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Google

A digitalis segitségnyujtas
13:30-14:00 kora Pécsi Boglarka Marketing, Google Magyarorszag
Google Ads alapok (search,
14:00-14:40 display) Virag Csilla Account Strategist, Google Ireland
Digital Consultant, Google
14:40-15:00 YouTube Ads alapok Valu Robert Magyarorszag
15:00-15:10 Szunet -
Videdmarketing - YouTube szakeérto,
15:10-15:50 YouTube tartalom marketing Bozan Andras tanacsado
Agency Sales Manager, Google
15:50-16:10 YouTube felmérés 2018 Kovacs Péter Magyarorszag
Digitalis marketing stratégia
16:10-16:40 készités Vajda Eva
Google Analytics ugyvezetd - vezetd tanacsado
16:40-17:10 esettanulmany Vajda Eva iWebMa Magyarorszag




Google

Age of Assistance - Machine
Learning

Boglarka Pécsi - Marketing, Google Magyarorszag






we no longer go online,
we live online
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| A széllasadé Maison Du Pré nem tudta

@ A menetrend elavult, igy az idépontok lehet,
megterhelni a hitelkartyajat.

hogy nem pontosak. Katt ide a frissitéshez.

v majus 17. és majus 20. kdzotti foglalasa
valtozatlanul érvényes

(o]
v A foglalas biztositdsahoz frissitse kartyaadatait
a kovetkez6 24 6ran beliil.

Helyenként felhds
27°/17°

Hitelkartya mddositasa

Frissitve 15 perce {O} AccuWeather

Az On

Maison Du Pré L
-beli, visszaigazolt foglalasa

Informacidk
9 88, Rue De Maubeuge Paris, 75010, Franciaorszag

@ Elisé ajtés felszallasi rend

M4j. 28., Holnap 27°/17°
Bejelentkezés Kijelentkezés

lalmanvarizat
maj. 17. (Cs) maj. 20. (V) Maj. 29, K 25°/16°
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Foték Albumok Asszisztens Megosztas

Get your taxi at the
push of a button

Carrier & 1:46 PM 7 -
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A quick exercise....try to finish the sequence...

a. 3—-9
b. 4-16
c. 8—64
d 9-7?



Did you get 817 How?

You took a-c, learned, and applied that learning to example d.

Learning:

That's exactly the kind of behavior that we are trying to teach to machines.
We are trying to teach machines to “Learn from Experience”.



How ML works: Teaching a computer to

recognize a dog on YouTube

The sensors of the neural
network might start by
understanding what edges
and colors it is looking at.

IS THIS A

CAT2DOG?

CAT DOG

\";.—.\\(--——— QUTPUT

DGRN

LAYER

ACTIVATED
NEVRONS

The last layer, called the
connected layer, summarizes
all this analysis and gives
the probability of whether it
is looking at a dog.

A third layer is trying to
conceptualize what these
shapes represent (for instance,
is it an animal or something
else?).

Another layer is trying to
understand what shapes it is
looking at.
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Virtual Traffic Online Delivery Unique
Assistants Predictions Fraud Detection Services recommendations
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best olive oil
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SPEED UP







® TARGET

].in3

people who click on mobile
search ad end up in store

Omnichannel shoppers spend

3X

more than those who
shop in a single channel

Google

- ——

$95.20 sale

Reg: $119.00 Save $23.80 (20% off)

Threshold™ Bryant Faux Wood Patio 2-Piece
Bar Stool Furniture Set

add to cart

’ express checkout ]

shiopina
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SONOS

lift in purchase intent

lift in people searching for Sonos

Google

v 4 l 10:50
Free delivery and setup as soon as 7:00 PM today

SONOS

For your music

PLAY:1 $199

The mini home speaker with

. mighty sound.

L8 8 8 84

(3852 reviews)

| can answer your

questions about
our products.

PLAY:3 $299

The mid-size home speaker with
stereo sound.

A N






Would you wait in this line?

