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GEN C IS 2x mOrE lIkEly to agree  
“I Would rather WatCh VIdeoS 
poSted by brandS on yOuTubE  
than WatCh tV CommerCIalS”

learn hoW you Can CrEaTE bIGGEr 
OppOrTuNITIES for your brand 

around the holIdayS – StorIeS from 
CardSTOrE, SNapfISh and otherS

more ConSumerS  
WatCh yOuTubE  
than Cable netS

faNSbraNd

3 In 4 yOuTubE uSerS agree  
“If there IS a braNd I lOvE,  

I tend to TEll EvEryONE about It”
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Viewers sit back. Fans lean forward. Viewers consume. Fans contribute. Viewers move on to the 
next thing. Fans share, comment, create. YouTube wasn’t built for fans. It was built BY fans. Share 
in fans’ passions and be an active part of the communities that matter most to your audience.

Engage your faNS not just viewers

mOrE CONSumErS WaTCh yOuTubE ThaN CablE NETS

malES 18-24

Cmdy tbSC fX mtV SpK eSpn uSa amC tnt

malES 18-49

tbSC fX Cmdy tnt eSpn SpK dISC aen amC

malES 18-34

48%  
yOuTubE

46%  
yOuTubE

47%  
yOuTubE

49%  
yOuTubE

47%  
yOuTubE

51%  
yOuTubE

48%  
yOuTubE

40%  
yOuTubE

Cmdy tbSC fX mtV SpK tnt amC eSpn aen

malES 25-54

tbSC fX tnt Cmdy dISC eSpn aen amC hISt

fEmalES 18-24

mtV fam fX tbSC e! nICK tlC Cmdy aen

fEmalES 18-49

tbSC fX mtV fam aen e! tlC tnt dSny

fEmalES 18-34
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tbSC fX aen tnt lIf tlC fam e! mtV

(Nielsen. August 2013) 

on average across these campaigns,  

of Tv budgets to youTube could achieve 4.6 
additional pct pts in reach at no extra cost***

63% of campaigns would benefit 
from a shift to yT from Tv**

shifting 18%

rEaCh yOur audIENCE aT a lOWEr COST*

*YouTube Analysis of 2,000+ TV campaigns from 2012 Q4 leveraging Nielsen Cross Platform Homes Panel
**Of the 300+ TV campaigns targeting the 18-34 demographic. ***Only campaigns >200 GRP, optimize 3+ reach.

google.com/think/youtube-insights
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(reaCh of youtube VS. major Cable netWorKS by demographICS)

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
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Engage your faNS not just viewers

yOur faNS WIll ChOOSE yOu ON yOuTubE**

of Gen C have taken action after watching 
ads for a product or service on youTube

more likely to agree “the only 
ads I like to watch are ads that 

I have a choice to skip”

Gen C agree“I buy brands that  
support causes I believe in”

of Gen C state youTube is the first  
place they go looking for online videos

more likely to agree “youTube is one 
of my primary sources of entertainment”

61%1IN 2

76% 1.6 X

*Statistics are weekly compared to YouTube non-users where applicable. Top 2 box where applicable.
**Compared to non-Gen C where applicable. Source: Google/Ipsos YouTube Audience Study, August 2013.

GEN C IS...

2 X 2 X
more likely to agree “I would rather 
watch videos posted by brands on 

youTube than watch Tv commercials” 

of youtube users say  
youTube is a place to 
celebrate creativity68% youtube users agree “If there 

is a brand I love, I tend  
to tell everyone about it”

SharE IN faNS’ paSSIONS*

gen C IS a poWerful neW forCe In ConSumer Culture. It’S a term We uSe to deSCrIbe  
people Who Care about CreatIon, CuratIon, ConneCtIon and CommunIty. It’S not  

an age group; It’S an attItude and mIndSet defIned by Key CharaCterIStICS.  
fINd OuT mOrE abOuT GEN C: http://www.google.com/think/articles/meet-gen-c-youtube-generation-in-own-words.html

GEN C IS...GEN C IS...

