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| Key Q2'2016 findings
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Part 1

Category trends,
Auction metrics
and Top risers



| Searches for cars hit an all-time high in March 2016

Automotive category query volume
January 2013 - June 2016




| Automarket is mobile first - 52% of automotive queries in Q2
came from mobile devices
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Driven by the consumers Auction metrics, CPC in RUB
shift to smartphones over
desktop the rate of
advertisers adoption in
mobile is only going to
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| Interest towards New cars continued to grow in Q2 2016 reaching 14% YoY growth rate speed while
used cars query volume is still lower (-18%) compared to high volume in 2015

Indexed query growth 2015 - Q2'2016
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| Generic search volume is still on a rise with growth rate 20% YoY. And After Sales category is a top
performer in Q2 - 1.5x higher level of interest compared to Q2 2015

Indexed query growth 2015 - Q2'2016
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Top rising queries in Q2 vs Q1 2016
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| Ad depths in new car segment was lower compared to Q1 while clicks remained relatively stable.
In Used car segment clicks are still on a rise and auction tend to be more competitive compared to new cars.
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| In generic and aftersales categories huge spike in clicks was seen in April while CPC remained on lower level
compared to April 2015. Advertisers reduced the presence in Aftersales category in Q2.
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Part 2

Brand
leaderboard on
Google Search



| Hyundai went back on track in Q2 2016 and became the leader of consumer interest in mass
segment. Other growing QoQ brands are - Renault, Datsun and Peugeot

Monthly dynamics of branded queries in Mass segment,
2015-Q2 2016

Tier 1

Interest towards Kia dropped
back in Q2 after high rise in
March, while Hyundai
leveraged to become a leader

Tier 2

i
Interest towards Renault is on
arise since the beginning of
the year and in holds the first
positions in tear 2

Tier 3

In 3rd tear Datsun
outperformed Peugeot and
Citroen in May and remained
on relatively same level till

the end of the quarter

Source: Internal Google Data Google



| Interest towards Premium segment is growing QoQ, but leaderboard positions remains stable.

Fastest growing brands are Jaguar, Porsche and Mercedes

Monthly dynamics of branded queries in Premium segment,
2015-Q2 2016
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Part 3

A spotlight on
potential to
activate auto
buyers on
YouTube



480/0 of TV viewers in Russia say they browse Internet while watching TV
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on desktop




channel.

Users turn to it as much for

utility as they do for

become an essential part of
the car buying process.

entertainment. As such it has

of car buyers say they watched online videos to inform their last

36% 92%

vehicle highlights of vehicle reviews including
features or options interior and walk-arounds

41% 45%

vehicle comparison Test-drive videos

videos
440/ consumer reviews or
0 testimonials
(1 Tue]



@
Video overall is a powerful tool in

marketers’ armouries.

of buyers agree they were
introduced to a car they
hadn't considered before

based on something they
W

watched on online video.

Source: 2076 Google / TNS Global Auto Shopper Study, Russia

(1 Tube)




Video leads to action.

0 | , Narrowed down the set of
60 /0 i ‘ _ considered vehicles after
111/ watching online video

JTO

' Source: 20716 Google / TNS Global Auto Shopper Study, Russia Ul Tube



| Automotive search on Youtube is growing 25% year on year
Mobile views account to 40% of all automotive YT views

Automotive search volume growth on YouTube
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| Mercedes and BMW are the most searched brands in premium segment on
YouTube, but in Q2 BMW showed a slight decline in interest
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https://www.google.de/trends/explore#q=%2Fm%2F052mx%2C%20%2Fm%2F0k50%2C%20%2Fm%2F017yh%2C%20%2Fm%2F07ywl%2C%20%2Fm%2F062s4&geo=DE&date=2%2F2014%2025m&gprop=youtube&cmpt=q&tz=Etc%2FGMT-1
https://www.google.ru/trends/explore#cat=0-47&q=%2Fm%2F052mx%2C%20%2Fm%2F017yh%2C%20%2Fm%2F0k50%2C%20%2Fm%2F04n7g%2C%20%2Fm%2F01sxnm&geo=RU&date=1%2F2015%2018m&gprop=youtube&cmpt=q&tz=Etc%2FGMT-1

| Unlike Google search on YouTube search Toyota is the leading brand in mass

segment
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| Automotive content on YouTube is huge

T160M+

RU views of automotive
content occurred in Q2 2016

oogle



| Off-road, SUV, luxury and compact segments were the most
popular on YouTube this quarter

' SHARE OF VIEWS BY

CAR SEGMENT
Q22016

= Offoad =SUV = Lixurycars = Compactclass = Sportcars = Other

Source: Internal Google Data Google



| Only 4% of automotive content watched on YouTube is generated
by Automotive Brands

Top 7 Brand channels by views* on YT in Q2'16

A —i (R -
. #1 i \‘?; ~
#2 e | g T = :
4Y,
0 #3
SHARE OF BRAND 44 ; .
CHANNELS VIDEO VIEWS —
ON YOUTUBE 159
#5 -
-
.
#7 I
Google

Source: Internal Google Data *Organic views and videos that users decided to watch in Trueview



Y(]u T[Ihe LEADERBOARD - TOP 10 AUTOMOTIVE BRAND VIDEOS IN Q2 2016

Video Channel Likes Dislikes = Comments Views

BMW 100 ner BMW_ru 4,861 934 288 .

