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How does Trueview work?



Proprietary + Confidential

Trueview is YouTube’s opt-in skippable ad format
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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)

Skip Ad

Skipper:
Does not shave his
body, and does not 

intend to

Viewer: 
Brian is a runner who 

is considering 
shaving

Viewer:
Chad is a 

swimmer who 
shaves regularly 

Viewer: 
Lisa buys grooming 

products for her 
husband

Skipper:
Not interested in 
men grooming 

products
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This automatically 
optimizes the best 
ad to a user, the best 
audience to an 
advertiser, and the 
best user experience

GOOGLE

USERS

ADVERTISERS
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Seconds before an ad loads, 
YouTube will look at two factors; 

#
1 30% 

chance

25% 
chance

20% 
chance

x

x

x

$0.10 
max

$0.12 
max

$0.15 
max

=

=

=

$0.03

$0.03

$0.03

All 3 have 
an equal 
chance to 
appear

1. A person’s likelihood 
to view

2. An advertiser’s 
willingness to pay



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



Proprietary + Confidential

You want to set up the campaign as video
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The amount you are willing to pay for someone to watch your ad

Your daily budget indicates how many people will see your ad per day
= Budget / Max CPV
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Trueview has two formats: 
Discovery (search) and In-Stream (pre-roll)
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The most important settings for a flighted display campaign, date and 
frequency can be found under advanced settings
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Internal research shows that you see significant awareness lift 
from the first 8 ad impressions

    Significantly 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

* *
* * *

*

Top of Mind Ad Recall

Significant incremental lift from 
each of the first six impressions

No further lift beyond the 
eighth impression
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Your targeting should be the broadest audience 
that could presumably buy your products



Proprietary + Confidential

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

If you want to target different groups of audiences, make 
multiple ad groups.  They are all under one frequency cap.
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Remember to use the traffic estimator on the right hand side 
to guide whether your targeting and bid are too restrictive



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

Campaign 1

Campaign 2

Campaign 3

Campaign 4

Campaign 5
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Benchmark for Canada is 
12%-22%

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

to be

Video played to gives you 
a more granular look at 
what % of impressions 
people watched your 

video until

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

Campaign 1

Campaign 2

Campaign 3

Campaign 4

Campaign 5
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It is recommended to set 
your max CPV at $0.15 
and then adjust it up or 

downwards depending on 
your campaign delivery.

If your CPV appears too 
high, or your delivery is 
too low, you control it.

No averages, because 
CPV is dependant on the 

specificity of targeting

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

Campaign 1

Campaign 2

Campaign 3

Campaign 4

Campaign 5
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You should use ‘view 
through conversion’ as 
well as ‘conversions’ in 
order to properly credit 

the impact of brand 
campaigns.

Finally, you can add traditional ad metrics like clicks and 
conversions to measure online conversion; view through conversion 

is the most accurate attributable direct metric

Campaign 1

Campaign 2

Campaign 3

Campaign 4

Campaign 5
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Keep in mind that video is an upper funnel metric.  It drives top of mind 
awareness and deeper consideration of your brand/product

“I am not familiar with this 
business or product…”

“I have heard of this product and 
may be familiar with the brand…”

“This brand would be my first 
choice…”

“I would consider buying products/ 
services from this brand…”

“I have bought products/services 
from this brand…”

Sources : McKinsey

Attentio
n
Interest

Desir
e
Actio
n
Loyalty

What you need to create 
with your advertising

What your potential clients are 
saying about you

Trueview
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

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

● Whether your ads appear is a function of max CPV and view rate
● You control the targeting, the video, and the max CPV.  Make sure traffic estimator is 

green so your campaign will serve.
● 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

https://www.youtube.com/watch?v=bboqtq7Eoy4
https://support.google.com/adwords/answer/6310477


Questions?



THANK YOU


