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1.

We'll review the products a bit further

Search

2. YouTube

3. GDN




“Google's mission is to organize
the world's information and make it
universally accessible and useful”

- GOL_)SIQ
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Google in 1998

“It's best to do one thing
really, really well.”



https://www.google.com/about/company/philosophy/
https://www.google.com/about/company/philosophy/
https://www.google.com/about/company/philosophy/
https://www.google.com/about/company/philosophy/
https://www.google.com/about/company/philosophy/
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How Google Works:
Product Focus Areas



Android
1 billion active users worldwide
1.5 million devices activated per

day

Maps / Geo
1 billion active users worldwide
1in 5 Google searches tied to a location

? Google

ol

Infrastructure .
3rd largest manufacturer of servers .

Google+
300 million active users in the stream
Mobile traffic exceeds desktop

YouTube
1 billion active users worldwide
300 hours of video uploaded every minute

Knowledge / Search
Over 100 billion searches
per month worldwide

Chrome / Apps
750 million active users worldwide
400 million users on mobile
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The best of Google, now In three sizes

nexus

>

nexus
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You([T1)

& Poputar on YouTube
Music

Sports

Gaming

B3 movies

Bl v shows

Mews

Spotiight

CHANNELS FOR YOU

D e oot

The New York Times
E@ The Phiip DeFranco Show
wl coachella

. MachinimaPrime’s channel

Browse channels

Sign in to add
channsis to your
guide and for great

recommendations!

Sign in >

Tye

The You Generation

ﬂ -

Videos

Discussion

SELECT COMPETITION

{ GRLBANDS

About

.:_ Jjﬂi‘g@

Upload

THE WORLD'S FIRST GLOBAL AUDITION CHANNEL

Current Competition

-

STYLISTS

P FAlS 3 TERMSECONDITIONS

COMEDY

KANDEE JOHNSON-A [a]
NEW LOOK IN JUST

30MINS

Kandee Johnson gives Becca
Dudley a 30 minute makeover.
Shiow us your styling here:
http:/fwww.youtube.com/useriyo
ugenerationtv/enter

Our Friends
RedheadBedhead
Subscriba
~ MyVirginKitchen
g& Subscriba

CarrieHopeFletecher
@ Subscriba

EPIC MEAL TIME
Subacribe

£y Oli White
Subscriba
—
| Cooking With Trey...
Subscribe
Alex Day
Subscriba
4Music
E#! Subscribe
[Football
Subscriba

Ministry of Sound TV
Subscriba

o
see all
Related Channels
f. TheFineBros
- Subscriba
The X Factor (USA)
Subscriba
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Khan Academy ] subscrie | sr291

Videos

Uploads Date added (newest - oldest] - [=slaal

e, Thos Sl By i it W ek

Bitcein - The security of transaction Sal Khan @ MIT Bitcoin - What is it? Bitcoin - The money supply
block chains B,309 views | 4 days ago 18,375 views | 1 week ago 8,906 views | 1 week ago

4,408 views | 2days ago
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Ads & Commerce







Platform Deep Dives




Google

Marketing Consideration Audience Measurement
Focus Stage Strategy
G - Viewed impressions
D - Awareness increase in Brand
3 S eople who drive and Search It
& I ee peop - VTC (View-through
B conversions)
M - Views
5 peqple who _ Clicks, CTR
g Th i n k drive and - Indexed increase in Opinion
i and Consideration
3 think they - % Assisted / linear model
M need a car
G people who
D drive, think - Conversion rate
N D they need a - Profit / ROI
g O car and are - Last Click
B looking for - Store Visits
M one
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1.

Let's review the products a bit further

Search

2. YouTube

3. GDN







Search touches every aspect of our lives

Gelila Bekele

Bruce Jenner

iPhone 6 bending|

Matthew Prokop

Kendrick Lamar]

FIRST DAY OF

AUTUMN Gelila Bel

0B

UniVersity of
Alabama

NCIS New Orleans|

Chicago

Syria Rosh |

Big Bang Theory

Google Trends
3

SEARCH

Google



. . SEARCH
You need both defensive and offensive strategy

Branded terms
To DEFEND GM brand & drive

CONVERSIONS
Competitive terms

To INTERCEPT & CAPTURE
competitive brand interest

Segment terms

To INTRODUCE GM to
undecided shoppers




Anatomy of a search page SEARCH

Google

Web Images Maps Shopping News More - Search tools

About 138,000,000 results (0.35 seconds)

(oo e e s e e e mm e mm——

Ads related to giving to charity © I
Donate to St. Jude - Help St. Jude Children’s Hospital.

|
www.stjude.org/ ° 1
Finding Cures. Saving Children. P q R 9 It |
id Results

31,681 people +1'd or follow St. Jude Chil 's Research
Donate Now - Help Spread Our Message - Refer A Patient - Partners In
Hope

Sage Fundraising Online - na.sage.com
na.sage.com/Sage-Fundraising-Online

Create Forms, Accept Donations & Plan Events - Attend Free Webcast!

