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Background and Context
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Campaign Objectives Campaign KPI
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Creative Strategy
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Creative Videos

<4 Ml HE2 FREEE (Full)
www.youtube.com/watch?v=UZ2cY2woqAw

4 MEi ME2FRIEZ (6)
www.youtube.com/watch?v=7GnsGOAPySs

4 Ml HES HEEER 2 IEBAE (15)
www.youtube.com/watch?v=849c4 _alSAc
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http://www.youtube.com/watch?v=UZ2cY2woqAw
http://www.youtube.com/watch?v=7GnsGOAPySs
http://www.youtube.com/watch?v=849c4_alSAc
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What Role Did YouTube Play?
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YouTube Mix
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Campaign Results
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Business Results
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Why Did This Campaign Win?
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