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Trueview for Beginners

with Ely Rygier
Account Manager | Google Canada

Google Partners



How does Trueview work?
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Trueview 1s YouTube’'s opt-in skippable ad format

Visit AdVertiser

il
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Users are served an ad,
and advertisers only pay
when viewers watch for
:30 seconds (or the end
of the video for <:30)
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This automatically
optimizes the best
ad to a user, the best
audience to an
advertiser, and the
best user experience
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Seconds before an ad loads,
YouTube will look at two factors;

1. A person’s likelihood iﬁ 30% x $0.10 = $0.03
to view 3¢/ chance max
=B All 3 ha\lle
o an equa
2. An advertiser’s 959 $012 = § q
5% x $0.1 0.03 | chance to
willingness to pay chance max
appear
20% x $0.15 = $0.03

chance max
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How should I set up my
trueview campaign?
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Trueview campaigns are set up through the adwords interface

A Google AdWords

Customer Management -
Create customer

Related customers

Landing page stats

Customer messaging

Select Customer =]
My assigned customers

Recent customers

Search

Starred 1

Tools =
Bulk assignments

Domain whitelist

Linked URLs

Internal user loockup
Front-end experiments
Customer whitelists
Manage access

My Pages

My user settings

My reports (New version)
My notification preferences
My messages

Legacy pages

Find a charge

Ops Control Center ~ Home

Can't find what you're looking for? Check out

Customer details

i Customer identification

No address entered

in the campaigns tab

Campaigns

Edit preferred contacts or add new email-
only users to receive notifications here

ii Account settings

Number of keywords
1]

Syndicated barter
Disabled

Non-billable account type
Normal billing

Equivalent customers
None

i Recent customer activity

| act lnain a_mail

Opportunities  Reporis

ICS Help page!

Description
Academy On Air: Trueview

Account properties
None

Rich ad blacklists
None

| act lnnin Aata

Tools

Billing information

Billing status
Not serving
Corporate entity

Currency

Business name

Address

i Change history

1/16/17 - Ely Rygier

Customer ID: 213-348-2850

X L -
[no login email]

How you pay

Unknown

What you pay with (primary)
None

What you pay with (backup)
None

Invoicing system

Legacy moneta

- Customer manager created Creation time is 1484583572335

i Customer support

o A

Layout options

Full Change History

-



You want to set up the campaign as video

A Goog|e AdWords Ops Control Center  Home Campaigns Opportunities Reports  Tools

A\ Your account isn't active - To activate your account and start running your ads, enter your billing information.

Customer ID: 213-348-2990 ! ]
[no login email] b4 c &

Search 5 All campaigns Last 30 days: Dec 17, 2016 - Jan 15, 2017 ~
All campaigns View History: all campaigns
~ B Campaigns Ad groups Settings Ads 1y Ad Display Network
E] sample Display Campaign
Shoe Shoppers All but d - s t - Filter + Columns I~ || &~ | Find campaigns Q View Change History
m Sample Search Campaign
Mcicks »  vs None ~ Daily ~
Brand Keywords
Category Keywords
Edit ~ Details ~ Bid strategy ~ Automate ~ -
@ Search Network with Display Select Budget 7 Status 7 Impr. 7 Interactions 7 Interaction rate 7 Avg. cost | 7 Cost |7
Best opportunity to reach the mast customers
‘380 CA$1.00/day Eligible 0 @ = - CA30.00
Search Network only
Google search and search partners K Eligible 0 s - 2 CA$0.00
Ll 7] Display Network only
Google's network of partner websites 0 - - - CA$0.00
All experiments .
[ shopping CA$2.00/day ] - - - CAS$0.00
Best way to create Shopping Ads
Campaign groups 0 - - - CAS$0.00
[ video

Shared library Video ads on YouTube and across the web

m Universal app campaign
Bulk operations Promote your app across Search, Display and YouTube

Show rows: 100~ | 1-20of2



CPV = Cost Per View
The amount you are willing to pay for someone to watch your ad

Customer ID; 213-346-2990 a
[no login email] ¢ &

A Google AdWords  Ops Cortrol Center  Home  Campaigns ~ Opportuniies  Reports  Tools

A\ Youraccount isn't active - To activate your account and start running your ads, enter your billing information. Fix it | Learn more

o Create campaign @ Create an ad group and ad

[ Type: Video - Standard

Campaign name  Sample Video Campaign

® Standard - Ads driving views, awareness and conversions 7
Mobile app installs - Ads encouraging people to install your mobile app 7
‘Shopping - Ads encouraging people to buy products listed in your Google Merchant Center account

Type  [I] Video ~

7

Leamn more about campaign types
or load settings from (7 Existing video campaign ~

Video ad formats ' ® In-stream or video discovery ads (7

Bumper ads: 6-second video ads 7

Bidding |7 Manual: Maximum CPV +

“You set your own maximum cost-per-view (CPV) fgwyilr ads.