26
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Source: Google Research, Webpagetest.org, U.S., Sep. 2017.
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HOTELS & RESORTS Digital Key
Room
Hilton anticipated customer needs and 1 532
created personalized experiences via their Floor 15

hotel app where customers can select their
rooms before arrival, check-in, and even
unlock the hotel room door with their
mobile phones.

Soon, your phone will be the digital remote
that controls the temperature and connects
the TV to your music or video streaming
accounts. You will also be able to track how a
far your room service and see it coming
down the hall via an icon in the app.

Unlocked!

Google
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Thank Youl!



Google

Google's Advertising Solutions

w
! ' Csilla Virag

’
‘! Online marketing strategist, Google
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Right message
Right person Q
Right context

Right medium

Google



Blpaw aull0

BIpaW auljuQ

Customer journey

Awareness

Image ads
Video ads

Mobile ad~

Websites
E-mail

Go gle Ads



How are these networks connected?

Image/video/text ads
raise brand awareness,,
the users want to find

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

. out more
_ media ,
Offline Google
iy Google Display Networ
Print —
(<@ ‘ ‘
¥
Audio Mobil ‘ o
By clicking on the ad
the user gets to the
website
89% of the customers Google Display Network
search online for a * Hundreds of thousands of
product, and 63% of them advertisers and websites
purchase it offline « Different targeting methods

Google Confidential & Proprietary



Your potential customers no longer follow a linear
path to conversion

Customers consult an average of 10 sources before making a purchase," and 90% of them
switch between devices and platforms to complete tasks.?

AL 5 > N?

I\ ]
/ o\ I\ / 0\ )
/N / \ A
" fo A \ / \ /\ P /
/\ / /
/.\ /N / \\ AN R / \ 7\ 7\ ,/
N A / \ // ./ \ N / \ / \ / \\ /
/ \ / \ / \ / \ \/ \ PR / \/ N/ v
/ v \ Ny . v \ \ 7 W \/ .
/ v v v v
/
/
/
o0 -
' Google/Shopper Sciences, Zero Moment of Truth Macro Study, April 2011 Goog|e

* Google, The New Multi-Screen World Research, 2012; McKinsey & Co. 2013



Consumers are increasingly turning to digital for offline decisions

98%

2004 2017

Source:
Forrester Web-Influenced Retail Sales Forecast 2004 & 2017



How Google Search Works



3.5 billion

searches happen on Google each day



Each Search Has a Unique Context

] N Y |

Device Location Time Objective

Google



...And Comes From a Unique Person
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I-Want-to-Know

Moments

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

Google Internal Data, US, August 2015.



GOOgle sampon széraz hajra $ &

All Images Videos News Maps More Settings Tocls

About 134,000 results (0.38 saconds)

Olajos kezelés a hajnak - Taplalé olajos hajkezelés - dove.hu
[Ad] www.dove.hu/Szaraz/Haj ~
Egy kezelés, ami seglt a széraz, fénytelen hajon!
Hidratalt haf - Nézze meg a videdkat - 5x salymeasebd haj
Dove kezelés széraz hajra Sampon erdtlen hajra
Dove Advancad Har Series A Dove elsd hajoiaja

Toredezett Hajra Sampon - argep.hu

[Ad) www.argep.hu! ~

Alegjobo afanlatok egy helyen. A magas szinten!
Hataimas valaszték - Kivald arak - Top termékek - Naprakész sfanlatok

Melyik a legjobb sampon, szaraz és toredezen ha]ra" Gyakori kérdések
https: ola... » Translate this page
Oct 13, 2011 - Yves Rocher, Dove, Nivea, Fructs. Egylksemvololysn hogy igazén j6 lenne. Most
vettem Gliss Kur sampont.. Hasznél valaki lyet? Hatésos?

