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Right message
Right person
Right context
Right medium
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Access to information has changed our purchase process...

Consumers consult an
average of

10.4

sources before purchasing,
2x the number consulted just
one year before




How are these networks connected?

67% of the internet users
check online a product
they saw/heard via offline

Image/video/text ads

raise brand awareness,,
the users want to find

out more

media
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search online for a
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By clicking on the ad
the user gets to the
website

Google Display Network

* Hundreds of thousands of
advertisers and websites
* Different targeting methods




How Google Search Works



I-Want-to-Know

Moments

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

Google Internal Data, US, August 2015.



Go _gle sampaon széraz hajra L Q

All Images Wideos News Maps. More Seltings Tools

About 134,000 resutts (038 saconds)

Olajos kezelés a hajnak - Taplald olajos hajkezelés - dove.hu
[Ad] www.dove. huiSzarazHaj
Egy kezalés, ami sagit a szdraz, férytalan hajon?
Hidratalt hef - Mézze meg a videdkat - Sx salymesebo haj
Dove kezelés szaraz hajra Sampan efdden hajra
Dove Advanced Har Series. A Dove elsd hajoiaja

Tiredezett Hajra Sampon - argep.hu

[Ad] www.argep.hul =

Alegjobl sganlatok egy halyen. Ar-tsszenasonliids magas szinten!
Hataimas valaszIak - Kivald Arak - Top termékak - Naprakesz sanlatok

Melyik a legjobb sampon, szaraz és toredezett hajra? - Gyakori kérdések
hitps:ifeww. gyakorikerdesek. hu'szepseg-as-divat__bor-es-hajapola... » Translate this page
Oct 13, 2011 - Yves Rocher, Dove, Nivaa, Fructs.. Egyik sem volt olyan, hogy igazén | lenna. Most
vattem Gliss Kur sampont.. Hesznal valakd iyet? Hatgsos?

A 4 legjobb hajapold széraz, téredezett, gubancolddd hajra | femina.hu
www.famina.hu » Szépség és divat ~ Translate this page

Feb 24, 2010 - A 4 legjobt hajdpoid széraz, tredezelt, gubancalédd hajra ... ha nem formazed uténa,
liletve & szdraz hajra is. hogy a vasaiés ne tegyen ..... En még egy ppel kiegészitensm a listat Tig
Catwalk Oatmeal&Honey sampeon.

HC+ Természetes hidratéld sampon szaraz &s tiredezett hajra, 250 ..
wanw.biosampon.hu ¢ . + Samponok! Kondicionalék » Széraz hajra = Translate this page
Idedlis axdraz, toredezett végl haj kiméletes teziitissra. Hidratdljs éa nelyradliija &z egészaégisien.
karosodott hajat Hasznélatavel & haj selyrmes és ..

Hajhullast csdkkentd termékek - a Bioboltom.hu webshopban
[Ad] www.bioboltom. hulkezmetikumok/hajhullasra ~
Wabdruhdzunkban szémitalan hegnullast cedikentd termeket a3l Rendelen onling!

Searches related to sampon széraz hajra

toredezett haj dpolisa otthon szaraz haj hidratdldasa

szdlkds haj allen legjobb samponok zsiros hajra
toredezett haj halyredllitisa toredezett haj vitamin
toredezett haj randbehozdsa toredezett najra megoldds

Goooooooooogle »

123 4 5678 8510 Maxl




GO ) gle sampon széraz hajra )

Paid results
Ranked by
max. CPC &
relevance

All Images Videoa News Mapz More Saliings

About 134,000 results (0.38 saconds)

Olajos kezelés a hajnak - Taplald olajos hajkezelés - dove.hu
[Ad] www.dove. huiSzarazHaj
Egy kezalés, ami sagit a szdraz, férytalan hajon?
Hidratalt hef - Mézze meg a videdkat - Sx salymesebo haj
Dove kezelés szaraz hajra Sampan efdden hajra
Dove Advanced Har Series A Dove elsd hajoiaja