Budget 7 CA$ 1,000.00 per day

Daily budget represents your average spend over the month, actual spend on a given day
may vary.

Your daily budget indicates how many people will see your ad per day
= Budget / Max CPV



Trueview has two formats:
Discovery (search) and In-Stream (pre-roll

. o Custe 1D: 213-348-2990
A Google AdWords  OpsControl Center Home  Campaigns  Opporiunities  Reports  Tools Almar i todh emal] Lol f

A\ Your account isn't active - To aciivate your account and start running your ads, enter your billing informati

o Create campaign @ Create an ad group and ad

Delivery methed {(advanced)

Networks 7| [] YouTube Search

+ YouTube Videos <

+ Video partners on the Display Network 7

Locations 7/ Which locations do you want to target (or exclude) in your campaign?
All countries and territories
United States, Canada
United States

® Let me choose...

Targeted locations Reach Remaove all
Canada - country 22,700,000 Remave | Nearby
Enter a location to target or exclude. O, Advanced search

For example, a country, city, region, ar postal code

Languages 7  What languages do your customers speak?
English Edit



Q. Find a customer

The most important settings for a flighted display campaign, date and
frequency can be found under advanced settings

Customer D: 213-348-2890 (1]
[no login email] o ‘

Tools

Tier0 CID 211397014 Team unassigned

erygier@google.com ~
Home Campaigns Opportunities  Reports

Ops Control Center

T3
- T

A Google AdWords
A\ Your account isn't active - To activate your account and start running your ads, enter your biling

@ Create an ad group and ad

o Create campaign

Advanced settings
[l Schedule: start date, end date, ad scheduling
As soon as ads are approved (usually within 1 b

Start date
& Mar1,2017 [
End date None
® Mar31,2017

Your ads will stop showing after this date, unless you change it later.

Ad scheduling 7 Show ads all days and hours
+ Create custom schedule

El Ad delivery
Frequency capping 7 Set a limit to how many times your ads appear to the same user
M1 impressions perday « for this campaign ~

views

Content exclusions 7 Standard (default) Edit



Internal research shows that you see significant awareness lift
from the first 8 ad impressions

Top of Mind Ad Recall No further lift beyond the
eighth impression

M

Significant incremental lift from 49%

e . 45% 43%
each of the first six impressions

3% 34%
* 25%
19%
11%
3*/0 6%
0,
L -

‘Control‘ Frequency

Slgnlflcantly higher than
next lowest frequency at
90% level

Source: Google/eye square research 2015/2016. Data on chart shows average response across ads, significance test based on random effects model using odds ratio for effect size and DerSimonian and Laird method to estimate the variance of
the true log odds ratio



Your targeting should be the broadest audience
that could presumably buy your products

A Google AdWords Ops Control Center  Home  Campaigns  Opporfunities  Reporis  Tools

A\ Your account isn't active - To activate your account and start running your ads, enter your billing information. Fix it | Learn more

o Create campaign o Create an ad group and ad @ Account linking

DUy o

Maximum CPV  CA§ 0.15 Typical: CAS0.05-CA$0.30

Maximum CPV is the highest amount you're willing to pay for someone to view your videa
ad.

Popular videos bid
; %o
adjustment |7
Enter a number above to see an example.

Targeting
By default your ads will show to all viewers. Optionally you can refine your audience.
Demographics 7/ Any gender, Any age, Any parental status Edit

Interests |7 Any interest Edit

‘ MNarrow your targeting (optional) ~

Keywords Placements Remarketing Topics
Target content related to your keywords Target specific videos and websites Target people who visit parts of your website Target videos about specific topics

Save ad group Cancel




When you add targeting, you will serve to the
intersection of targeting

Who sees my ad? Targeting

" : By default your ads will show to all viewers. Optionally you can refine your audience.
: Demographics |7 @ Any age, Any parental status, Female Edit

O People who are watching content

@ 18 demographics @ 1 interest Interests |7 @ Shoes Edit

Who sees my ad? Targeting

‘ By default your ads will show to all viewers. Optionally you can refine your audience.

Demographics |7 ® Any age, Any parental status, Female Edit
© People who are watching content
® 18 demographics ® 1 interest
® 1 keyword

Interests | 7 @ Shoes Edit

Keywords |7 @ Shoes Edit Remove

If you want to target different groups of audiences, make
multiple ad groups. They are all under one frequency cap.



