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1 BCE ITOHSJI!!!




Kak namepaTb KoHBepcun Ha YouTube?

OnpefenuTb, YTO ABMAETCA LEeNbto

lMokynka [Moanucka Ha HOBOCTH 3anosniHeHne Gopmbl [MoceweHne cTpaHuLbl

> >I ‘D 15:00/ 1:00:00



OTcnexunBaTb MOHbIM MYTb MOKYMKU
4yepes MUKPO-KOHBEPCUM

LLar 1: OTcnexxmnBaliTe NoceLleHne LeneBoin CTpaHnLbl Kak ros
(HaCTPOMKM OTCNEXMBAHWUS “0Of]HA KOHBEPCUS 38 CECCUID”)

Lar 2: OTcnexmnBanTte NpoOMeXXyTOUHbIE KOHBEPCUM

Lar 3: OTcnexmnsanTe OCHOBHYHO KOHBEPCUIO
(nokynky, 3akas) (KPI) B konoHke “KoHepcun”

NMpocMmoTp
CTpaHuLbl

Mukpo-
KOHBepcuu

Mokynka
KPI, biddable
conversion




Kak oueHnTb nonHoe BnmaHmne YouTube Ha KoHBepcun?

’ OcHOBHa#s oLleHKa

Kop otcnexxusaHusa kousepcun AdWords

a [lononHuTenbHble BO3MOXXHOCTH

MHKpeMeHTanbHble TecTbl (Conversion Lift, Geo experiment)

> >I ‘D 15:00/1:00:00



Kak oueHnTb nonHoe BnmaHmne YouTube Ha KoHBepcun?

’ OcHOBHas oLleHKa
Kop oTcnexxusaHus kousepcuun AdWords

a [lononHuTenbHble BO3MOXXHOCTH

MHKpeMeHTanbHble TecTbl (Conversion Lift, Geo experiment)

> >I ‘D 15:00/1:00:00



AWCT - caMbl NOSTHBIV CMOCOH OTCNEeXXBaHUSA

9 < 9 [ O €y

Pa6oTtaer kpocc- BecnnaTtHbIn U

Haubonee BcTpoeHHbIN 1 He
aeBaunc AOCTYIMHbIU

KOMMEKCHbIN Tpebyowunm
OOMNOJSTHUTENTbHOM

npopaboTku

> >I ‘D 15:00/1:00:00



Muo:

KoHBepcun NnpuxogaTt TONbKO C KIMMKOB

PeanbHoOCTDb:

KoHBepcuu B - u u

TrueView mMoryT | | |
Click- through Engaged View View Through

NPOUCXOOUTb B (K (80 cex npocuorpa  (Toras)

pe3ynbtate TPEX KoHLa)

pa3HbIX 4EeNCTBUMN

> 4| ‘D 15:00 / 1:00:00



Mud:

View Throughs KoHBepcun NnponucxoaNaT nocsie NpocMoTpa
(30cek nnm Bce BUAEO)

PeanbHoOCTb:
View Through
KOHBEpCUM
OCHOBbIBalOTCH
Ha noKa3ax

Monb3oBaTenb CMOTPUT Monb3oBaTenb Yepes BpeMs
8cek us 30cek TrV KOHBEpPTUpPYeTCS Ha
06bABNEHUA MO6UNbHOM yCTpOMCTBE

> >I ‘D 15:00/ 1:00:00 n Q D []



Click-through  Engaged View

(Knuk) (30 cek/KoHeL BMaE0)
[MnaTHOe B3aMMO,D,eVICTBMei

e [Click-through] Clicking one of the interactive
ad elements OR
e [Engaged View] Viewer watches 30 seconds

or the entire video, whichever comes first.

> >l

‘D 15:00/1:00:00

View-through
(Mokas)
[lokas:

Uiun

o [View-through] User only sees

the ad impression (e.g. Skipper)

and then later converts.




