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The World is Moving to YouTube




The 18—-24 year olds
Who fell in love with YT

29-335 year olds
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YouTube has the reach of top TV channels

MONTHLY: Total Video Reach % of population, Russia 100K+

DAILY: Total Video Reach%, Russia 100K+
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Source: TNS Web Index & TV Index, June 2016, 12-64, ALL, Confidential + Propriet
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YouTube has the biggest reach among all the audience groups
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Source: TNS Web Index, June 2016, Russia 700K+






1B+ users on seven Google products globally
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Spends 10% of his time online Iooklng at Spends 1% of hIS time online Iooklng at
football sites. football sites.
Spent 2 hours in the last week on Spent 2 hours in the last month on football
football sites sites
Likely to be a football fan Unlikely to be a football fan
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New tools to find more better qualified customers

Find new Find new

Reaci\ current fpeak to i customers who customers
customers customers who behave like based on

quickly and cost have searched current activities and
effectively for you

customers interests

.!, ,l, 9,

Customer Match RLSA Similar Audiences Affinity and custom
Affinity audiences




YouTube is Moving the World
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http://www.youtube.com/watch?v=5k4Mn-Yd0Ho

People come to YouTube to watch:.
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YouTube is the most viewable video
destination
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93%

Source: Google and DoubleClick advertising platforms data, April 2016. Youl['L:
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Beauty is in the eye of the beholder

Google
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Beauty is in the eye of the beholder
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Brand Awareness lift
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Source: Internal Google Data, based on 5,500 TrueView Brand Lift studies which ran between April and October 2015. Confidence interval represents 95% CI Yﬂll Tllhe



YouTube Can Move Your Business
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Drive Results
you can measure
and optimize

oogle | You[T
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Combining YouTube + TV gives higher impact on brand metrics
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24 32
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T‘LP of Mind Top of Mind Unaided Purchase
Brand Awareness Ad Awareness Ad Awareness Consideration

S . Lab test study 2014 Dec 2014
GOOgle HiEEs e e - Confidential + Proprietary



TV + Desktop + Mobile: even better results

Unaided Ad Recall Top of Mind Brand Total Unaided Brand
Awareness Awareness
*
69.7%
65.4%
56.99% 59.1%
. 40.5%
34.0% 36 i
173%
0.3%
Control Desktop Smartphone Control Desktop Smartphone Control Desktop  Smartphone

Source: IPSOS/Google 2013 research: Average top of funnel brand metrics across 18 non-skippable YouTube pre-roll ads
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The world is moving