(US insights unless otherwise stated)

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.google.com/think/articles/meet-gen-c-youtube-generation-in-own-words.html
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deepen connections through parTICIpaTION
Nothing should come between you and your audience. On YouTube, you create for fans and  
with fans. Top brands and creators are making the most of YouTube’s potential to reach millions.  
See the content creators and brands that are driving the greatest connections and learn the 
strategies that VICE and ING DIRECT are using to fuel participation and engage their audiences.

TOp 10 mOST SubSCrIbEd yOuTubE ChaNNElS 
(number of global SubSCrIberS – In mIllIonS)

(number of global SubSCrIberS – In mIllIonS)

pEWdIEpIE SmOSh yOuTubE 
SpOTlIGhT

11.712.713.9

JENNa 
marblES

11.2

hOla SOy 
GErmaN

10.8

ray 
WIllIam 
JOhNSON

10.4

NIGahIGa

10.3 9.6

rIhaNNa 
vEvO

maChINIma ONE
dIrECTION 

vEvO

10.2
8.7

(OpenSlate. 9/30/2013) 

TOp 10 mOST SubSCrIbEd braNd ChaNNElS 

rEdbull

2.8

GOOGlE playSTaTION Call Of 
duTy

rOCkSTar 
GamES

applE GOprO  
CamEra

WarNEr 
brOS rEC.

NIkE 
fOOTball

ubISOfT

2.1 2.0
1.7 1.7

1.6 1.1 0.8 0.70.9

(OpenSlate. 9/30/2013) 

 TOp yOuTubE adS lEadErbOard adS
http://www.google.com/think/collections/youtube-leaderboard.html

SEpTEmbEr 

mOTO x  
LAzY PHONe – TOUCHLeSS CONTROL

auGuST

NIkE prESENTS  
JUST DO IT – POSSIBILITIeS

July

dOvE
CAMeRA SHY

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://youtu.be/2_JQxm53114
http://youtu.be/aPkyPdubqDs
http://www.youtube.com/watch?v=SPFsa6FLvlg
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(US insights unless otherwise stated)

deepen connections through parTICIpaTION

vICE focuses on immersive journalism and enlightening documentaries from around the world. It’s one of  
the mOST WEll-kNOWN yOuTubE ChaNNElS, with more than 3 mIllION SubSCrIbErS. looking back,  
three actions were the catalysts to grow its audience to new levels:

vICEhIGhlIGhTEd
yOuTubE 
ChaNNEl

TOp 10 mOST SubSCrIbEd ENTErTaINmENT ChaNNElS  

ThE EllEN 
ShOW

6.8

Nba

4.5

vICE

3.3

JImmy  
kImmEl 

lIvE

3.1

ThE  
x faCTOr 

uSa

3.1

TOp GEar

3.1

NaTIONal  
GEOGraphIC

3.0
2.2 2.1

COmEdy 
CENTral

ThE  
x faCTOr 

uk

WWE faN 
NaTION

2.4

(OpenSlate. 9/30/2013) 

hIGhlIGhTEd
yOuTubE 
ChaNNEl

“Success is building something that you self-select to watch.  
Something I love so much that I’m going to share it with my friends.  

Something they’re going to watch because it comes from me.” 
lou arbetter, director of pepsi max

kEEp up TO daTE WITh WhaT’S hOT aT yOuTubE.COm/TrENdS

(number of global SubSCrIberS – In mIllIonS)

1. dISTrIbuTE CONTENT ON aNd Off yOuTubE TO lEvEraGE INfluENCErS
VICe shared two breakout videos on reddit.com in may 2012, driving 140,000 views within two days of the upload. this initial event created 
a snowball effect – other sites then embedded the content, prompting viewers to share across the web.

