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New Efficiency & Impact 
KPIs

Lifted Users and Cost Per Lifted Users are two new reporting 
metrics to give additional context to how effective and efficient 

your YouTube Advertising is using lift data.

Target audience Group is exposed to 
your ad

Number of users 
influenced to consider 

your product/brand

Lifted Users Cost per Lifted User (CPLU)

Total campaign spend

When measuring the success of your BL 2.0 campaigns, we now give you 
an exact number of users that were lifted as a result of your ad.

Cost per lifted user allows you to measure how efficient 
you were at lifting users for your desired brand lift metric.

Total # of lifted users

______________________





 

Google Ads

Analytics 360Campaign Manager

Investment 
Decision



Most of today’s attribution models are click-based Users don't always click on videos that make them go 
on the website or buy the product
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Google Ads

Analytics 360Campaign Manager

Investment 
Decision

Optimizing campaigns 
+ Brand measurement 





In digital campaigns 
creative has the 
biggest impact on 
purchase

Creative  56%

Media 30%



Confidential & Proprietary

Increase purchase 
intent  

for contextual creative

1comScore ARS Global Validation Summary, comScore, October 2010
2The Power of Relevance: Content, Context and Emotions; IPG + ZEFR, March 2016
2Creativity in Advertising: When It Works and When It Doesn’t, Harvard Business Review, June 2013
4Nielsen Catalina Solutions. Nearly 500 campaigns across all media platforms, Period 2016-Q1 2017

Ad quality impact on 
sales

Increase in ROI for 
effective creative

> 50% +63%
Media 13%

Price promotion, 
Distribution, etc. 

35%

GOOD 
CREATIVE
is good for 

business.

https://www.comscore.com/Insights/Press-Releases/2010/10/comScore-ARS-Research-Highlights-Importance-of-Advertising-Creative-in-Building-Brand-Sales
https://www.ipglab.com/2016/03/16/ipg-lab-zefr-release-the-power-of-relevance-content-context-and-emotions/
https://hbr.org/2013/06/creativity-in-advertising-when-it-works-and-when-it-doesnt


A/B Tests Unskippable Labs Quant Analysis 

A series of unbranded tests to 
determine the effectiveness of subject 

cropping, color saturation, and 
emotional connection with the 

audience.

A series of partnerships with brands 
and agencies to run experiments with 

brand video content, exploring the 
future of storytelling on the web. 

18 months of objective creative 
characteristic modeling to understand 

the key attributes that lead to 
TrueView performance.

We have data!





#1 Build for Attention



http://www.youtube.com/watch?v=8JenAyMmZ68




The story arc has 
changed

Traditional story arc





Build for 
attention

...

Start high

Climax/Big reveal

Maintain 
connection

Offer/resolution

More product 
demonstration/ 
explanation for 
those who want it

Attract Brand Connect Direct Optional Bonus Content



ATTRACT: Open with impact; have a hook!A

Effective ads on YouTube do 4 things well...

Data-driven meta analysis of top performing ads on YouTube reveals four key attributes:



  

Attract attention

...through your key scene 
(dessert first) 

Use a close-up of a human face 
(celebrities, women and kids 
work best)

http://www.youtube.com/watch?v=vNInrUkctc4
http://www.youtube.com/watch?v=vNInrUkctc4


  

Attract attention

...or use a hook that makes 
people want to know more

http://www.youtube.com/watch?v=xKYABI-dGEA


ATTRACT: Open with impact; have a hook!

BRAND naturally and intentionally.B

A

Effective ads on YouTube do 4 things well...

Data-driven meta analysis of top performing ads on YouTube reveals four key attributes:



  

Integrate your brand as 
early and natural as 
possible with sight and 
sound 

http://www.youtube.com/watch?v=oGrSw7wK4no


  

Integrate your brand as 
early and natural as 
possible with sight and 
sound 

http://www.youtube.com/watch?v=baqefxUw234


CONNECT: Hold attention w/ emotion, audio, pacing.