A 4 legjobb hajapold széraz, téredezett, gubancol6dd hajra | femina.hu
www.femina.hu » Szépség és divat * Translate this page

Feb 24, 2010 - A 4 legjobb hajdpoid széraz, hajra .. ha nem uténa,
llletve & szdraz hajra is, hogy a vasalds ne tegyen ..... En még egy tippel kiegészitensm a listét: Tig
Catwalk Oatmeal&Honey sampon.

HC+ Természe(es hldl’atﬁlé sampon szaraz és toredezett hajra, 250 ..

hus. » Széraz hajra  Translate this page
Idedlis széraz, vegn haj Hidratalja és ja az
karcsodott hajat. Hasznalataval a haj salymes és ...

Hajhullast csokkentd termékek - a Bioboltom.hu webshopban
WWW. i jhullasra ~

Webéruhazunkban szamtalan hafr o 1alal. Rendelen online!

Searches related to sampon széraz hajra

toredezett haj dpoldsa otthon szaraz haj hidrataldsa

szdlkas haj ellen legjobb samponok zsiros hajra
toredezett haj helyredllitisa toredezett haj vitamin
tored: haj rendbehoza tored: hajra megolda
Goooooooooogle * Google

s (e - R Next



GO O gle sampon széraz hajra .

Paid results

All Images Videos News Maps More Settings

About 134,000 results (0.38 saconds)

Olajos kezelés a hajnak - Taplalé olajos hajkezelés - dove.hu
[Ad] www.dove.hu/Szaraz/Haj ~
Egy kezelés, ami segit a széraz, fénytelen hajon!
Hidratalt haj - Nézze meg a videdkat - 5x selymesebd ha|
Dove kezelés széraz hajra Sampon erdtlen hajra
Dove Advancad Har Serles A Dove elsd hajoiaja

Toredezett Hajra Sampon - argep.hu

[Ad] www.argep.hu/ ~

A legjobd sfénlatok egy helyen. Ar-6sszenasonlités megas sznten!
Hataimas valasziék - Kivald arak - Top termékek - Naprakész sjanlatok

Melyik a legjobb sampon, szaraz és toredezen ha]ra‘7 Gyakori kérdések
hitps:/ gy ola... ~ Translate this page
Oct 13, 2011 - Yves Rocher, Dove, Nivea, cht.s Egy-k sem volt olysn hogy igazén j6 lenne. Most
vettem Gliss Kur sampont.. Hasznal valaki lyet? Hatésos?

A 4 legjobb hajapolé széraz, toredezett, gubancolédd hajra | femina.hu
www.femina.hu » Szépség és divat * Translate this page

Feb 24, 2010 - A 4 legjobb hajdpoid széraz, hajra .. ha nem uténa,
llletve & szdraz hajra is, hogy a vasalds ne tegyen ..... En még egy tippel kiegésziteném a listét: Tig:
Catwalk Oatmeal&Honey sampon.

HC+ Természetes hldramlé sampon szaraz és toredezett hajra, 250 ..
WWW. hus.. » Széraz hajra * Translate this page
Idedlis széraz, vegn haj kis Hidratalja és jaaz
karcsodott hajat. Hasznalataval a haj salymes és ...

Hajhuliast csokkentd termékek - a Bioboltom.hu webshopban
www.bi i k/hajhullésra ~

Webéruhazunkban szamtalan hgj 1alal. Rendelen online!

Searches related to sampon széraz hajra

toredezett haj dpoldsa otthon szaraz haj hidrataldsa

szdlkas haj ellen legjobb samponok zsiros hajra
toredezett haj helyredllitisa toredezett haj vitamin
tored: haj beh tored: hajra megolda

Goo 0000000 <)g|e >

s (e - R Next

Organic
results

Google



Agree that search results influence their perception on brands



Keep them engaged with you, not competitors

Simultaneously...

Google  sampon szraz haira

77% of TV viewers are simultaneously using another device
y 8
(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
R, Preference &

Driving




Valassza a hazai minSséget - Vasaroljon "magyar termek™-et
B v khut ~
vasarciion

Tamogassa & hazai gyarckat, “Magyar termeik- védjegyes termeket.