Charitable Trusts - USTrust.com
www.ustrust.com/Philanthropy
Learn About Charitable Giving For Ultra & High Net Worth Individuals.

o o o o o e e o e e e e e e e e e e S e

Google




; SEARCH
How paid search works

]

= Bids on a Ad shows up in Pays search engine
% keyword sponsored results based on bid

<

o Searches that keyword Clicks on the ad and goes

- on search engine to the advertiser’s site




, SEARCH
Factors in the ad rank

Landing Page Expected Click-
- T Google




YouTube i | v L g

Build Awareness e -
Be Seen. Be Remembered.

-

)




YOUTUBE

1 Billion

videos are watched online every day

30%
3 ; 3

year-over-year

: -'-'

Equal to
1.75M
TV channels

Google



YOUTUBE
High impact and mass reach to launch big

What Te Watch Music

YT Masthead FIND YOUR FLAVOUR

Select your colour

Select your Select your Select your
Yﬂll Roof graphic Body graphic Wheels
120

CLICK TO EXPAND

_ Access over unique global
People who see a more likely to search users on YouTube each day

brand’s YouTube for that brand or
Masthead are campaign

Google



https://www.google.com/doubleclick/studio/ua/externalpreview#gEB9SxeBQCeko9noc_RUqg/creativeId=36078665

TrueView, giving users choice

YOUTUBE

(e

YT TrueView (1st impression)

You D)

CELEBRITIES REACT TO VIRAL VIDEOS

TheFineBros &

i L B

5,707,181

ik 20980 @EITIE

gy

YouTubers React o Japanese
Commuercisls (Ep #3)

eens Roact o PrankwsPrank
mf inellena

Toen Cholco Awards 2014 [FULL
SHOW]

more engaged
than those who
are forced

to watch

People who
choose to watch

» 75%

a video ad are

Go



YOUTUBE
Guarantee impressions with reservation activity

YouTube (Reservation)

(M Tube}

Allows more traditional advertisers to
extend their reach and frequency by
guaranteeing a set number of vCPM

The all-new Audi TT range arrives February 2015

People who have seen a increase in
brand’s video ad on their 1 9% unaided brand
awareness

smartphone have a

Google



; ; YOUTUBE
Targeting content and audiences

Demographic Interest/Topic Rgmarketing
A18-49 1,600+ Categories Videos watched
A25-54 Target keywords Channel visit

Region, DMA, ZIP Custom Placements Website

HHI

3rd-Party Data Behavioral/Affinity

édatologix** 80+ Segments
© bluekai Auto intenders
Outdoor Enthusiasts
Travel buffs

- s Google

es¢elate
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GDN
Drive greater engagement and interactivity

Ready Lightbox Custom Lightbox

Lightbox

ENDLESS POOLS®
SWIM SPA -

TN
Mercedes-Benz "J\

‘ ENGAGE

Wigeans. Get Style That Makes Waves

Hover to Expand

Engagers more likely
are X to purchase

Google


https://adwords-displayads.googleusercontent.com/da/b/dabAdPreview?templateId=470&outputFormat=HTML5_STUDIO&width=300&height=250&visibleUrl=www.walgreens.com&destinationUrl=https://bs.serving-sys.com/BurstingPipe/adServer.bs?cn%3Dtf%26c%3D20%26mc%3Dclick%26pli%3D12376916%26PluID%3D0%26ord%3D%5Btimestamp%5D&isExpandable=true&irsKey=-3767940869076811776&hl=en_US&ad=67923610143&adGroup=16309492383&ocid=1963734007&s=63&showMulPreview=false&deviceType=0&isInApp=false&sig=ACiVB_yeHUFjAiKS_-uuiul2NMBRBdL_RA
https://adwords-displayads.googleusercontent.com/da/b/dabAdPreview?templateId=470&outputFormat=HTML5_STUDIO&width=300&height=250&visibleUrl=www.walgreens.com&destinationUrl=https://bs.serving-sys.com/BurstingPipe/adServer.bs?cn%3Dtf%26c%3D20%26mc%3Dclick%26pli%3D12376916%26PluID%3D0%26ord%3D%5Btimestamp%5D&isExpandable=true&irsKey=-3767940869076811776&hl=en_US&ad=67923610143&adGroup=16309492383&ocid=1963734007&s=63&showMulPreview=false&deviceType=0&isInApp=false&sig=ACiVB_yeHUFjAiKS_-uuiul2NMBRBdL_RA
http://expandable-ad-demo.appspot.com/expandable-ad-demo?tag_id=d2edea88bc936a78fac0a9b0b025b5077ad55547&height=250&width=300&xsc=AdSenseAPI&creative_toolset_config=engagement&engagement_notifier=&google_debug&prod_js=1&staging_version=
http://expandable-ad-demo.appspot.com/expandable-ad-demo?tag_id=d2edea88bc936a78fac0a9b0b025b5077ad55547&height=250&width=300&xsc=AdSenseAPI&creative_toolset_config=engagement&engagement_notifier=&google_debug&prod_js=1&staging_version=
http://www.richmediagallery.com/galleryDetail/?id=35709
http://expandable-ad-demo.appspot.com/expandable-ad-demo?tag_id=406a2e46ac5cb9303f2c3039f455320c268de233&height=250&width=300&xsc=AdSenseAPI&creative_toolset_config=engagement&prod_js=1

