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Keeping up with modern audiences isn’t easy.  
They’re constantly on the move, using multiple  
devices to consume content at different times  

of day, in a variety of locations.
 

Reaching them is a matter of being in the right place  
at the right time, with the right content.

But you can’t be everywhere at once. 
Can you? 

Using YouTube as a key channel, many brands  
have found that they can do just that.

 
Here’s why. 
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Your audience’s attention is divided,  
YouTube can help you catch it.

zoella

VIEWS: 189,907,877    SUBSCRIBERS: 4,837,630

Once, brands could be sure of reaching their audience through  
TV. Today, people have a lot more choice about where they  
go to be entertained, educated and inspired. And they’re  

increasingly turning to online channels. 

YouTube offers 18–34 year olds content they can’t  
get anywhere else. Not just from globally famous names,  
but from their peers – people like Zoella, who shares  
her thoughts on fashion, beauty and life in general with 
almost five million loyal subscribers.

26
of users aged 18-34 feel YouTube  

is more relevant than TV.

of users aged 18-34 say YouTube has  
more unique content than TV.

63
of users go to YouTube first when 

looking for online videos.

67
1/5 of users are also on other  

devices while watching TV.

YouTube users rate YouTube partner content  
as highly as VOD users rate TV content.

www.youtube.com/zoella 

Global YouTube Audience Study, Ipsos MediaCT, 2013

Global YouTube Audience Study, Ipsos MediaCT, 2013 Global YouTube Audience Study, Ipsos MediaCT, 2013

Global YouTube Audience Study, Ipsos MediaCT, 2013

Quality Perception of Online Videos Study, Google / GfK 2013
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YouTube reaches your audience,  
wherever they are, whenever they’re watching.

Modern audiences are on the move, and thanks to mobile and 
handheld devices, they can take their entertainment with them, 

wherever they’re going. With YouTube, you can be there too. 

YouTube users are

pre-roll ads can be even more 
 effective on mobile devices.

more likely to move between devices.

of 18-34 year old YouTube users 
watch content on their smartphone.

of YouTube watch time in the UK  
comes from mobile devices.

3.3X

52

desktop  
campaigns   
on YouTube

SMARTPHONE 
REACH

increaseD  
purchase  

intent

45

Global YouTube Audience Study, Ipsos MediaCT, 2013 YouTube Mobile Pre-Roll Ad Effectiveness Study, Ipsos, 2013

Global YouTube Audience Study, Ipsos MediaCT, 2013

YouTube Mobile Pre-Roll Ad Effectiveness Study, Ipsos, 2013

Google internal data
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With YouTube, you don’t just talk to your audience,  
You start conversations.

Of users go on to talk to their  
peers about videos they’ve  

seen on YouTubE.

Brand channels and made for YouTube 
branded content are seen as more inspiring 

and shareable than brand websites.

44% of users share YouTube 
videos and 55% of users 

share links to other content.

50

YouTube users are

more likely to tell others  
about brands they love than  

other consumers.

3.3X

YouTube is social. Users aren’t just looking for entertainment.  
They want to connect with communities and share amazing content 

with the world. For brands, letting customers actively participate  
in the promotion of their message brings huge benefits.

YouTube users don’t just share. When they find content 
they really love, they want to contribute. Almost 2 million 
people subscribe to the GoProchannel, and seeing what 
other fans of the camera have been filming is a huge draw. 
As founder and CEO, Nicholas Woodman puts it:

“It’s our customers’ fascinating content that makes the GoPro  
Channel on YouTube so engaging. There’s no script for the fantastic 
stories our customers are capturing and sharing every day.”

Global YouTube Audience Study, Ipsos MediaCT, 2013

The Perceived Roles of YouTube Brand Channels and 
Made-for-YouTube Branded Content Study, TNS 2013

Google Brand Channel Leaderboard, 2014

Global YouTube Audience Study, Ipsos MediaCT, 2013

Global YouTube Audience Study, Ipsos MediaCT, 2013

http://www.thinkwithgoogle.com/ads-leaderboards/brand-channel-leaderboard-mar14.html
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YouTube drives actions you can measure.