Vegjegyhasznalat

Magyar Termék Nagydij
wwwtarmeknagydi.nu/ - Translate this page
Joomia -

More results from termeknagydi.nu »

Images for magyar termék nagydij

Search takes users

to the ultimate
branding tool

Google

Aktualis sajtohirek 2016. évi Palyazati Felhivas
: Mogyer Termex Negydi] Palyazat APaiyazas Feinivas és Sljarasrens

iroda. 2016, 09 06. A .. e coe.en...

Magyar Termék Nagydij ... 2006. évi nyertesek

Nincs jogosuitssga a tartaiom A termaxnermakcaaiad

megtelontesenez, Be kel . megnevezese: Axfusion .

~> More images for magyar termék nagydi Report images

MAGYAR TERMEK Soo g
Nonprofit kft. KEZE@ le)V/e]
|

Vedjegyes Termékek | Mogyar Termék Harsona = | Szakmai oldolok = |

Hrek | GYIK | Kapcsolat

7 Erdekel o Védjegyhasznélat

& r=afr-d
TEREMTS
MUNKAHELYEKET!

Magyar termék
o S
b

Hazai termék
Tobb, mint 50% masyor alopanyagokbal,
Magyerorszgon készit
KEZEDBEN A JOVO
(o <ok o lioiom Hazai feldolgozasa
legy tudatos komyezetunket, term

tarsadaimunkat iletoan, 65

e ol
neveld gyermekeidet is ebben - . e

Mogyororsségon kézzilt

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  magartems nagyan L Q

Remarket to users who visited Create a list of users who visit ~ Apply a user Ilst 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
highlight compelling promotions for
shopping cart abandoners.

Up-sell and cross-sell




The challenge is,
how do you connect
with consumers when

26%

of time online is spent outside

they aren’t necessarily search across websites,
. mobile, YouTube, Gmail +
searching for you? social networks

4%

of time online is
spent searching

proactively
(~3 minutes/hour)*

Google

*Source: “State of the Media: The Social Media Report,” Nielsen, 14 September 2011



Proprietary + Confidential
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Google

Display Network
offers a world
beyond Search

Google



Reach potential
customers at an
unprecedented scale,
including users who
aren’t actively searching
for you.

We help you reach customers at all points
in the buying cycle - from discovery to
purchase.

*Source: Google Internal Data

Reach over 95% of global
internet users on
Google Display Network
across 3M+ websites and apps*

Google



Customize your ads to
tailor your messaging
using our rich user
intent signals and
reach customers in the
moments that matter.

These signals help us to understand who your

audience is, where they are and what they like.

*Source: Google Internal Data

With 1B+ users on each of our
seven properties, we have access
to real-time user intent signals*

Google



Powerful Machine
Learning technology
leverages user signals to
drive results by making
informed decisions at a
scale that would not have
been possible manually.

How do | find my ideal audience?
What message do | show my audience?
How much should | in each auction?
How can | measure my campaign effectiveness?

Google



10,easy
Recipes for

this summer

Stir fry at home
for 5+ Guests

by Stephanie Turner

Pasta Kits for
20% off

PotteryBarn.com

Best Meal &
Wine pairings

Farm to box

Léather~Rope

$60.99

Rugged dog collars for your pup.
Ad- 002 ©
How to Choose Paint Colors v
876,303 views
ok B A
@ OurnEdwards Paints ey
Up next Autoplay )
Natural Mattress Store
billhz
219K views

Interior Design ~ One Dining
Room, Two Different Wall Colors

Work faster, work smarter and win more

=
Ut Was UNDeTevabre 1
surf town in southern Costa Rica,

L |

READ ARTICLE

Nesti
Eco friendly modern decor for your
home. Top designer brands.

INSTALL

= 00

wished it to be for any fish that swam there.
Others let them drift with the current and
sometimes they were at sixty fathoms when
the fishermen thought they were ata
hundred.