2. OpTImIzE vIdEO ThumbNaIlS TO pIquE INTErEST
VICe’s most successful video, ‘first animal to Survive in Space’, from September 2012, had a clear and captivating thumbnail (shown 
above). the video eventually made its way to the youtube homepage and that placement helped it gain millions of views. 

3. lEarN frOm yOuTubE TrENdS aNd INSIGhTS TO buIld CONTENT
VICe released ‘3d printed guns’ in march 2013, exactly as america contemplated the gun control debate and related search terms were trending. 

http://www.youtube.com/user/vice | http://www.google.com/think/case-studies/vice-youtube-success-sustained-viewership

neVer mISS the neXt bIg hIt on youtube. SubSCrIbe to youtube re:VIeW – google.com/think/yt-review

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.youtube.com/user/vice
http://www.google.com/think/case-studies/vice-youtube-success-sustained-viewership
http://www.google.com/think/yt-review
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How do brands like Pepsi succeed on YouTube? By creating content that doesn’t feel like an ad  
and by taking advantage of the creative freedom afforded by YouTube to tell more immersive stories.  
Tell beautiful stories that your audience will choose to watch and they’ll remember your brand.

Tell authentic stories to ExprESS your brand

    hErE’S 
a TIp TO 
drIvE 
vIEWS...

(Google-Compete research on 100+ automative ads. August 2013)

mentioning your brand in the first five seconds can 
help brand recall, but it also lessens the desire to 

keep watching your content – completion rates drop. 

brand recall grew 2.5x for people who saw  
the full ad vs. the first five seconds of a video ad.

Of ThESE vIdEOS havE  
fEWEr ThaN 1,000 vIEWS

yOuTubE 
ChaNNElS

havE mOrE ThaN  
1 mIllION vIEWS

vIdEOS ON  
EaCh ChaNNEl

50%

14
0.6%
187

100 Of ThE TOp 100 braNdS arE ON yOuTubE

(Pixability. August 2013) 

ON avEraGE, TOp 100 braNdS EaCh havE...

In 2013, pepsi max launched ‘Test drive’, a four-minute prank video in which a disguised jeff  
gordon takes an unsuspecting car salesman on the test drive of his life. this was by no means 
an ordinary ad. In fact, for peter atencio, director of the ‘Test drive’ video, the goal was to 
deliberately create a video ad that did not feel like an ad. the result? nearly 40 million views 
online and the #1 position on the march youTube ads leaderboard.

http://www.youtube.com/user/pepsi

 teSt drIVe

pEpSI max

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.htmlgoogle.com/think/youtube-insights.html
http://www.pixability.com/youtubebrandstudy/
http://www.youtube.com/user/pepsi
http://www.youtube.com/watch?v=Q5mHPo2yDG8
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(US insights unless otherwise stated)

Cardstore is a part of american greetings and allows consumers 
to create perfectly personalized greeting cards online. to build 
awareness during the busy holiday season, they set up their first 
youTube homepage masthead. this masthead included two panels 
(pictured here) that consumers could switch between, one to 

showcase an online video ad and another with a carousel showcasing products from Cardstore. as tim Walter, Senior marketing 
manager at american greetings, described, “The card carousel approach was engaging and people were spending time with it.”

ThE CampaIGN prOvEd EffECTIvE WITh GrEaT rESulTS
•	 3x more visitors to the site in november 2012 vs. november 2011
•	 Over 80% of Cardstore’s site traffic was referred by youTube on the day of the youtube masthead
•	 28% increase in brand searches during the week of the masthead 
http://www.google.com/think/case-studies/cardstore-brand-youtube.html

Tell authentic stories to ExprESS your brand

hOW TO drIvE ENGaGEmENT IN vIdEO adS?