Tiredezett Hajra Sampon - argep.hu

[Ad] www.argep.hul =

Alegjobl sganlatok egy halyen. Ar-tsszenasonliids magas szinten!
Hatalmas valaszIak - Kivald Arak - Top termékak - Naprakesz sianlatok

Melyik a legjobb sampon, szaraz és toredezett hajra? - Gyakori kérdések
hitps:ifeww. gyakorikerdesek. hu'szepseg-as-divat__bor-es-hajapola... » Translate this page
Oct 13, 2011 - Yves Rocher, Dove, Nivaa, Fructs.. Egyik sem volt olyan, hogy igazén | lenna. Most
vattem Gliss Kur sampont.. Hesznal valakd iyet? Hatgsos?

A 4 legjobb hajapold széraz, téredezett, gubancolddd hajra | femina.hu
www.famina.hu » Szépség és divat ~ Translate this page

Feb 24, 2010 - A 4 legjobt hajdpoid széraz, tredezelt, gubancalédd hajra ... ha nem formazed uténa,
liletve & szdraz hajra is. hogy a vasaiés ne tegyen ..... En még egy ppel kiegészitensm a listat Tig
Catwalk Oatmeal&Honey sampeon.

HC+ Természetes hidratéld sampon szaraz &s tiredezett hajra, 250 ..
wanw.biosampon.hu ¢ . + Samponok! Kondicionalék » Széraz hajra = Translate this page
Idedlis szdraz, toresezett vénl haj kiméletes tsztitsérs. Hidraldlja ds helyradllifa a2 agészsegisien.
kérosodolt hajst. Hasznalatével & haj salymes és ..

Hajhullast csdkkentd termékek - a Bioboltom.hu webshopban
[Ad] www.bioboltom. hulkezmetikumok/hajhullasra ~
‘Webénuhdzunkban szémialan hegnullast cstkkentd termékel 1alal. Rendelan cnling!

Searches related to sampon széraz hajra

toredezett haj dpolisa otthon szaraz haj hidratdldasa

szdlkds haj allen legjobb samponok zsiros hajra
toredezett haj halyredllitisa toredezett haj vitamin
toredezett haj randbehozdsa toredezett najra megoldds

GO'L" 00000 gle »

123 4 5678 8510 Maxl

Organic
results
Ranked by
relevance



Agree that search results influence their perception on brands



Keep them engaged with you, not competitors

Simultaneously...

49% of TV viewers are simultaneously using another device
(PC, smartphone or tablet)




Control your brand image on search

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

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




Use both generic and brand keywords for ...

Upper funnel

Moment
Driving

Moment
Driving ;
reference &

Moment
Driving

Bottom funnel




Google magyar termék nagydij & o

Al imsges  Videss  Maps  News  Mora Settings  Tocts

About 35,700 resulis (0.53 seconds)

Valassza a hazal minoséget - Vasaroljon "magyar termek’-et
o amagyariermek hul -
Tamogessa o hazal yarichat, vasérciion “Magyar termék” védjegyes terméket.

Vesjagyhasznaiat

Magyar Termék Nagydij
o imrmeknagydi ht - Translate this page

Aktualis sajtohirek 2016. évi Palyazati Felhivas
arasrar

ria: Megyar Tormek Negydil Palyazay APalyazas Fainivas ¢a Eil
iroda. 2016, 09 08 A i
Magyar Termek Nagydij ... 2006. évi nyertesek
Nincs jogasuitsga a tarisiom A termesnammakcaalad
memetontesenez. S ke megnevezese: Aksusion _

More results from termeknagydl.hu =

Images for magyar termék nagydij

L OOW = il

=> More images for magyar lermek nagyc Report imagss.

MAGYAR TERMEK AVEA
Nonprofit Kft. KEZEMOVO
|

Vedjegyes Termekek | Magyar Termék Harsona v | Szakmai oldalok | Hiek | GYIK | Kapcsolat

7 Erdekel o Védjegyhasznélat

|
TEREMTS
MUNKAHELYEKET!