Try the taste of kind, fresh slow
drip coffee. Roasted to perfection,
and brewed with care.

kindcoffee.com

But, he thought, I keep them with precision.
Only I have no luck any more. But who
knows. Maybe today. Every day is a new
day. It s better to be lucky. But I would
rather be exact. Then when luck comes you

Google



Efficient reach across marketing objectives

LR N T
PN > H1ee > 4 >....
FTRTANATAT L kb L kak) e Lk

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




Google Proprietary


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

GOOQIC Confidential & Pro[@mgle







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




HOW IT

WORKS:

Google Audience Insights uncover your optimal audience

a Who are my best customers?

Google

Confidential & Proprietary




Understand and take action on your most valuable users
with the new Google Ads Audience Insights Report

TOP INSIGHTS IN-MARKET AUDIENCES AFFINITY AUDIENCES DEMOGRAPHICS LOCATIONS DEVICES
People on this remarketing list are most often associated 25-34 [ Benchmark: United States Edit
with the following:
(0] o)
In-market > Hotels & Accommodations ] 3 O . O /0 compared to 1 9 & 9 /O
In-market > Air Travel of "All Converters" is Age: 25-34 B in United States
+
IntereStS Intent Affinity > Aspiring Chefs
Affinity > Foodies
Device > Device: Mobile
. Location > United States
Demo + Device
Gender > Female
Age > 2534 10B 200M-250M 0
Impressions Cookies Ad groups currently targeting ACtion
i i i i i . 25-34
This list qualifies for similar audiences:
NeW CUStOmerS to Target Similar audience > Similar to All Converters View all

Available Reach

Google



@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 ® loyalty 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

Gold rewards
card member

®




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




We can auto-optimize for you behind the scenes

Automated Bidding

%

Increase conversion volume,
flexible to goal — CPA, ROAS

[

Analyze user behavior —
statistical sig of 140B auctions

A\
*
Adjust bids in real-time —
70M unique variables in each auction

Dynamic Creative

Demographics

4

Location Signals

IR

Toeed tpparel IECTTITTID

e

Intent Signals

Device Recognition

Auto-fit on Any Screen

300 x 250

Everything you love,
now on your TV,
For $35.

& chromecast

336 x 280

3x sizes
95% of inventory placements

Google



People, when it




I-Want-to-Go

90% of searches for "what time does
[store] open/close" are happening on
mobile.

Google Internal Data, U.S., August 2015.
Based on mobile devices with full browsers.



Customize your ad with extras

Call extensions and location extension
Generate calls to your business directly from
your search ads

Help customers find your locations

mcdonalds.hu - Ujra kuponok a Mekiben
www.mcdonalds.hu/aktualis-ajanlatok ¥

McDonald's kuponajanlatok. Valassz és mutasd fel mobilon!
| 9 Budapest, Ulléi at 201.} 06 (1) 455 2447




. ‘\:.‘1 / ' : : ’ ) . .
Rt 75 of all mobile increase in
| “near me”

R T et - queries are
QL e related to 3 search
O Rl location 4 interest

1,GQogle Q2 Farnings -,
CaW Jilyk2015e. *
. e
2 Goeoble Trends, US, = < »
AuQMst"ZOlS‘v_s
JAllgust 20714 ¢
o .




Use this to your advantage

P +40% bid
adjustment
5km

y  +25% bid
adjustment
10 km
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Stared  GoogleExpress [ GetStarted Today! - Fast Deliveries from the stores you Love.
nnnnnnn
s coomlerly [0 $00rescredt Gota Proect?Get St Todrt
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Pt
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A collapsed ad is displayed on
the Promotions or Social tab
to reach users

right in their inbox

ssssssssss
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How it works:
Expanded ad

Once the collapsed ad
is clicked, the expanded
creative opens in the
email pane, for 100%
share of voice

wwwwwwwwwwwwwwww

/\\/\Am E[

ey (R

FOR A LIMITED TIME

6 months free delivery

B oot
.