ING dIrECT
participation has brand-building impact, especially when it puts the power of creation in the 
hands of an audience. ING direct Canada created a captivating brand experience by using 
the youTube homepage masthead and lightbox ads to drive audiences to its video contest 
featuring indie band Walk off the earth. the two-phase campaign asked users to first submit 
videos and then cast votes. the aim was to change Canadians’ perception that talking about 
money is bad, giving them new, fun ways to discuss saving dollars. the campaign received 
7 million impressions and 166,000 engagements.

http://www.google.ca/think/case-studies/ing-canada-2013.html

CardSTOrE 

“When it comes to branded content  
‘going viral’ is exceptionally rare (and  

not the only measure of success)”
http://www.mashable.com/2013/10/14/youtube-brand-mistakes

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.google.com/think/case-studies/cardstore-brand-youtube.html
http://www.google.ca/think/case-studies/ing-canada-2013.html
http://www.mashable.com/2013/10/14/youtube-brand-mistakes
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(US insights unless otherwise stated)
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move people to ChOOSE yOur braNd
Success on YouTube comes from a connection between brands and fans around a shared interest or passion.  
Brand Surveys will now help you tell your brand’s story in the most compelling way. See how Snapfish and 
Travel Oklahoma have connected with their communities to move people to choose their brands.

braNd SurvEyS  

a NEW EffECTIvENESS  
TOOl fOr adWOrdS  
fOr vIdEO

•	 In adWords, an advertiser designs 
 a basic survey about brand and ad  
 performance. then they launch their  
 display or video campaign.  

•	 automatically, one group of users  
 are shown ads from the campaign  
 (exposed) and another group have  
 the same ads suppressed (non- 
 exposed randomized control). both 
  groups are then asked questions 
  about that ad’s and brand’s 
  performance (recall, preference,  
 favorability and/or intent).

•	  google then compares the 
 aggregated and anonymous data  

 from the two groups of respondents  
 and gives the aggregated results  
 to advertisers to measure the brand  
 impact of their campaigns. Initial  
 findings from our internal tests show 
 that advertisers are gaining greater  
 insights into the effectiveness of their  
 campaigns through brand Surveys.

•	 the tool is now in beta and will be  
 fully released to all uS advertisers  
 at the beginning of 2014. 

85%
WhEN CONSumErS 
ChOOSE TO WaTCh  
adS, ThEy rEmEmbEr 
ThEm bETTEr

advErTISErS arE 
GaINING GrEaTEr 
INSIGhTS INTO ThE 
EffECTIvENESS 
Of ThEIr 
CampaIGNS 87%

of 62 tested campaigns 
had significant ad reCall 
lIft following Trueview 
campaign exposure 
compared to exposure 
to a control ad

*Correlational finding; despite the similar rates of statistical significance, there was not a 1:1 match between  
campaigns with overall lift in ad recall and significant differences between viewers and non-viewers.

Based on one-sided statistical tests at 10% significance (a=.1). Q3.

Based on one-sided statistical tests at 10% significance (a=.1). Q3.

of 62 tested campaigns had  
significantly hIgher ad reCall  
among people who watched the  
ad compared to those who didn’t* 

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
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TESTING aNd CONSTaNT OpTImIzaTION 
dElIvErS rESulTS WITh TruEvIEW

Snapfish by hp is an online photo service with more 
than 90 million members in over 20 countries. In 
a campaign executed for black friday and Cyber 
monday, it produced two eight-second creatives 
with strong calls-to-action at the end. after closely 
monitoring the performance of both ads to optimize 
their Cost-per-Views (CpV), Snapfish was able to:

•	 Cut CpV to 30% of the original rate obtained  
in a previous trueView test. 