ATTRACT: Open with impact; have a hook!

BRAND naturally and intentionally.

C

B

A

Effective ads on YouTube do 4 things well...

Data-driven meta analysis of top performing ads on YouTube reveals four key attributes:



  

Create a connection 
with emotions

http://www.youtube.com/watch?v=lPqmbx7y8_g


  

Consider quick cuts
to keep the user 
watching

http://www.youtube.com/watch?v=jk6sz25OZgw


  

Create a connection 
with humour

http://www.youtube.com/watch?v=f9psILoYmCc


  

Create a connection 
with deep insight

http://www.youtube.com/watch?v=bh19YxASA-4
http://www.youtube.com/watch?v=bh19YxASA-4


CONNECT: Hold attention w/ emotion, audio, pacing.

DIRECT: Be clear on what the audience should do.

ATTRACT: Open with impact; have a hook!

BRAND naturally and intentionally.

C

D

B

A

Effective ads on YouTube do 4 things well...

Data-driven meta analysis of top performing ads on YouTube reveals four key attributes:



  

Be clear and direct on 
what you want people 
to do.

http://www.youtube.com/watch?v=eg0I5PFEr7M


  

… right from the 
beginning to the end.

http://www.youtube.com/watch?v=MOo9iJ8RYWM


#2 Adapt to your marketing goal



The story arc

...

Start high

Climax/Big reveal

Maintain 
connection

Offer/resolution

More product 
demonstration/ 
explanation for 
those who want it

Attract Brand Connect Direct Optional Bonus Content

problem 
statement

introduce my 

brand as solutio
n

offer / deal / promotion + call-to-action

explain benefits 
+ features

for action driven 
ads



Problem 
statement

Explain 
benefits/features

Make offer and 
Call-to-Action

More for 
those who 
want it

Lead by showing off 
product heroically

Continue 
demonstrating benefits

Make offer + 
Call-to-Action

More for 
those who 
want itSkip the problem 

statement; make people 
want it by seeing it

Lead with offer 
+ Call-to-Action

More for 
those who 
want it

We see 3 main versions of ads for driving action

Introduce product 
as solution

‘THE EXPLAINER’ ‘THE PRODUCT DEMO’ ‘THE STRAIGHT OFFER’

No need to explain 
or demonstrate the 
product or solution



  

The Explainer 

Problem 
statement

Explain 
benefits/features

Make offer and 
Call-to-Action

More for 
those who 
want it

Introduce product 
as solution

‘THE EXPLAINER’

http://www.youtube.com/watch?v=gUuFJ9hEnUE


⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

Purple Uses humor to establish several problem statements 
for a product you didn’t know you needed

A - Creates curiosity with a question & unusual demonstration
B - Heroically, naturally introduces brand as solution to problem
C - Mixes humor, quick pacing, & compelling product footage
D - Missing CTA and/or offer

Creative
examples of  ‘The Explainer’ Ads that explain why the product matters and how it works by 

opening with a problem statement + solution statement.

⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

ZipRecruiter
Leverages testimonial from user to illustrate the 
problem, introduce & endorse the results of the site

A - Uses a familiar face; tighter framing could improve ad
B - Integrates the brand early & naturally
C - Man speaks directly to the audience, but could leverage 
music and increase pacing to improve ad
D - Clearly highlights an offer and has a clear CTA to visit site

⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

Hotstar Uses a short, silent bit of narrative as a metaphor for 
the problem that the product solves

A - Hooks attention with characters; establishes problem in :05
B - Brands intentionally at end of ad after solution is established
C - Quick cuts, short length and strong voice over holds attention
D - Missing call-to-action and/or offer

http://www.youtube.com/watch?v=s4aPxlR8VfU
http://www.youtube.com/watch?v=gUuFJ9hEnUE
http://www.youtube.com/watch?v=T6Zg5REeBUQ


  