6 months free delivery

£
* A A

n Goog\e Express »

google.com/express

Get 6 months of free
unlimited same-day delivery

. /\ v{v\|{|i‘\|'!m

Get 6 months of free
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It's all about-+aess
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Trend 1:
Marketing effectiveness

“Reaching all potential buyers of your

category...” Byron Sharp

You([T1)



HOW VIDEO
BEHAVIOUR HAS
CHANGED

e Bt ?- T

IKANTAR TNS- | Google Market Insights



| Digital and linear TV are both relevant

Linear TV remains a key for people to enjoy TV content, however digital TV is

becoming increasingly relevant

100% % of people watching linear TV or digital TV
80%
60%

40%

20%

0%

2016

= = « = Linear TV usage - - - = Digital TV usage

2017

Question asked: QTV8_1-8 [How often did you watch TV via any of the following options within the past month?]
Base: Total population 16 years and older // n (Local): 2016 n = 1,002 // 2017 n = 1,005
Source: Connected Consumer Study 2017

IKANTAR TNSa | Google Market Insights | HU — 85—



| Digital and linear TV year on year

Linear and digital TV are both frequently watched - digital TV likely to continue on
this upward trend and get used more frequently over time

2016 2017 2016 2017

7% 5% 76% 64%

Linear DIGITAL
v v

_— _—

8%
o
82% 84% 16%
Frequency of watching linear TV over time among Frequency of watching digital TV over time among
local population 16 years and more local population 16 years and more
W Daily B Weekly Monthly Less often Never

Question asked: QTV8_1-8 [How often did you watch TV via any of the following options within the past month?]

Base: Total population 16 years and older n (Local): 2016 n = 1,002 // 2017 n = 1,005 ICANTAR TNS- | Go gle Market |nsights | HU —s6—

Source: Connected Consumer Study 2017



Trend 2:
Consumer media
behavior is changing




Q_ Search

Recommended Trending Music Comedy Entertainment

Popular Right Now

Phelps wins 20th gold, The remarkable discovery of 100 Years of Beauty - Episode 7 MYTHS You Still |

narrowly taking 200m butterfl... microbial life 23: Hawaii (Misty) About School!
by NBC Sports by Vox by WatchCut Video by Matthew Santoro
2,432,156 views 189,832 views 214,961 views 532,032 views

1 day ago 2 days ago 2 days ago 2 days ago

Just-Released Music Videos




| Screen stacking & how it's related to TV

Shared attention is a new challenge for TV as people split their attention by going

online
43%’ @
Share of people 16 years and older who Share of parallel online usage that is
go online parallel to TV (‘screen stacking’) unrelated to the TV program

among those who go online while watching TV

Question asked: QTV4c2016 and QTV4e [And while you were watching TV in the past month, how often did you go online
in parallel through another device (e.g. computer, smartphone, tablet)? // Was your internet usage related to the TV program you watched that time?]

Base: Total population 16 years and older 2017 n = 1,005// ‘Screen stackers’ 16 years and older 2017 n = 429 IKANTAR TNSA | Go gle Market |nsights | HU —so—

Source: Connected Consumer Study 2017



100%

80%

60%

40%

20%

0%

| Screen stacking across age groups

Screen stacking occurs across different age groups and is not limited to

younger audiences

% of people doing screen stacking (=internet usage while watching TV), by age

2 — ¢ 33

16-24 years 25-34 years 35-44 years 45-54 years

4

55 years and older

Question asked: QTV4c2016 [And while you were watching TV in the past month, how often did you go online

in parallel through another device (e.g. computer, smartphone, tablet)? // Was your internet usage related to the TV program you watched that time?]