•	 furthermore CpCs on trueView were 14% 
cheaper than they were with paid search 
during the same time period.

hugh burnham, Interactive Web marketing manager 
at Snapfish, emphasized the importance of learning 
throughout the process. “the black friday campaign 
well surpassed our expectations,” he noted. “putting 
what we learned from our initial campaign into 
practice was a major factor in our black friday 
campaign success.”

http://www.youtube.com/user/snapfishbyhp
http://www.google.com/think/case-studies/snapfish-youtube.html

TruEvIEW adS dElIvEr SITE TraffIC

the oklahoma tourism and recreation department 
(otrd) reallocated 20% of their summer ‘Come 
See for yourself’ campaign investment to youtube 
trueView ads. otrd launched trueView ads in 
test markets that they’d been tracking due to high 
potential, but which they could never previously 
afford to reach. the test showed that trueView  
ads enabled otrd to achieve broad awareness at  
a lower cost, but also drove higher website visitation 
than other marketing channels. 

•	 trueView-only markets performed well above all 
the other test groups (tV-only, tV plus trueView, 
control group), driving 486% year-over-year 
growth in website visitation. 

•	 the 12 markets running trueView-only ads 
accounted for 44% of their website traffic 
(284,000 visits), funded by only 20% of the 
campaign budget.

http://www.google.com/think/case-studies/how-travel-oklahoma-is-
bucking-tradition-to-win-visitors.html

SNapfISh TravEl
OklahOma

move people to ChOOSE yOur braNd

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.youtube.com/user/snapfishbyhp
http://www.google.com/think/case-studies/snapfish-youtube.html
http://www.google.com/think/case-studies/how-travel-oklahoma-is-bucking-tradition-to-win-visitors.html
http://www.google.com/think/case-studies/how-travel-oklahoma-is-bucking-tradition-to-win-visitors.html
http://www.google.com/think/case-studies/snapfish-youtube.html


google.com/think/youtube-insights 10

Need to know more? Follow the links below...

TEll uS WhaT yOu ThINk aT
g.co/ytinsightsfeedback 

useful links

paGE 3 

meet gen C
http://www.google.com/think/articles/meet-gen-c- 
youtube-generation-in-own-words.html

paGE 4 

TOP 10 YOUTUBe CHANNeLS

pewdiepie
http://www.youtube.com/user/pewdiepie

Smosh
http://www.youtube.com/user/smosh

youtube Spotlight
http://www.youtube.com/user/youtube

hola Soy german
http://www.youtube.com/user/holaSoygerman

jenna marbles
http://www.youtube.com/user/jennamarbles

nigahiga
http://www.youtube.com/user/nigahiga

ray William johnson
http://www.youtube.com/user/rayWilliamjohnson

rihanna VeVo
http://www.youtube.com/user/rihannaVeVo

machinima
http://www.youtube.com/user/machinima

one direction VeVo
http://www.youtube.com/user/onedirectionVeVo

TOP 10 BRAND CHANNeLS

red bull
www.youtube.com/user/redbull

google
http://www.youtube.com/user/google

playStation
http://www.youtube.com/user/playstation

Call of duty
http://www.youtube.com/user/callofduty

rockstar games
http://www.youtube.com/user/rockstargames

apple
http://www.youtube.com/user/apple

gopro Camera
http://www.youtube.com/user/goprocamera

Warner bros records
http://www.youtube.com/user/warnerbrosrecords

nike football
http://www.youtube.com/user/nikefootball

ubisoft
http://www.youtube.com/user/ubisoft

YOUTUBe ADS LeADeRBOARD
http://www.google.com/think/collections/youtube-leaderboard.html

moto X - lazy phone - touchless Control
http://www.youtube.com/watch?v=2_jQxm53114

nike presents - just do It - possibilities
http://www.youtube.com/watch?v=apkypdubqds

dove - Camera Shy
http://www.youtube.com/watch?v=Spfsa6flvlg

paGE 5 

TOP 10 eNTeRTAINMeNT CHANNeLS

the ellen Show
http://www.youtube.com/user/theellenshow

nba
http://www.youtube.com/user/nba

VICe
http://www.youtube.com/user/vice

jimmy Kimmel live
http://www.youtube.com/user/jimmykimmellive

the X factor uSa
http://www.youtube.com/user/thexfactorusa

top gear
http://www.youtube.com/user/topgear

national geographic
http://www.youtube.com/user/nationalgeographic

Comedy Central
http://www.youtube.com/user/comedycentral

the X factor uK
http://www.youtube.com/user/thexfactoruk

WWe fan nation
http://www.youtube.com/user/wwefannation

HIGHLIGHTeD YOUTUBe CHANNeL

VICe
http://www.google.com/think/case-studies/vice-youtube-
success-sustained-viewership