With YouTube, audiences can engage with your ads the moment  
they see them. Whether they visit your site to learn more  

or go straight to the point of sale, free analytics tools make  
it easy to measure user responses.

of users go on to take action 
as the result of an ad.

of users go on to visit  
a related site.

16

Youtube analytics

 of Users go on to conduct 
further research.

almost

1/4

Global YouTube Audience Study, Ipsos MediaCT, 2013 Global YouTube Audience Study, Ipsos MediaCT, 2013

Global YouTube Audience Study,
Ipsos MediaCT, 2013

41
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YouTube and Evian’s  
bundle of joy.

Evian understood the unique opportunities YouTube offers 
and seized them to incredible effect. Their Baby&Me campaign  

is a perfect example of what happens when a brand is able 
 to inspire and engage with audiences here, there and everywhere. 

views in two days of launching  
and 6.9 million shares in total.

THEY ADOPTED A YOUTUBE FIRST 
 STRATEGY ACHIEVING

They ensured the campaign was visible  
on mobile devices, where they got  

THEY USED CREATIVE THAT WAS EASY 
TO PARODY. AND THAT’S EXACTLY WHAT  

335 USERS DID, SPREADING AWARENESS  
OF THE CAMPAIGN EVEN FURTHER. 

THEY LAUNCHED ON YOUTUBE FIRST, USING  
REAL TIME ANALYTICS TO MEASURE AND LEARN  

FROM AUDIENCE RESPONSES.

of all campaign views.

20 1/3M

AUDIENCES COULD DO MORE THAN JUST 
WATCH. THE CAMPAIGN APP, WHICH  
ALLOWED USERS TO ‘BABIFY’ THEIR  

FACE, GENERATED 25 MILLION IMAGES.
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YouTube’s Top Tips for BRANDS.

It’s not just Evian who are harnessing the unique power of YouTube.  
All sorts of brands are finding their own ways to make the most of the platform.  
We showcase their brilliant work on the YouTube Ads Leaderboard – a rundown 

of each month’s top ten ads that people choose to watch.
 

At the end of last year we partnered with Millward Brown to look back at the ads that  
featured on the Ads Leaderboard in 2013 and see what made them work. What we found  

provides a great starting point for brands wanting to create their own content.

Be upfront about your branD.

Branding doesn’t have to be a  
barrier to creativity. 96% of  

the leaderboard ads were clearly 
branded, with most mentioning the 
brand name multiple times, both in 
the title of the ad and its content. 

 

BE EMOTIVE.

Whether you surprise, excite  
or inspire, provoking an emotional 
response is a great way of getting 
your ads to hit home. THINK!’s  
Pub Loo Shocker campaign took 
its audience (and its subjects) 
unaware, provoking both strong 

reactions and sobering thoughts.

 See how the top 5 ads in the UK MAY 2014 Ads Leaderboard  
demonstrated these principles:

Call of duty® + VICE – 
superpower for hire

LG G3: Official Teaser CASTROL EDGE titanium 
strong blackout

john lewis 150th  
anniversary – 2014 advert

david beckham returns to 
his primary school with 
sainsbury’s active kids

Watch now Watch now Watch now Watch now Watch now

YouTube Ads Leaderboard Creative 
 Evaluation Study, Millward Brown, 2013

 

YouTube Ads Leaderboard Creative 
 Evaluation Study, Millward Brown, 2013

 

YouTube Ads Leaderboard Creative 
 Evaluation Study, Millward Brown, 2013

 

#1 #2 #3 #4 #5

take your time.

Two thirds of the leaderboard ads 
were longer than 60 seconds,  
proving that even when your  

audience is on the go, they’ll find 
time to watch great ads. Dove’s Real 

Beauty Sketches video clocked  
in at over 3 minutes and was the 

second most popular ad of the year.

https://www.youtube.com/watch?v=OE17D8C6O4A
http://www.youtube.com/watch?v=83Xm26Zvo18
http://www.youtube.com/watch?v=0WKis4NYLHo
http://www.youtube.com/watch?v=OAxO6KEbTiI
http://www.youtube.com/watch?v=G3xzem7HSME
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