The Product Demo 
Lead by showing off 
product heroically

Continue 
demonstrating benefits

Make offer + 
Call-to-Action

More for 
those who 
want itSkip the problem 

statement; make people 
want it by seeing it

‘THE PRODUCT DEMO’

http://www.youtube.com/watch?v=u_PdPQYE88A


⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

Purple Brings to life the unboxing experience of their product 
through a very simple/ lo-fi spot

A - Tight framing on product & engaging music to retain attention 
B - Product presented in a relevant way to show ease of unboxing
C - Uses fast pacing to establish a connection
D - Clear CTA to the site for more info

Creative
examples of  ‘The Product Demo’ Ads that show (and tell) what makes 

the product great right from the start. 

This spot is an enticing preview of Masterclass’ 
subscription video content; in this case, length works

A - Piques curiosity with celebrity speaking directly to viewers
B - Brand is naturally introduced once your attention is hooked
C - Here, longer works; emotion & drama leave you wanting more
D - CTA is not explicit, but easily implied from the context

⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

Masterclass

Focuses on in-game experience & footage, mixed with 
clear supper to hero product 

A - Tight framing and engaging music to hook from beginning
B - Uses in-game footage to brand, could mention brand to 
reinforce association
C - Fast pacing and lively music to create connection
D - Clear CTA to “play now”

⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

Fortnite

http://www.youtube.com/watch?v=hhM3yfuJp2w
http://www.youtube.com/watch?v=u_PdPQYE88A
http://www.youtube.com/watch?v=2TCA4zVlczk


  

The Product Demo 

Lead with offer 
+ Call-to-Action

More for 
those who 
want it

‘THE STRAIGHT OFFER’

No need to explain 
or demonstrate the 
product or solution

http://www.youtube.com/watch?v=tCsz_gaQsaI


⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

Leverages a seasonal event to communicate its offer 
in a unique and humorous way

A - Frontloads the offer & communicates it through a relatable face, 
leaves “good to know” content after the offer is presented 
B - Introduces product unexpectedly, subtle logo
C - Actor addresses the audience directly & increases pacing once offer 
is revealed
D - Clear offer message, CTA at the end to visit site and purchase 

Purple

Creative
examples of  ‘The Straight Offer’ Ads based entirely around presenting an offer, promotion, 

deal or sale -- no need to explain or demonstrate the product.

⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

Yoox.com
Uses music and fun visuals to convey sense of urgency 
to take advantage of offer

A - Uses tight framing in the beginning to catch attention 
B - Brand introduces the offer and then has a subtle logo
C - Builds sense of urgency to the offer through increased pacing 
in music towards the end and countdown clock
D - Clear offer displayed, but no CTA to visit site

Uses quick pace, tight shots and humor to build a 
relatable story and frame the offer

A - Close shots of and associated audio cues help establish ad 
and attract attention
B - Introduces brand naturally half way through & again at the end
C - Quick pacing and humorous situation makes ad relatable
D - Has clear offer, supers could be bigger to improve experience

⬤ Attracts from the start
⬤ Brands naturally & meaningfully
⬤ Connects with emotion & storytelling
⬤ Directs the viewer on what to do

JetPrivilege

http://www.youtube.com/watch?v=8mG0oRj4Ba8
http://www.youtube.com/watch?v=Rs_RKpvTirw
http://www.youtube.com/watch?v=gWgeUVnxrPQ


#3 Make it work on Mobile



[text][text]

Remember to build for mobile screens

TEXT

  do this        not this

● Fast cuts & pacing

● Bright/ high contrast footage 

● Close cropping 

● Big text/graphics 

[text]



http://www.youtube.com/watch?v=HGYi9VmeFzE


Original at sec.5

Edit at sec.5

Original at sec.7

Edit at sec.7

Original at sec.22

Edit at sec.22



  
Watch your ad like your 

consumer would

0:45 / 0:45



http://www.youtube.com/watch?v=GYCSlneMl-0


To sum it up

Viewers have a skip button

TrueView for action ads give viewers choice to skip after 5 seconds, 
which rewards ads that capture attention right away.