http://www.youtube.com/user/vice

paGE 6 

pepsi max
http://www.youtube.com/user/pepsi

top 100 brands on youtube
http://www.pixability.com/youtubebrandstudy

paGE 7

Ing dIreCt
http://www.google.ca/think/case-studies/ing-canada-2013.html

mashable
http://www.mashable.com/2013/10/14/youtube-brand-mistakes

Cardstore
http://www.google.com/think/case-studies/cardstore-brand-youtube.html

paGE 8

brand Surveys
http://adwords.blogspot.co.uk/2013/03/measuring-brand-
lift-with-google.html

paGE 9

travel oklahoma
http://www.google.com/think/case-studies/how-travel-oklahoma-is-
bucking-tradition-to-win-visitors.html

Snapfish
http://www.youtube.com/user/snapfishbyhp
http://www.google.com/think/case-studies/snapfish-youtube.html

http://www.google.com/think/research-studies/youtube-video-insights-stats-data-trends.html
http://www.google.com/think/articles/meet-gen-c- youtube-generation-in-own-words.html
http://www.google.com/think/articles/meet-gen-c- youtube-generation-in-own-words.html
http://www.youtube.com/user/PewDiePie
http://www.youtube.com/user/smosh
http://www.youtube.com/user/YouTube
http://www.youtube.com/user/HolaSoyGerman
http://www.youtube.com/user/JennaMarbles
http://www.youtube.com/user/nigahiga
http://www.youtube.com/user/RayWilliamJohnson
http://www.youtube.com/user/RihannaVEVO
http://www.youtube.com/user/machinima
http://www.youtube.com/user/OneDirectionVEVO
www.youtube.com/user/redbull
http://www.youtube.com/user/Google
http://www.youtube.com/user/playstation
http://www.youtube.com/user/rockstargames
http://www.youtube.com/user/apple
http://www.youtube.com/user/goprocamera
http://www.youtube.com/user/warnerbrosrecords
http://www.youtube.com/user/nikefootball
http://www.youtube.com/user/ubisoft
http://www.google.com/think/collections/youtube-leaderboard.html
http://www.youtube.com/watch?v=2_JQxm53114
http://www.youtube.com/watch?v=aPkyPdubqDs
http://www.youtube.com/watch?v=SPFsa6FLvlg
http://www.youtube.com/user/theellenshow
http://www.youtube.com/user/nba
http://www.youtube.com/user/vice
http://www.youtube.com/user/jimmykimmellive
http://www.youtube.com/user/thexfactorusa
http://www.youtube.com/user/topgear
http://www.youtube.com/user/nationalgeographic
http://www.youtube.com/user/comedycentral
http://www.youtube.com/user/thexfactoruk
http://www.youtube.com/user/wwefannation
http://www.youtube.com/user/vice
http://www.youtube.com/user/pepsi
http://www.pixability.com/youtubebrandstudy
http://www.google.ca/think/case-studies/ing-canada-2013.html
http://www.mashable.com/2013/10/14/youtube-brand-mistakes
http://adwords.blogspot.co.uk/2013/03/measuring-brand- lift-with-google.html
http://adwords.blogspot.co.uk/2013/03/measuring-brand- lift-with-google.html
http://www.google.com/think/case-studies/how-travel-oklahoma-is-bucking-tradition-to-win-visitors.html
http://www.google.com/think/case-studies/how-travel-oklahoma-is-bucking-tradition-to-win-visitors.html
http://www.youtube.com/user/snapfishbyhp

