driving
the highest lift in
brand awareness?

Brand 
interest

Organic Search Activity
(on Google and on 
YouTube)

Is my campaign inspiring 
consumers to search for 
my brand or products? 

What is Brand Lift? Available YouTube ad formats:
TrueView In-Stream and Google Preferred

https://www.thinkwithgoogle.com/products/youtube-trueview.html
https://www.thinkwithgoogle.com/products/google-preferred.html
https://www.thinkwithgoogle.com/products/youtube-trueview.html
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Brand Interest
Measure the increase in brand interest on organic search activities directly attributable to your 
campaign
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Choosing the right metrics and setting them up for success
Campaign goal Brand Lift Metrics When to use What does it measure? 

AWARENESS

CONSIDERATION

Ad Recall

Brand Awareness

Brand Interest

Consideration

ACTION

Favorability

Purchase Intent

All eligible campaigns 

Brand / product launch; 
no call to action needed

All eligible campaigns

When clear call to exist action 
to move consideration

when goal is Brand equity / 
positioning. Harder to move - 
think of it more longitudinally

Clear call to action to move 
purchase / action

How much more likely are users to remember seeing your ad after 
being exposed to it on YouTube.

The impact of your brand campaign on overall brand/product 
awareness.

The impact of your brand campaign on organic search query volume 
on Google.com and on YouTube.com

How much more likely to considering your brand / product / service 
consumers are due to the exposure on YouTube.

How much more do consumers align with your Brand identity after 
exposure on YouTube.

How much more likely someone is to choosing your brand/product 
after being exposed to an ad.
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Thank you!


