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Videos in order of appearance

Mercedes-Benz Pre-Owned "Peace of Mind" 

Acura "Jewel Eye" 
Acura "Rainbow" 

VW GTi 
Mercedes-Benz Cabriolet 

Mercedes-Benz A-Class Bumper 
BMW M4 Ultimate Racetrack 

Dodge Valentine's Day

Subaru Crosstrek Generic 

Subaru Crosstrek Zorbing 
Subaru Crosstrek Nature Tours 
Subaru Crosstrek Extreme Hammocking 
Subaru Crosstrek Whitewater Surfing 
Subaru Crosstrek Saddle Surfing 
Subaru Crosstrek Sno-yaking 

Chevrolet Traverse Obzor 

Ford Leave No One Behind 

Renault Kadjar Product USP 
Jeep Women 
Jeep Men

https://www.youtube.com/watch?v=1NXCJQ8zuVU
https://www.youtube.com/watch?v=lR0EWPIBbTk
https://www.youtube.com/watch?v=JRyWDqfY--Y
https://www.youtube.com/watch?v=kFF9rAosVfU
https://www.youtube.com/watch?v=EoTze6vEgzc
https://www.youtube.com/watch?v=cGhCFfSVDvI
https://www.youtube.com/watch?v=AFtUpMTs4vI
https://www.youtube.com/watch?v=y5S0Ms0diBY
https://www.youtube.com/watch?v=lug7zFwezhE
https://www.youtube.com/watch?v=TfV6_tbzsRI
https://www.youtube.com/watch?v=j_FKeXL4OQk
https://www.youtube.com/watch?v=5wdyfm7O8YU
https://www.youtube.com/watch?v=7UZ8VcEL7FQ
https://www.youtube.com/watch?v=JKaQeW57Dr4
https://www.youtube.com/watch?v=H_40-Tcg_34
https://www.youtube.com/watch?v=LaTbgRxvdTE
https://www.youtube.com/watch?v=r_b-batemUw
https://www.youtube.com/watch?v=F7vaWKOCTtE
https://vimeo.com/329849886
https://vimeo.com/329851217




TV-first
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Tuning your TVC



5-35%

Source:  Nielsen Catalina Research via the Advertising Research Foundation May 2017

50-80%
comes from creativeof ROI comes from targeting





Source:  YouTube internal data
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Shoot, edit and optimise for YouTube Incorporate your audience’s interests

Tuning for YouTube



Shoot, Edit, Optimise



 

https://www.youtube.com/watch?v=1NXCJQ8zuVU


 

https://www.youtube.com/watch?v=1NXCJQ8zuVU






Only 25% of the videos 

analysed showcased a logo bigger


than 4% of the screen

Source:  Internal Data for watch time of YouTube by device, April 11, 2018 - June 10,2018



Get closer (much closer)













Always, always shoot 16:9



Same brand, different styles

  

https://www.youtube.com/watch?v=lR0EWPIBbTk
https://www.youtube.com/watch?v=JRyWDqfY--Y


Same brand, different styles
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Same brand, different styles

  

https://www.youtube.com/watch?v=lR0EWPIBbTk
https://www.youtube.com/watch?v=JRyWDqfY--Y


Add brightness and contrast



  

https://www.youtube.com/watch?v=kFF9rAosVfU
https://www.youtube.com/watch?v=EoTze6vEgzc


  

https://www.youtube.com/watch?v=kFF9rAosVfU
https://www.youtube.com/watch?v=EoTze6vEgzc


  

https://www.youtube.com/watch?v=kFF9rAosVfU
https://www.youtube.com/watch?v=EoTze6vEgzc


Big copy



Source: Google TrueView Brand studies Aug-Sep 2016, Global. Data shows ratio of additive differences in brand performance vs. control respondents for each group of single exposure viewers.
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The importance of sound



Sound ON



Source:  YouTube internal data
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Traditional Story Arc YouTube Story Arc
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Start high and move fast



Start high and move fast



Source: IPSOS, Google study of 2000 global auto ads. Correlation of elements and Ad Recall, Brand Awareness and VTR.

+

positive

effect

-

negative


effect

Less than 50% of ads More than 50% of ads

Occurrence of elements



Incorporate the audience



Product MessageProduct Message



Product MessageProduct Message



Product Message





“Would you rather be in a 
meeting at work?”

Men
Big brand

Parents

Outdoor Enthusiasts

“Live is outside. Are you?”



Cultural momentProduct Message



Cultural moment

Product Message



Cultural moment

Product Message



Product Message



Product Message



Product MessageAudience Message

Love is out there.

Find it in a Subaru Crosstrek.



Product MessageAudience Message

Love is out there.

Find it in a Subaru Crosstrek.



Outdoor Enthusiasts

Thrill Seekers


Skiing Enthusiasts

Running Enthusiasts


Water Sports Enthusiasts

Winter Sports Enthusiasts


Beach-bound Travelers

Snowbound Travelers

Product MessageAudience Message

Love is out there.

Find it in a Subaru Crosstrek.











TV-first



YouTube-first



Source: Google/Kantar TNS Gearshift 2018 Path to Purchase



53% 
of people start their 

research online

Source: Google/Kantar TNS Gearshift 2018 Path to Purchase



24% 
of people discovered 

their car online

Source: Google/Kantar TNS Gearshift 2018 Path to Purchase



79% 
of buyers watch car 
videos on YouTube 

ONLY

Source: Google/Kantar TNS Gearshift 2018 Path to Purchase



88% 
of buyers perform a 

follow-up action 
after watching 

a video

Source: Google/Kantar TNS Gearshift 2018 Path to Purchase



29% 
of buyers booked 
a test-drive after 
watching a video

Source: Google/Kantar TNS Gearshift 2018 Path to Purchase



Source: Google/Kantar TNS Gearshift 2018 Path to Purchase





What type of

car do I want?



What type of

car do I want?

Which car 
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Where should  
I buy?

What type of

car do I want?

Which car 
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Where should  
I buy?

How can I  
make the most 

of it?

What type of

car do I want?

Which car 

is the best?

Is it right  
for me?

Can I  
afford It?



1) This is your window of opportunity

2)You need content for every stage





Just bought an SUV



Just bought an SUV Found out wife’s pregnant



Flight Always On



Flight Always On





Brand Wall



Brand Wall



1) This is your window of opportunity

2)You need content for every stage
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More test-drives on YouTube than in real life

Source: Google/Kantar TNS Gearshift 2018 Path to Purchase
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Walkarounds/Test Drives 


>1 month before purchase

10 videos - 3 brands
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More test-drives on YouTube than in real life

Source: Google/Kantar TNS Gearshift 2018 Path to Purchase

Walkarounds/Test Drives 


>1 month before purchase

10 videos - 3 brands

Comparison


1 month before purchase

6 videos - 2 brands

Features


2 weeks before purchase

5 videos - 2 brands













Source: IPG Media Lab and YuMe, 2015

Long form for consideration and action











Source: Google/TNS Gearshift study 2017

67% 
of buyers’s decisions 
were influenced by 

partner



Men Women



Make it easy to take ACTION



Make it easy to take ACTION

LEARN MORE

GET A QUOTE

SING UP

CONFIGURE

TEST DRIVE



Make it easy to take ACTION

LEARN MORE

GET A QUOTE

SING UP

CONFIGURE

TEST DRIVE

SHOW 
the showroom. 

VO the deal.



Source: IPSOS, Google study of 2000 global auto ads. Correlation of elements and Ad Recall, Brand Awareness and VTR.

+
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Great videos

made


for YouTube


