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How YouTube works for branding:
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N

%%%Tﬁm?

IS R RAE | B

BIL S DR = = KR

(51 V)a—r3>

2017 SFE—U3-HA.
HA® YouTube %R
FERFEID 70% (€N
TILEZTLybEh5

6 MWT . IFHZEOHT

b Google TrueView Brand Lift Meta Analysis, 2016, Japan

¢ Google Google Preferred Brand Lift Meta Analysis, July 2016-Jun 2017, Japan

d Google Bumper Brand Lift Meta Analysis, 2016, Japan
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http://apac.thinkwithgoogle.com/intl/ja_ALL/articles/how-identify-right-kpis-online-video.html
http://www.google.co.jp/ads/experts/blog/brand-lift.html
http://apac.thinkwithgoogle.com/intl/ja_ALL/campaigns/bc-docomo.html
http://apac.thinkwithgoogle.com/intl/ja_ALL/campaigns/new-ways-of-collaboration.html
http://apac.thinkwithgoogle.com/intl/ja_ALL/collections/humanstory.html
http://apac.thinkwithgoogle.com/intl/ja_ALL/campaigns/case-bumper-ads.html
https://getsubscriptions.withgoogle.com/intl/ja-jp/newsletter/youtubereview/signup?utm_medium=email-s&utm_source=footer&utm_team=youtube-jp&utm_campaign=ytrfooter-subscribe
http://www.thinkwithgoogle.com/features/youtube-playbook/