Magyar termék
o S
b

Hazai termék
Tobb, mint 50% masyor alopanyagokbal,
Magyerorszgon készit

Tamogasd a hazat, helyit N Hazai feldolgozast

(nem csak ithon, kafoldon i),
legy tudatos komyezetunket, termék

KEZEDBEN A JOVO

Search takes users |
to the ultimate
branding tool

GOOQIC Confidential & Proprietary




Get to know your customers and make sure to reach them

Optimize search ads based on customers’ past site behavior

Google | jobs
Go gle ‘magyar termék nagydij L Q

About Google  Joos

Remarket to users who visited Create a list of users who visit ~ Apply a user list to a Google
your site when they later your site by inserting a few search ad group to restrict
perform relevant searches on lines of code onto key pages, traffic to only that list of users.
Google.com. that will create lists of users When they search on

who visit these pages. Google.com, serve an ad with a

customized message



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
highlieht compelling promotions for
shopping cart abandoners.

Up-sell and cross-sell




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

79% 4=l

of time online is
spent outside search

across websites, mobile, q
YouTube, and Gmail 2 1 %
— (— E - = of time online is
' spent searching




Find the right people...

Read
article on Insider’s
Guide to Paris

il

Search
for best

Museums
to visit

Email

1 “we need to

"~ book London &
Paris”

Watched

Basic French sayings

Search

Visit
, Various Travel Sites to read
reviews

“best restaurants in Paris”

~==== Conversion

Visit
Restaurant site to book

o0




How Google Display Networ
Works



An Overview of the Google Display Network
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Video ads

Image ads

Ads on mobile




Engage with users across devices seamlessly
Your customers are cross device, so is the GDN

&\ o 2F
NORDSTROM "‘j *

nnnnnnnnnnnnnnnnnnn

HowManyof These Vagina
Urban Myths Do Ve At
lieve’ bl Mttt

§

On Desktop & Tablets In Apps




Efficient reach across marketing objectives

IR L SR L L
IR > it >....
FURTRTAT4D FTRTM 0810 AR 181

DEMOGRAPHICS CUSTOM AFFINITY AUDIENCES SIMILAR AUDIENCES DISPLAY SELECT KEYWORDS REMARKETING

Surfing fanatics

AFFINITY AUDIENCES KEYWORD IN-MARKET AUDIENCES

Viewed best waves in Honolulu

PLACEMENT TARGETING TOPIC TARGETING

Viewed travel pages

Awareness Consideration




Efficient reach across marketing objectives

Google

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

wunndential & Proprietary




Google Proprietary


http://www.youtube.com/watch?v=84OT0NLlqfM

GOOQIC Confidential & Pro;@mgle







Bring back your customers to your website with Remarketing

Remarket to users who visited Create a list of users who visit ~ Show your ads to your

your site when they later your site by inserting a few customers to drive them back to
perform relevant searches on lines of code onto key pages, your website

Google.com. that will create lists of users

who visit these pages.



Google helps
you find the
right people

Resonate with the
audience that matters
at no additional cost!

DEMOGRAPHICS AND...

CA®

PASSION

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

PURCHASE INTENT

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

PERSONALIZATION

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



HOW IT WORKS:

Audiences Updated in Real-Time

Reach the most relevant people based on the freshest possible data

User§iesioaddiesicew iaig spwlaiedtimmediatglyved

INTENT NOIAENTVE INTENT NOIAENTVE INTENT
INTENT INTENT

Google



HOW IT

WORKS:

Google Audience Insights uncover your optimal audience

a Who are my best customers?

Google

Confidential & Proprietary




Remarketing list: All converters r I

Remarketing list summary

People who converted on your site. Based on your conversion tracking tag.