Remember to use the traffic estimator on the right hand side
to guide whether your targeting and bid are too restrictive

Bidding -

Per day Per week

Maximum CPV  CAS 0.15 Typical: CAS0.07-CAS0.34 Predicted budget spent

4
Maxi CPV is the highest t you're willing to fi fo vi id
aﬂammurrl is the highest amount you're willing to pay for someone to view your video 0.00 CAS1.000.00

Popular videos bid

adjustment (7

% 18K - 19K
I

Enter a number above to see an example. R
Views |7

CAS$0.05

Average CPV |7

By default your ads will show to all viewers. Optionally you can refine your audience.
Demographics |7 @ Any age, Any parental status, Female Edit

Interests 7| Any interest Edit More options

Targeting

Narrow your targeting (optional) - FEaise your budget to get more
VIEWS.

Save ad group Cancel



How do I track the
metrics that matter?
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Most of the metrics that matter can be viewed in the
campaigns tab of adwords

All campaigns

View History: all campaigns

Campaigns | Adgroups | Satfings Ads | Videos  Adextonsions  Videotargeting = Dimensions | Display Network
All but removed campaigns v Segment - Filter + 1~ R Find campaigns Q ‘iew Change History
BMcicks ~  vs None - Monthly ~
m Edit ~ Details ~ Bid strategy ~  Automate ~ -
L] Campaign Budget 7  Status 7 Impr. |7 ¥ View  Views 7 Avg. Cost |7
rate 7 CPV 7
Total - all campaigns CAS$0.00/day 42,834,621 15.06% 5,354,678 CA$0.10 CA$562,927.85
M Paused 8,404,169 3.12% CA30.08
Campaign 1
i CA$3,000.00/day  Paused 2,601,990 14.28% 371636 CA$0.10 CA$38,131.80
Campaign 2
5 ) CA$734.00/day  Ended 2,270,008 1B.46% 418,167  CA$0.07 CA$30,106.32
Campaign 3
n 40.00/day  Paused 2,244,530 0.00% 0 CA$3,410.78
Campaign 4
CA$117.33/day ~ Ended 2,065,582  16.83% 347,641 CAS0.08  CA$32,625.19

Campaign 5

54.03%

44.54%

46.47%

44.78%

0.00%

46.45%

All time: Mar 4, 2014 - Jan 16, 2017 ~

Video played to 7

Conversions | 7

50% T5% 100%
36.02% 31.28%  26.80% 2,325.00
12.90%
2467% 1947%  14.27% 264.00
2669% 2127%  16.30% 9.00
4.00
2643%  21.30%  16.48% 96.00



Impressions, views and view rate are a measure of ‘how many people
were shown your ad, chose to watch it, and at what rate’

All campaigns

View History: all campaigns

Campaigns Ad groups Settings Ads Videos Ad Video Display Network
All but removed campaigns + Segment v Filter |3 - Find campaigns (o} View Change History
MClicks ~  vs None + Monthly
m Edit ~ Detalls ~ Bid strategy ~ Automate ~
] ‘Campaign Budget 7 Status 7 Impr. 7 4 View Views 7 Avg. Cost
rate 7 CPV 7
Total - all campaigns CA$0.00/day 42,834,621 15.06% 5,354,678 | CAS0.10 CA$562,827.85
M CA$5,500.00/day  Paused 9,404,169 13.12% 1,234,043 § CA30.08 CA$89,900.61
Campaign 1
" C 000.00/day  Paused g 14.28" 7 CAS0. CAS$3
Campaign 2
° . CA$734.00/day  Ended 2,270,098 18.46% 419,167 | CA$0.07 CA$30,106.32
Campaign 3
n CA$140.00/day  Paused 2,244 530 0.00% a CA$0.00 CA$3,410.78
Campaign 4
CA$117.33/day  Ended 2,065,582  16.83% 347,641 | CA$0.09 CA$32,625.19
Campaign 5

All time: Mar 4, 2014 - Jan 16, 2017 ~

Benchmark for Canada is
12%-22%

The longer an ad is, the
lower the view rate tends

54.03%

44.54%

44.78%

46.45%

Video played to 7 Conversions 7 to be
50% 75% 100%
36.02%  31.28%  26.80% 2,325.00 . .
Video played to gives you
a more granular look at
——y | . what % of impressions
people watched your

2660% 2127%  16.30% 200 video until
0.00%  0.00% 4.00

26.43% 21.30% 16.48% 96.00




Average CPV and Cost are determinants of how much it cost to
reach your audience; you can control these factors

All campaigns All time: Mar 4, 2014 - Jan 16, 2017 ~

View History: all campaigns

Campaigns Ad groups Settings Ads Videos Ad Video Display Network
All but removed campaigns + Segment v Filter |3 - Find campaigns (o} View Change History ;

It is recommended to set
HcClicks~ vs  None~ Monthly +

your max CPV at $0.15
/’\/\ and then adjust it up or
downwards depending on

[+ camnon - R R p— your campaign delivery.