Base: Total population 16 years and older // 16-24yn=119//25-34yn=152// 35-44yn =193 //45-54 y n =155 // 55y and older n = 387

Source: Connected Consumer Study 2017 I(ANTAR TN51 |

| HU —o0—



YouTube leads the industry in viewability and audibility

Sound, Sight and Motion
When it comes to driving brand
impact, being seen and heard is not
just important, it is fundamental O O

o o
YouTube viewability is 40% higher 93% 66%
than video ads across the web

YouTube |ndustry YouTube
Average



Introducing Brand Lift

A Brand Lift lets you measure the metrics that matter with results
" /) you can trust to improve effectiveness mid-flight

Measure the metrics Results you Improve effectiveness
that matter can trust mid-flight

Brand awareness, ad recall, Reflecting our By understanding what
brand interest, consideration, best-in-class methodology works in near real-time
favorability, and purchase
intent
Google




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

Brand ad recall lift Brand awareness lift
30.8% No lift

YouTube Surveys

O Google Maps
Which of the foIIowing have Overall brand ad recall lift Relative it Absolate it
. . [0 Google Chrome
you seen online video ,
advertising for recently? O Google Play — |
O Google News P ——— B e~ Conne e
[ None of the above
Chrome: For Mom (Mom!) - ‘F R
G Google Chrome. 295 videos 24,276,581 :, >”' 1 Sk|p Ad ’l - Somiendie
C T s ata
Brand ad recall difference, skippers vs viewers | nelativeitference  Absolute difference.

e Ad recall: Which of the following have you seen online video advertising for recently?

e Brand awareness: Which of the following have you heard of?

Google




Study question examples

Ad recall:
Az alabbiak melyikérdl lattal online videohirdetést a kozelmultban?
Az alabbi bankok melyikérdl lattal online videohirdetést a kozelmultban?

Awareness:
Az alabbiak melyikérdl hallottal mar?
Az alabbi bankok melyikérdl hallottal mar?

Favorability:
Az alabbi markak/termékek melyikérél vagy pozitiv véleménnyel?

Consideration:
Az alabbiak koziil mely markak/termékek megvasarlasat fontolnad meg?
Az alabbi bankok koziil melyik tigyfelévé valnal szivesen?

Purchase intent:
Ha legkozelebb valasztania kell, az alabbi lehetéségek koziil melyik mellett dontene?
Ha legkozelebb uj banki szolgaltatasra fizetsz el, vélhetéen melyiket valasztod?



Thank you!!
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Where The World Chooses To Watch




Kaveszunet

Google




YouTube
ads.zip

3 YouTube



Basic video

ad formats

Outstream

TrueView TrueView
(mweb)

Instream Discovery

V401230

. Visit advertiser

< thailand holidays X 3

Explore Thailand - from
# temples to tuk tuks
Po nsor
3 ek ago+ 176k viev
L

#  Introducing Pixel
Life by you, Phone by Google

® Thomson

‘/ 1,451 videos

Thomson

v 1,451 videos

Selena Gomez Carpool Karaoke
31,340,470 views

I 75090 I 2208

Get Ready With Me | My Morning...

610,873 views

G20k Bk A

| | B
. O Subscribe . © Subscribe




TrueView in-stream
basics

© YouTube


http://www.youtube.com/watch?v=8WFI8qU63VA

TrueView in-stream
basics

>

Skippable after five
seconds

B

No length
restrictions

O

Pay only for the
desired action

@ YouTube



TrueView in-stream
3 options

TrueView for TrueView TrueView for
Reach Maximize Lift Action

@ YouTube






Visit Advertiser

MAGENTA 1=TOBB [ .

MAGENTA 1-ESKENT NEZD A MECCSEKET KORLATLAN

@ Telekom HU

L ¥ i 3 YouTube



MAGENTA 1 =TOBB

MAGENTA 1-ESKENT NEZD A MECCSEKET KORLATLAN

© YouTube


http://www.youtube.com/watch?v=ce9bQf0b1so

Bumper ads
basics

) T @

6 seconds in Bought on CPM

Nem-£idppetle length basis

@ YouTube



Bumper ads

strategy

TEASE AMPLIFY ECHO

Tease a brand announcement with Run Bumpers and longer form videos Tell the full story with full length video
Bumper Ads then tell the full story with (TrueView or GP) together for (TrueView) then remarket to users with
full length video (TrueView) upon incremental reach and brand impact Bumpers for a follow-on message or
launch product update

Full Length
Video

» | Youl [T}



A word of caution...