Viewers can take action immediately

TrueView for action ads have a customizable button that lets viewers 
click and take action. So, have a clear call-to-action.

Viewers have intent to buy

With signals from across Google Search, Maps, and more, you can 
reach audiences on YouTube who are already searching for what you 
sell or are likely to buy based on shopping patterns and life stage.

Viewers have sight and sound

95% of YouTube video ads play in-view and with sound on.

Your brand
yourwebsite.com

your 
icon

Skip ad

BUY NOW

BUY NOW



sight and 
sound

95% 
viewable

95% 
sound

1.6 x

Source: 

3.8 x



It’s your turn now!



Objective:

A

D B

C

A

B

C

D



1 2 3 4 5 6



Do the first 5 
seconds capture 
the brand, 
essence of the 
message and a 
hook to keep 
watching?

Does the video 
end with a clear 
call to action?

Does the end 
frame have a link, 
visual cue or offer 
to further 
enhance action?

Wins the first
5 seconds; 
attracts 
attention from 
the start

Call to action



Is the text used in 
the video visible?

Is your logo 
visible?

Is your product 
visible?

Are you using 
supers to 
emphasize your 
message?

Plan for a 
small screen, 
mobile 
portrait view



Does the brand 
make an upfront 
entry - in the first 
5 seconds?

Does your logo 
appear 
appropriately and 
is it not covered?

Does your 
product/logo 
appear 
seamlessly within 
the video?

Brand:
don't be shy



Is there only one 
USP at a time in 
the video?

Is the USP 
apparent and 
relevant?

Get your 
customer to hear 
not just see

Unique 
selling 
proposition

Audio



Wins the first 5 seconds; 
attracts attention from the start

Creates connection

Branding is authentic and natural Fast pacing/rhythm/cuts; 
appropriate length

Brand in voice over Close cropping & bright footage

Super-graphics/text are big 
and well-positioned in the frame

YouTube creative scorecard

Clear on what the audience should do

Brand early and often Call to action in voice over





Direct 
Response formatsintent signals

Reach your 
Audience

Enable 
Engagement

Measure 
Results



intent signals

Reach your 
Audience



7Properties
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7 properties with 1B+ users, helping your brand reach users as they 
move between devices

Understand who people are
Leverage intent-rich signals from Google Search, Maps and more, 

with the power of video on YouTube

...and what they want

Google’s expertise in machine learning can help predict who is most likely to engage with your brand, and ultimately convert 

Intelligence
Predict what they’ll find most useful 

Note: Will not apply to people who’ve chosen not to see personalized ads



Life Events

In-market

Custom Intent

Remarketing

Customer Match

Affinity 

Custom Affinity

Topics



Source: Google Brand Lift Targeting Analysis October 2016 - March 2017

relative to campaigns that only 
use demographic targeting

Campaigns that use 
Google intent signals are 
delivering

20%
higher Ad 
Recall lift 

50%
higher Brand 
Awareness lift



30%
higher Conside-
ration lift

Source: Google Brand Lift Targeting Analysis 2018, Global, Smartphone

compared to the same ads 
served with demo signals alone

50%
higher Purchase 
intent lift



Source:Google Internal Data, Global, 6/1/16 - 5/1/17 vs. 6/1/17 - 5/1/18

But YouTube can 
drive actions too

conversions 
generated by YouTube 
ads over the past 12 
months, a 150% 
increase YoY 

1.8B 



DETAILED 
DEMOGRAPHY

ACTION

INTENT

Target your potential customers
across the funnel

INTERESTS 
& HABITS



NEW

IMPROVED

NEW



Source: Google Ads OTP HU Main account 

Who are your site visitors?



Direct 
Response formats

Enable 
Engagement





old new



old new



natively mobile





http://www.youtube.com/watch?v=CXs5BmXOVpk


http://www.youtube.com/watch?v=KEQzPGUJH8U


Views Reach Action

A new way to do advertising on YouTube

Get as many views as 
possible: Optimize
the ads to show more 
to users who chose
to finish the view.