[na peBGenka, y koToporo ecTe MedTa - #KiaOMBC  Kia_ru 2,084 602 62 —

Thl, A ¥ MOA MALWWHA — «BCE CNOXHO» (1/5) Mazda_ru 2,781 942 163

HoBeiit BMW 7 cepun. Ynpaenaite MMpoMm B

POCKOLIHOM aTmocepe. BMW_ru 2,086 787 186

Thl, A 1M MOA MALLMHA — «LOVE IS...» (5/5) Mazda_ru 1,866 41 222

"Kak penate Bce Ha ceeTe" co cBopHoi Poccun.

Fepsii Volkswagen_ru 2,386 431 68

Thl, A K MOA MALUKMHA — «HEM3MMAOUMOE

BMEYATNEHUE» (2/5) Mazda 1270 0 a2

«Kak penate Bce Ha ceete» co cBopHoi Pocckw no
cyT6ony. Yacte 2 Volkswagen_ru 1,708 472 35

Thl, A W MOA MALLMHA - «XOTUTE

NOMOBOPUTL OB 3TOM?» (3/5) Mazda v Lol = i

'(I'ah‘rﬂs;}ﬂ 1 MOA MALUMHA - «MOBOPOT HE TYA» Mazda_ru 1115 64 40

oM 2M am &M 8M Google



\fookmg 3

g
In‘r-funnu

L=,
everys c,....Jcommq Oorésure -

uffe ] =

cuenglne madeaweésomesg e,
tO){PIE much'i”‘ qﬁﬁ'i%tﬂ‘gg

YouTube is a goldmine
for brand / model " “’;;Ogg L
sentiment insight ks &%
..austr:ixhan — 0

cant 4w

Hu;}t}mg Edthan beggr >fo I"dr

ks

nsometh mg",:;j‘,’c;';.j
ace O
us d;q,

-5'1 E mean heyquy
2 diff nfg )a

eelversion® chev
Jithout alread




| Use YouTube metrics to analyse creatives and
improve your Branded content performance

(11| Tube;

Leverage available Check if your creative Find how engaged Evaluate the effect of
media to get buy-in resonates with the your audience is with a the campaign in
from your target right audience new creative - does it shifting brand recall
audience before (demographic/ get likes/ shares/ and driving
pushing ads to the psychographic) positive comments incremental searches
masses via

Brand Lift Surveys

Google



Wonder how to make your
idea even better?




| Move it from being exclusive to inclusive

Use YouTube technology to make the idea more accessible to more users by either allowing them to
view the content in a different way or to personalise it

More More
Accessible Personal

Q) i m
X

Q

Google



| Examples how to make automotive campaigns more

accessible and personal for users

Encourage users to watch new episodes

((.)) Livestream of branded shows/series in real time

. Get the users inside your car and give
360 Video  them the feeling that they are a part of

experience

Give users engaging and easy way to
Cardboard experience your branded content

v W GMaps &  Make your ads more personal by allowing
; users to see where each campaign takes
0 £ 2 Street View place in Google maps

Use hangouts in your livestream episode
Hangou’[ to give users the power to connect &

participate remotely in real time

Example livestreams

Example auto 360 videos

Example automotive Cardboard
campaigns: Volvo / Lexus

Auto Street View example

Google


http://www.volvocars.com/us/about/our-points-of-pride/google-cardboard
http://www.hammerheadvr.com/lexus/
https://www.youtube.com/playlist?list=PLU8wpH_LfhmuJmeZSCmv6V-5doO0qBjvA
https://www.youtube.com/playlist?list=PLU8wpH_LfhmuJmeZSCmv6V-5doO0qBjvA
https://www.youtube.com/channel/UC4R8DWoMoI7CAwX8_LjQHig
https://www.youtube.com/channel/UC4R8DWoMoI7CAwX8_LjQHig
http://bmw.psycle-admob.appspot.com/
http://bmw.psycle-admob.appspot.com/

| BONUS PACK: Video that inspired us this quarter
MAYBE ADS DON'T HAVE TO BE BEAUTIFUL..

CLICKTO
PLAY ON

You([T)

oogle


https://youtu.be/UhFekFkOee0
https://youtu.be/UhFekFkOee0
https://youtu.be/UhFekFkOee0

Thank you!

For feedback and questions please reach out to Google Auto team
auto-ru@google.com

August 2016
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