] ‘Campaign Budget 7 Status 7 Impr. 7 4 View Views 7 Avg. Cost |7 Video played to 7 Conversions 7
rate| 7 CPV 7
po o [ | p— If your CPV appears too
Total - all campaigns CAS0.00/day 42834621 1506% 5354678) CAS0.10 CAS562,927.85 | 54.03%  36.02% 31.28%  26.80% 2,325.00 hi g h , oryour dellvel’y IS
i _ CA$5500.00/dey Paused 9404169 13.12% 1234043] casoos  casenooost | assem  227e%  17esn  12e0% 552.00 too IOW, you co ntrol it.
Campaign 1
CA$3,000.00/0ay Paused 2,601,890 1428%  371636] caso0  cagas1atso | ssarn  2ee7%  1947n 1421% 264.00
" Campaign2 ) ] o No averages, because
CPV is dependant on the
3 ) CA$734.00%Cay  Ended 2270008 18.46%  419,167|| CAS0.07  CAS30106.32 || 4478%  2669% 2127%  1630% .00 Ty .
Campaign 3 specificity of targeting
" CA$140.00/day  Paused 2,244,530  0.00% o] casooo  cassans | ooow  ooo%  ooow  ooon 4.00
Campaign 4
CA$117.33/cay  Ended 2085582 16.83%  347641|| CAS0.09  CAS32625.19 || 46.45%  2643% 2130%  1648% 96.00
Campaign 5




Finally, you can add traditional ad metrics like clicks and
conversions to measure online conversion,; view through conversion
1s the most accurate attributable direct metric

All campaigns All time: Mar 4, 2014 - Jan 16, 2017 ~

View History: all campaigns

Campaigns Ad groups Settings Ads Videos Ad Video Display Network
All but removed campaigns + Segment v Filter |3 - Find campaigns (o} View Change History
HClicks + vs  None Monthly +

W

You should use ‘view

. ’
[+ camwon - [T SRS — - through conversion’ as
’ . L
] ‘Campaign Budget 7 Status 7 Impr. 7 4 ra;ln:: Views 7 cpcvg‘ Cost |7 Video played to 7 Conversions 7 We” as Co nverslons In
25% 50% 75% 100% 8
order to properly credit
Total - all campaigns CAS0.00/day 42,834,621 15.06% 5,354,678 CAS$0.10 CA$562,927.85 54.03% 36.02% 31.28% 26.80% 2,325.00 lth e i m a Ct of b ra n d
I CA%5,500.00/day  Paused 9,404,169 13.12% 1,234,043 CA30.08 CA$99,9800.61 4454%  22.76% 17.85% 12.90% §52.00 p .
Campaign 1 campaigns.
% CA$3,000.00/day  Paused 2,601,890 14.28% 371636 CA$0.10 CA$38,131.80 4647% 24.67% 1947% 14.27% 264.00
Campaign 2
™ . CA$734.00fday  Ended 2,270,008 18.46% 419,167  CA$0.07 CA$30,106.32  44.78%  26.69%  21.27%  16.30% 9.00
Campaign 3
- CA§140.00/dey  Paused 2,244,530  0.00% 0 CA$0.00 CA$3,410.78  000%  0.00%  0.00% 0.00% 4.00
Campaign 4
CA$117.33/day  Ended 2065582 16.83% 347,641 CA$0.09 CA$32625.19  46.45%  26.43%  21.30%  16.48% 96.00
Campaign 5




Keep in mind that video is an upper funnel metric. It drives top of mind
awareness and deeper consideration of your brand/product

What you need to create What your potential clients are
with your advertising = saying about you
c
(5°]
<
. o “l am not familiar with this
Attentio = business or product...”
n “I have heard of this product and
Interest may be familiar with the brand...”
“I would consider buying products/
Desir services from this brand...”
e “I have bought products/services
Actio from this brand...”
n
Loyalty

0.05% of people click through, on average, YouTube should
be used as part of a larger campaign.



Key Takeaways
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Key Takeaways

e Trueview is Google's skippable video option where advertisers only pay when users
watch the ad

e Whether your ads appear is a function of max CPV and view rate

e You control the targeting, the video, and the max CPV. Make sure traffic estimator is
green so your campaign will serve.

e You can measure all standard metrics in the adwords interface, but remember that
video influences minds and is more likely to increase brand equity than lead to
immediate sales.

Still have questions on Trueview? See here
Interested in Trueview campaigns for mobile app installs? See here
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https://www.youtube.com/watch?v=bboqtq7Eoy4
https://support.google.com/adwords/answer/6310477

Questions?
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