Get as many unique users 
as possible: Optimize the 
ads show to  unique users 
with lower frequency.

Get as many conversions 
as possible: Optimize on 
the conversion rate of 
your chosen action type.



BUY NOW



With new 
extensions to 
drive action 
directly from 
the video 



It’s a new way to do advertising on YouTube
Product page 

viewsSite visits

BROWSE BUY COMPARE

Sales



TrueView teaches 
MasterClass how to 
increase signups

CTR increase CPA decrease Increase in 
class signups

Online Education Platform
masterclass.com

CASE STUDY

Whether you want to learn how to take the perfect photograph, 
how to improve your cooking or how to bluff at poker, Masterclass, 
an online education platform, can teach you. They bring in 
world-class experts in their field to educate students situated all 
around the world. Masterclass wanted to increase the number of 
students enrolling in their online classes all whilst reducing their 
Cost per Acquisition (CPA).

To achieve the growth Masterclass were looking for, they 
implemented a number of different Google products, paying specific 
attention to their YouTube platform. They utilised a TrueView for 
action campaign to drive leads and included prominent 
calls-to-action that made their videos more engaging, funnelling 
viewers to their site. By doing this they were able to generate a 
higher clickthrough rate (CTR) through targeting users who were 
already engaging with their brand.

Masterclass immediately began to see positive results. In 
comparison to a standard TrueView campaign, Masterclass’ 
CTR increased by 104%. Alongside this they witnessed their 
class signup numbers rise by 143%. By successfully implementing 
these Google products and through engaging with their online 
audience, they were able to achieve these results whilst 
simultaneously managing to decrease their CPA by 24%.

—Reid Benson, Senior Marketing Director

Google Ads is a digital advertising solution for businesses of all sizes. Whether you’re a small business owner or enterprise marketer, Google Ads 
delivers reach, relevance and trusted results to help you grow your business. Learn more at ads.google.com/home.

© 2018 Google LLC. All rights reserved. Google and the Google logo are trademarks of Google LLC. All other company and product names may be trademarks of the 
respective companies with which they are associated.

EDUCATION & GOVERNMENTCASE STUDY

https://www.masterclass.com/


Drive downloads 
from new users

Goal

Build awareness 
for new users

“Brandformance”

Ad format KPI GoalTargeting

Cross sell



TBD

Goal

TBD

TBD

Ad format KPI GoalTargeting

TBD



Quiz time!



Putting it
all together



Measurement: 

KPIs: 

Creatives: 

Campaign planning: 



Thank you!



Bonus!





reach



App download to 
BumperSearch to BumperDisplay ad to 

15 secondsTVC to 10 seconds

Ignition Labs is a resource to help you transform and optimize 
your creative for YouTube

https://www.youtube.com/watch?v=KVAGvAVlLro
https://www.youtube.com/watch?v=nn-yZfo-qPU
https://youtu.be/PGt0HQfE9X0
https://youtu.be/nA1Dl5b1M-Y
https://youtu.be/lbfU6lHFmTE
https://www.youtube.com/watch?v=nn-yZfo-qPU


Thank you!
(for real)
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METADATA: Title
Make it compelling – this is your video’s headline. If it showed up in a search, 
would you click on it? 

❏ Always represent your content accurately.
❏ Offer keywords first, branding at the end.
❏ For serial content, add the episode number to the end of the title.
❏ Update video titles so they continue to grab views.