Description: Peopls who converted on your site. Basaed on your conversion tracking lag. Membership: 180 days, Open Networks: Google Search and Display Network

List ID: 80417782
Audience Insights 4 | Detailedview Table view
Get insights about the audience in this remarketing list

x
TOP INSIGHTS IN-MARKET AUDIENC.. AFFINITY AUDIENCES DEMOGRAPHICS LOCATIONS DEVICES Spanish-Language Music Fans
Age
People on this remarketing list are most often associated Spanish-Language Music Fans H Benchmark: Hungary Edit
with the following:
0 0,

In-rnarket > Hyundai [ ] 556 /E) compared to 1 5 0 /E)

Irrmarket . of "All Converters” is Spanish- in Hungary - T

= Langriage kduads Fuss T 1824 32534 8544 4550 5564 65+ Unknown
Affinity = Rugby Enthusiasts ikt

I Affinity = Spanish-Language Music Fans Gender Parental status
Device > Device: Desktop y | . \
Location > Hunga — J:

ki AVAILABLE ON T TWORK IN | ; AD GROUPS
Gender > Fernale % .4

Age > 35-44 150M 3M-4M 0

@ Male @ Parent
Impressions Cookies Ad groups currently targeting ® i
This list qualifies for similar audiences: REEWHEX per Week SpanisfrLanguage Music Fans il i
Unknown @ Unknown
Similar audience > Similar to All Converters View demographic breakdown Reach this audience

wuuyic _\ onfidential & Proprietary




@PERSONALIZATION

e Similar Audiences
e Customer Match
e Remarketing

Use your own first-party

light customers: loyal customers: new prospects:

data to target current ! build brand cross-sell drive awareness
customers or reach a and upsell , & consideration
new audience of highly

qualified prospects

Google



HOW IT WORKS: @

Grow brand love with Customer Match
Upload your 1st party data to serve tailored messaging to known customers

Basic card holder Basic card holder Gold card holder
good credit card expiring Gold reward card holder unaware of rewards

good credit

Drive loyalty with
basic card message Drive awareness with
gold card message

Upsell with Upsell with
gold rewards card platinum card




HOW IT WORKS:
Find new high-value customers with Similar Audiences

Upload your existing customer list and we'll find similar audiences

Highest-value Up to TO0X reach of your customer list
customers

®




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

Target customers Exclude current Reach users similar
that you know customers to only to your customers
reach new customers

® 0 O
V] o e e
® 0 O
ah ah e

Source: Google Internal Data

GOOQIC Confidential & Proprietary




I-Want-to-Watch
-What-I'm-Into

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

oooooooooooooooooo



POPULARITY

B have an excellent/
very good opinion

m have a good
opinion

® have a fair /
poor opinion

don't
know

general opinion of YT

2015 excellent opinion &

2015

entertaining

71.09

comprehensive EXHeN

ENACKINIEN 51.26

46.63

45.19

image of Yougllil:

entertaining image

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 iweiﬁhtedi: Resgondents aware of respective website; 2015: YT n=996, Google n=996, Facebook n=999,




POPULARITY

You[) ...

number of TV users
who also use YT

ratio of people who
choose YT over TV

ME1/Q19: Now think of a normal 7-day week and estimate how many

rereed

TOTAL

V.

by 10%
(84%)

31%

days you

16-29 YO

7

by 10%
(84%)

43%

use each of the media listed below?

b

®

30-44Y0O 45-59Y0

V.

by 13%
(86%)

31%

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

7

by 13%
(80%)

17%



Create and convert demand with YouTube

Reach Results

Reach new customers Impact customer Measure and optimize
that are eager to take decisions by enabling to deliver results
action them to take action




Last Click Focus = Attribution Problem

Who gets
the
credit?




YouTube Masthead

Massive reach with dominating the YouTube homepage

Yo “ =r Q uplaad Lﬂ -

& My Channel Fermer Fannonce [X]
f& My Subscriptions 99+
A History

@ Watch Later

LA NUIT DE
@ Purchases 1 L‘ HOMME

PLAYLISTS

Confiance - Acceptati
= HERD Content

= Moments that matter

= HOW TO Content

Recommended
Egéries
= Advocacy #
More L 3 J
R e Ferrell and Kewin Hart
SUBSCRIPTIONS g ' i Lip Sync Battle
B MAKE UP FOREVER . Effortless ConTourmq Tun;nal hen We're Fire Christine and the Queens en Lip Sync Battle with Will Joss Stone - It's a Man's
#i# Urban Decay Co... 3 by Lisa Eld dgL with... interview aux Docks - La Cit.. Ferrell, Kevin Hart and J World [Coco Mademoiselle)
by e LIS by T sright Show Starr by davdavdes
I& CHANEL 62,21 vs + 1 month ago Fal