Beware the traditional
long-form cutdown

» | Youl [T}





http://www.youtube.com/watch?v=CXs5BmXOVpk



http://www.youtube.com/watch?v=KEQzPGUJH8U

Propgrties

with 1B+ users each



Solutions for every stage of the consumer journey

How can | reach people based ) ,,' How can | reach people based \5. How can | reach people making
Lo on facts about their life beyond ‘ on their interests, frequent s, '\ purchase decisions relevant to my
m age & gender? = behaviours and habits? " brand right now?
auience  Basic and Detailed Interests & Habits Intent & Action
Demographlcs Affinity Life Events
Custom Affinit In-market
Age - Gender - Parenting Stages - Marital Y
Status - Household Income - Consumer Patterns Custom Intent
Homeownership Status - Education '
Employment Remarketing

Videos - Website - Similar Audiences

Customer Match
Email - Address - Phone - Similar Audiences

BEST SUITED
TO DELIVER Ad Recall & Brand Awareness

Consideration & Brand Favorability

Purchase Intent / Website Actions / Offline Action

Goog|e Note: Will not apply to people who’ve chosen not to see personalized ads Confidential + Proprietary



Custom Intent Audiences

|




Sequential

storytelling

remarket... remarket...

S, L -,

Use remarketing to break your
message into several creatives
units that unfold over time.

VIDEO | VIDEO Il VIDEO I

@ YouTube



Plan your reach

Target audience ® Location Gender Age Audiences Parental Status
Hungary All 18+ None All
Media plan settings Flight date: Oct 1 - 28,2018 Frequency cap: None per day Devices: All Networks: YouTube and GVP Currency: HUF

Minimum effective frequency: 1 ¥ @ Denominator: Census Population ¥ ©)

Your plan can reach 40% of people 18+ in Hungary for Ft10.9M

= On-target % reach
50%

37.5%
25%

12.5%

On-target % reach

0% T T

T T T

Ft10.0M Ft20.0M Ft30.0M Ft40.0M Ft50.0M

On-target reach Avg. Frequency @ CPM ~ (® Census TRPs (@ Census CPP (@ Census Population () YouTube Population (2

3.23M 9.56 F1576 223 Ft48.9K  8.06M 5.24M

@ YouTube



70%

of your campaign’'s
performance can

depend on how good
the creative is.

Source: Dynamic Logic via Think with Gooale, 2015

» | You([T1)


https://www.thinkwithgoogle.com/articles/inside-google-marketing-programmatic-buying.html

YouTube has

flipped the script

Passive Environment

n Active Environment

Climax & big reveal Eye-catching hook

Subtle branding clues

Big reveal

Quick cuts

Lead in Branding

» | You([T[1)



\ I /
D) CLIMAX
) | A\ Resolution/cliffhanger






http://www.youtube.com/watch?v=S3g4LXNq2tU

> |


http://www.youtube.com/watch?v=h4s0llOpKrU

Where we started...

A/B Tests Unskippable Labs Quant Analysis

A series of unbranded tests to A series of partnerships with brands 18 months of objective creative
determine the effectiveness of subject and agencies to run experiments with characteristic modeling to understand
cropping, color saturation, and brand video content, exploring the the key attributes that lead to
emotional connection with the future of storytelling on the web. TrueView performance.

audience.

» | You([T[1)



A/B test 1: face
vs. place

» | You([T1)



A/B test 2: front
vs. angle

» | Youl[TD)



A/B test 3: production

» | Youl[TD)



ABCDs of Effective Creative for YouTube

A

Attract Brand Connect Direct