Confidential & Proprietary

SERIES TITLING:
Margot vs Lily – 
"Winners" by 
NikeWomen (8 of 8)

METADATA: Title examples

COMPELLING TITLE:
GE: How much science 
can you fit into
6 seconds

INFORMATIVE, 
KEYWORDS-FIRST TITLE:
LEGO® Star Wars™ - 
A Yoda Christmas

https://youtu.be/iNdBHmZAOr4
https://youtu.be/iNdBHmZAOr4
https://youtu.be/iNdBHmZAOr4


Confidential & Proprietary

METADATA: Description examples
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METADATA: Description
A video description should:
❏ Accurately describe your video in one or two concise sentences.
❏ Describe your channel and link to your channel page
❏ Drive viewers to subscribe (and include a subscribe link)
❏ Link to other episodes or related videos and playlists.

A video description may:
❏ Include your channel’s release schedule.
❏ Include links to time-codes in the video for long-form content.
❏ Include a recurring keyword tagline. The keyword tagline is a group of 

sentences that describe your channel. They should include several 
search-driven keywords. Repeating this tagline in episode descriptions will 
inform first-time viewers about your channel.



Confidential & Proprietary

METADATA: Tags

Tags are descriptive keywords that will help people find your videos. Create a set 
of standard tags for your channel that can be applied to any video you publish 
(e.g. filmmaking, animation, comedy, “Funny Videos,” “Pet Videos,” etc).

❏ Include a mix of both general and specific tags.
❏ Use enough tags to thoroughly and accurately describe the video.
❏ Update catalogue videos’ tags when new search trends emerge.
❏ Properly format tags to ensure proper indexing of your video.
❏ Include keywords from your title in your video’s tags.
❏ List them in order of relevance to the video and try to use the whole 

120-character limit. 
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Sources and inspiration

YOUTUBE KEYWORD GENERATOR/VIDEO TARGETING TOOL:
youtube.com/keyword_tool

YOUTUBE TRENDING TOPICS:
youtube.com/videos

GOOGLE TRENDS:
google.com/trends

http://youtube.com/keyword_tool
http://youtube.com/videos
http://google.com/trends
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Thumbnails: examples
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Thumbnails: which is the best one?

1 2

3 4
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… and how about now?

1 2

3 4
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Thumbnails
General guidelines

❏ When shooting a video, take shots that will 
make great thumbnails.

❏ Always upload custom thumbnails with 
the video file.

❏ Make sure the thumbnail is not racy.
❏ Consider the legibility of your thumbnail at 

multiple sizes. Thumbnails change size 
depending on the YouTube placement and 
device.

Visual guidelines

❏ Use visual cues (colors, images, shapes, 
personalities) that are consistent with your 
brand.

❏ Clear, in-focus, high-resolution (640px x 
360px min., 16:9 aspect ratio)

❏ Bright, high-contrast
❏ Close-ups of faces 
❏ Visually compelling imagery
❏ Well-framed, good composition
❏ Foreground stands out from background
❏ Looks great at both small and large sizes
❏ Accurately represents the content
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Youtube cards: examples
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Youtube cards
Best practices

❏ When appropriate, set cards to 
open a new window when 
clicked. Be careful! Don't take 
viewers away from a video too 
soon.

❏ Cards at the end of a video 
should open in the same 
window.
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End screens: coming soon!
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Playlists: examples
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Playlists
Playlist use cases

❏ Group a set of videos that you want 
viewers to enjoy in a single session or in a 
particular order.

❏ Organize videos around a theme or a 
tent-pole event.

❏ Separate multiple shows into playlists and 
feature on your channel.

❏ Combine your most-viewed videos with 
new uploads.

❏ Curate good brand-advocating videos 
(reviews, testimonials, hygiene, etc) 
created by your community

Playlist best practices

❏ Choose a strong thumbnail for your 
playlist. Make it pop!

❏ If a playlist needs context, upload a short, 
snappy intro video or interstitial videos 
with a host. Create a hosted playlist.

❏ Make your metadata work for you. A 
strong title, tags and description will help 
people find your playlist.

❏ Use Playlist Notes to write conversational 
asides about individual videos.

❏ Use in-video messaging, end-cards and 
links to send viewers to a playlist.