682976 views - 2 years ago
33,

FE| =kiehis s

A saNANAS s /
EE sLancome & - i

Bwiews - 1 month ago

=] -
© Browse channels FALIVE # KAh.E Session : quiproqua, Jimmy Fallon Went to Bays ine And The Queens : Pachanga Soys playing
nouveaux sauvages & Nars... High with "Saved By The rw widéo Qobuz "Time" on Robot HLarl 2013
i+ Manage subscriptions by Linstant e by The Tonigh ; by domus
3 Fa 3,16




YouTube Masthead

Across all screens

YoullTD) =-
[ # Voiodn | i—

% Wy Charnal No NG
- W PLAYI
b IN THEATRES
T tesory -

IETS —

@ Walch Latad

Was Mongoemary
wh Liked videos

AP TN

B Googi

B Armony wason - Tape
bt

B v varnans
CanonlfBA

A Adwordy

@ Cooghe Shnme

B vonames v

O Mrowse chanrels

O Wanage subscriptons

&2 6




Drive and pay for true engagement with
TrueView format suite

wesome Music You Won't See
at Coachella | YouTube Nation |

Skippable Clickable

TrueView in-stream TrueView discovery ads




Convert engagement to action with
interactive features

Get the App Drive to Site Learn & Buy Close the Sale
Mobile App Promo Call-to-Action Overlay Cards & Shopping End Screens

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




Bumpers

Universal Pictures UK
5,040 videos

Selena Gomez Carpool Karaoke
31,340,470 views



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

| Bumpers Objective

Reach
Quick 1+ reach

Messaging
6 second video creative
Go Big & Bold

Copy

Targetting Up to 6s video / GIF / Static

Demographic

. . . Coca-Cola
Affinity / Custom Affinity Audiences @ 5 040 videos

Remarketing

Selena Gomez Carpool Karaoke v Judging Success
31,340,470 views

I§ 75000 812298

Benefits R

Lowest CPM video format KPI Impressions

Serves more frequently than other video formats

‘ I o Measurement

Greatest reach and frequency on mobile
- Unique Reach

[ - Brand Lift (Brand Awareness & Ad Recall)
- Viewability (Active View)

Highly viewable



| Bumpers bolster campaigns

Full Length
Video



GGG 1/\\\‘7

| Experiment with different versions

v 4 11050

NEED A CUDDLE
INSIDE AND QUT?

= WE'VE GOT A SOUP FOR THAT =

N  hs S

g . =5

14 B Bl o) 0:03/005 E - 3w

Universal Pictures UK
5,040 videos

Selena Gomez Carpool Karaoke
31,340,470 views

I 75090 &I 2298 P

M < herrihe


https://www.youtube.com/watch?v=m1k8NwQqkBE&list=PL1HGJq7WZkDFvAi4fniQuXQPAP74f0Oa6&index=7
https://www.youtube.com/watch?v=kblr9Z6L020&index=1&list=PL9j7UOCDzXtQP5e4K0dZTWKopS4mQQXQ1

| They can also work by themselves

NEW CUSTOMER CHELTENHAM SPECIAL R e q
Man City v Aston Villa
Saturday 4.45pm
WAS 2/1 Everton v ManBd
Now Arsenal v Chelsea
Sunday from 12.30pm
3.30PM 15TH MARCH - CHELTENHAM Live only on
Max £10. Ennsr:::g;a::‘;:u‘g'f::mb:'zsht;:lﬂ: may fluctuate. sky isOR.TS 1
» Paddy Power 5 sk Sky Sports Football
. 2 SPORTS, .
257 videos o0TBA 184 videos

Best ever football goals v Best ever football goals
26,419,504 views 26,419,594 views

i 205k B 3K il 205 B3k




Proprietary + Confidential

Branding

YouTube Brand Lift Studies

Google



How does a Brand Lift Study work?