GDN
Create shareable and always viewable content

THIS NFL

DISPLAY (Desk & Mobile)

R VIEW & SHARE

Y.
v
g
RS

vy
b
.!.“,g

54% of today's of Google
display ads can't 1 000/ display ads
even be seen 0 are viewable = NS

Google


https://www.youtube.com/watch?v=yMgG1iWv2ow

GDN
Launch live within your banner campaign

DISPLAY

snusunseqquy
B8/13/15 - 11:00 AM EDT

HOVER TO WATGH LIVE =

YouTube.comsSamsungMobllie

Google increase in

display ads 1 0/ branded
average o search queries*

*When brand lift is detected .
Source: Google Internal Brand Lift surveys GO g|€




GDN
Using dynamic remarketing to capture lost sales

Why remarketing matters....

L

DISPLAY (Dynamic remarketing)

Product customer was viewing

_Leave d websi@e Abandon shopping carts  Typically visit 2-4 sites
without converting without purchasing before purchasing
Similar
recommended +17%
products of conversions are

recommended products

Trez Bt Face Wiomen's Denall Jacket Bolt

Bl Heater ! Bolt Blue X5

$179.00

Google



GDN
Targeted promotions in your inbox

Wonderful Wotifia H®  Wotif
It's fun to be a visita. Find
Wotif out why.

www.wotifia.wotif com

Gmail Sponsored Promotion

What's this?

‘f ? @m It's a new type of ad that you can
wot' @ . forward to a friend, or star to save
it to your inbox. If you dismiss this

AUSTRALIA'S FAVOURITE ad, you won't see it again.
ONLINE TRAVEL DESTINATION 7

1 i
Find out why

800 Y Dl settings - kbenstead@gor % |

& = C f& & https://mail.google.com/mail/u/0/?tm=1#settings/general ® Q5%
27 Apps [ Agency Planning [ Tools (] Reference [] Google KARIM REPORT  [5] Adrian and Kristy 1 [ Impor

-y =

Mail -

Inbox (38) Brimal m .
v () Ei Lry % Promotions +
Drafts (11) iona Lee

» Vault

- DAN =
Billing .9 @

Columbus

Target keywords in
emails, domain

targeting, interests,
Wonderful Wotifia demng O/,UhICS, etc

It's fun to be a visita. Find out why.

Google Calendar =

April 2015
S MTWT F 8

Wotif

22303 1 2 3 4
58 7T B 9 101
12 13 141516 17 18
19 20 21 22 23 24 25

Google







Nomophobia

noun

a fear of being without
mobile device, power
source, or service area







increase in mobile's share decrease in ’gime increase.in mobile
of online sessions spent per visit conversion rates

Google Analytics aggregated data, 2014-2015 for April 1-14, US

- Google



Think about how location and device changes your

strategy

Mobile GDN

Search
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Major

hub for
intercontinentl fights
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Mobile first, cross-platform

=

DRIVE ONLINE
CONVERSIONS

Sitelinks
Seller Ratings
Product Listing Ads
Auto Ads
Display Click to Site

DRIVE CALL
CONVERSIONS

Call Extension
Click to Call Extension
Call Only Sitelink
GSP - Click to Call

DRIVE APP
DOWMNLDADS

Location Extension (Search) App Extension

Location Extension (Maps) App Install Ads
Local Inventory Ads App promo Display Ads
Click to Locate (Nearby) TrueView for App Ads

Mobile App Engagements

mSite Image Ads
Lightbox Ads
Mobile Masthead
Mobile TrueView Ads

Google



Power of Data:
Measurement & Insight-Building



Measuring effectiveness through the consumer journey

=

ILLUSTRATIVE
Customer Value $
Google Customer
Identifying Consumer Media YouTube Lifetime
Viewability Brand Lift Surveys Attribution Analytics Value
Measuring Audience Geo Online to Google
Reach Verification Experiments Store Analytics

Less commercial intent, Easier to measure =< ELEs i » More commercial intent, Harder to measure