❏ Feature your playlist on your channel page 
by creating a new “section.”
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Channel name

❏ Pick a short, memorable channel name in line with your brand identity. This will appear widely 
across YouTube, so make sure it’s the best representation of your brand.

Channel icon

❏ Upload a square, high-resolution image to be your channel’s icon across YouTube. The image will 
appear alongside all your videos on the watch page. (In most cases, you can use your brand’s logo.)

Channel description

❏ The first few words of your channel description appear most frequently across the site, so highlight 
your most important branding upfront. • Include your upload schedule, especially if you host multiple 
content types or series.

Channel experience I.
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Channel experience II.

Channel art

❏ Channel art is your channel’s primary branding across all devices. Create customized, 
visually-compelling channel art. Busy images don’t scale well, so keep the image simple. • Add 
website and social media links to the About tab. Include these links in your channel art to help tie 
your YouTube presence to the rest of your online brand. • Check how your channel looks in search, 
related channels and the channel browse page. Do your channel icon, channel name and channel art 
do a good job representing your brand to potential fans?
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Channel experience optimizing for fans
Optimizing for subscribed fans
What to watch next 
❏ Subscribed viewers see personalized recommendations of “What to Watch 

Next” based on their viewing history.
❏ Promote a video with InVideo Programming to make it appear first in the 

“What to Watch Next” recommendations.

Recent activity
❏ Your most recent feed posts will appear on your channel page in the recent 

activity feed and on the activity tab.
❏ Keep your feed active with uploads, likes and channel posts. This will give 

your fans another reason to come back regularly.
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Channel experience optimizing for viewers
In the Browse view of the channel page, subscribed and unsubscribed viewers see different versions of 
your channel. The unsubscribed view is your first opportunity to convince potential fans to subscribe. 
Channel trailer

❏ Enable the channel trailer for unsubscribed viewers. This video will auto-play, so tell new visitors 
what your channel’s all about and why they should subscribe.

❏ Keep your trailer short, but make sure you ask the fans to subscribe! 
❏ Show, don’t tell. Give potential fans a taste of your best content.

Sections

❏ Sections organize videos, playlists and channels on your channel’s Browse page. Subscribed and 
unsubscribed viewers will see them.

❏ Sections can divide your content by genre, theme, show or any other criteria. Effective organization 
will help your audience find the content most relevant to them.
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Channel experience promote your channel

InVideo Programming – Channel Promotion

❏ Enable Channel Promotion in InVideo Programming to place your channel icon across your entire 
video library.

Youtube cards  and calls to action 

❏ Use cards to push viewers to your channel page.
❏ Vocal calls to action or video description links can help increase click-through rates.

Linking with Google+

❏ Link your YouTube channel to your Google+ page to amplify the social reach of your videos, increase 
discoverability of your content and offer a more streamlined Google experience. It is also meant to 
enable new features for easier management of your YouTube channel.
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Channel experience
Related Channels

❏ Related Channels are promoted channels populated by YouTube that appear on your channel page. 
Recommendations are based on channels that are similar to yours.

❏ Be sure to enable Related Channels. Disabling the feature will pull your channel from being 
promoted on other channels.

Featured Channels

❏ Featured Channels are channels you choose to promote on your channel page. For instance, 
highlight other channels in your brand’s portfolio.

❏ If you are promoting a large number of channels, rotate through the list using the “shuffle” feature. 
This ensures all your channels get visibility.
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CHECKLIST
❏ Get your metadata in shape! Make your titles, tags and video descriptions 

work for you.
❏ Create visually-compelling thumbnail images to make clicking on your videos 

irresistible.
❏ Include cards in your videos. Ask for subscribers and drive viewers to other 

videos, but don’t overwhelm them.
❏ Use playlists to group similar videos on your channel, and offer your viewers a 

curated, lean-back watching experience.
❏ Make sure your channel, description and icon are optimized for 

discoverability across YouTube.
❏ Consider featuring channels your brand supports on your brand’s channel 

page. This is a great opportunity for cross-promotion with YouTube creators.