> >I ‘D 15:00/ 1:00:00



Muo:

OkHo koHBepcum ansa Knukos m lNokasos - 30 gHeu

PeanbHoOCTb:

30 gpHeun - 310
3HauYeHue no
YMOJTYaHUIO,
KOTOpPOE MOXHO
U3MEHUTDb

> >I ‘D 15:00/ 1:00:00



Mudo:

CPC - nyuwwumn cnocob oueHkn 3P PEKTUBHOCTU peKNaMbl

PeanbHOCTb:
Total Conversions
Knukn n CPC coming from TrueView
MNOKa3biBalOT TOJ1bKO Y
ake sure to capture

all conversions from

4acCTb . .
TrueView campaigns
3¢¢eKTMBHOCTM Number of CLICK

conversions from
video ads

> >I ‘D 15:00/ 1:00:00



AWCT BkrovaeT Kpocc-ageBanc KOHBEpCUmn

© ©6 o

Customer views / Customer visits site Cross device conversions
clicks on mobile ad but directly on another now automatically included
does not convert device to purchase within conversions column

> >I ‘D 15:00/ 1:00:00



Kak oueHnTb nonHoe BnmaHmne YouTube Ha KoHBepcun?

’ OcHOBHa#s oLleHKa

Kop otcnexxusaHusa kousepcun AdWords

Q JonosHuTenbHble BO3MOXXHOCTHU
MHKpeMeHTanbHble TecTbl (Conversion Lift,
Geo experiment)

> >I ‘D 15:00/ 1:00:00



Brand Organic Purchase Presence of Incrementality of
Consideration Search Lift Intent Conversions Conversions
Bbi6epyT nu Mo NwyT nu mon 6peHa? KynaTt nv npoayKTbl YyactByeT nm YouTube TlpuHocuTt nu YouTube

6peHa? Moero 6peHaa? B MPUHATUM PELUEHNA O  AOMNONIHUTENbHbIE
NoKynke? KOHBepcumn?

CONSIDERATION ACTION

How: How: How: How: How:

- Brand Lift: - Brand Lift: - Brand Lift: -AWCT Total - Geo Experiments

Surveys Interest study Surveys Conversions:

Conversions, VTCs, and - Conversion lift
conversions from video
remarketing lists

> >I ‘D 15:00/ 1:00:00



Kak paboTtaeT Conversion Lift

Conversion Lift nomoraeT Control
OTBETUTb Ha BOMPOC - KTO b KTO

KOHBEPCUSA NPON30LLNIA

MNOTOMY, YTO NONb30BaTENb

yBuAeN MOe 06bABNEHNE, NN

BULEN NOJSIKEH BbITb

Npown3oLunia 6ol BHE
3aBUCUMOCTM OT HErO

> >I ‘D 15:00/1:00:00



Kak paboTaeTt Geo Experiment

Observed & Counterfactual Response

20000+

Feb Mar Aor May r Y

N pulag FB N

AN it i
- A Mo

Cumulative Incremental Response

Fb r Ao May sin

‘D 15:00/1:00:00




LUTO-TOJEIIEDS

[lTamarnTu

> >I ‘D 15:00/1:00:00



‘D 15:00/ 1:00:00

[TOMHWNTE, YTO HY>KHO
NpaBuM/IbHO CpaBHMBATL
[AHHbIE B pa3HbIx cUCTemMax

YTO HY>KHO NMEeTb BBUaY?

9
9
9

OfHa 1 Ta e KOHBepCcus
OZHO U TO e OKHO KOHBEepCumn
CpaBHUTe onpefeneHne n noacyer

Kaxkaon MeTpukm (K npumepy, Viewability)




& YouTube for Performance: Implementation Checklist

Implement Adwords Conversion Tracking
Create separate AW Account with dedicated Conversion tag
Verify “Count” Setting in AdWords (“every” for purchases, subscriptions etc vs “one” for page visit etc)
Surface TOTAL conversions generated by including Conversions & View-through Conversions in CPA calculations
Make sure VTCs are factored into CPA calculations (Create a custom column to include VTCs into CPA calculations. NOTE!
tCPA bids and custom CPAs including VTCs will not align)
Measurement Report full funnel impact
Qa Setup and track Micro-Conversions
Qa Report on core & extended YouTube performance
Qa Setup Brand Lift to demonstrate impact of TrueView campaign on ‘Consideration’ metrics and measure the impact of
YouTube campaigns on branded search volumes
Link your YouTube account with Adwords to see follow-on views/subscribers

> >I ‘D 15:00/ 1:00:00


https://support.google.com/adwords/answer/1722054?hl=en

14:30 - Measurement Room

‘Kin-dza-dza’

Bonpochbl ecTb2?




Cracuool
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