Robust methodology, easy implementation and near real-time results

Robust research design

Google technology creates
2 randomized groups

the exposed group
are people who will see your ads

the control group
are people who were randomly
selected to see other ads

Tagless implementation

Serve a survey and/or analyze
organic searches on Google.com and
on YouTube.com to these 2 groups

Google

Fast and free results

We gather the responses
and compute the results
as early as 2+ weeks*

Google

YouTube Brand Lift Report

Your Client
Brand Lift study dates: xx to xx




Brand Lift Surveys

Measure the increase in ad recall, brand awareness, consideration, purchase intent, and
favorability
directly attributable to your TrueView campaign

YouTube Surveys

m Ch’ume: For V‘ouv Little Man D w W
Which of the following have
@ chrome T — you seen online video ERCTe Chene Google

i advertising for recently? ) Google Pley YouTube Brand Lift Report

) By Your Client

Brand Lift study dates: xx to xx

Minecraft Xbox - Quest to Hum Quiet
e (15)

[0 None of the above

Chrome: For Mom (Mom!)

i - 24,276,581 b
() T Kl

% L 3 - The Adventurous Adventures of One
. i ‘ . Direction 2

© Vark Parso
Published on Mar 19, 2013 J

S Family Guy - Lois Mom Mum Mommj
9

=\
One browser for your laptop, phone, and tablet — for the moments
ou got intorupted. Leam more at hitp//google. comchiome. %
vou get interupt .Q"y B,

YO MAMA JOKES! BEST OF VOLUM|
1




W h at | S B rand Lift? Available YouTube ad formats:

TrueView In-Stream and Google Preferred

Ad recall

Brand Awareness

What we report Consideration Brand
Favorability interest
Purchase Intent

How we Organic Search Activity
. Surveys (on Google and on
measure It YouTube)

Which types of Which demo is driving Is my campaign inspiring
questions will we the highest lift in consumers to search for
he|p answer brand awareness? my brand or products?



https://www.thinkwithgoogle.com/products/youtube-trueview.html
https://www.thinkwithgoogle.com/products/google-preferred.html
https://www.thinkwithgoogle.com/products/youtube-trueview.html

Brand Interest

Measure the increase in brand interest on organic search activities directly attributable to your
campaign

6 Coopecorome

€sch

Google  Lightbox

Whatiis it?

Benefits

For Advertsers

Go gle burberry

b «cial Site
y -

Burbeny has 3,470,670 followers on Google*

collction

Burberry - Iconic British Luxury Brand Est. 1856

us.burberry.com/ ~ Burbery

Shop Burberry.com for novative menswear, womenswear, coats, dresses,

Women
Bags - Accessories - Trench Coats -
Shoes - Women's New Arivals

More results from burbery.com »

Burberry
us burberry.com
3 Google reviens

Burberry
i burborry. com

43 %Kk k25 Googl reviews
Burberry Brit

us burbermy.com

1 Google reviow

Map results for burberry

Men

Accessories - Tranch Coats - Shoes -

Men's New Arvals - Brit

@ 444 Madison Ave #436
New York, NY
(212) 7076700

® 9E 57 St
New York, NY
(212) 4077100

©) 160 Columbus Ave
New York, NY
(212) 5950934

®
Burberry At Saks
wnwsaksfithavenue. com/Burberry =
Burberry Meris, Women's & Kids'
‘Apparel, Bags, Shoes & More at Saks

70+% Off Burberry

. dosignerapparol.com/Burberry ~
Shop Burberry on Sale!

Save on Burberry Apparel & More:

The Burberry Outlet
burbory.soosmiarcom +
Save Money & Find Grat Desis
Now: Up to 60% Offt

Burberry
wnw nordsirom comclburberry

Burberry Apparol, Handbags & Moro.
Frea Shipping & Retums Every Day!

Shop Burberry
wnw loomingdale. com/ ~
Find the Latest Burbery Line
Here. Shop Bloomingdale's Now!
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Choosing the right metrics and setting them up for success

Campaign goal

AWARENESS

CONSIDERATION

ACTION

Brand Lift Metrics

Ad Recall

Purchase Intent

When to use

All eligible campaigns

Brand / product launch;
no call to action needed

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

What does it measure?

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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