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1. Read the case study "YouTube for Brands" and Assume that you have been appointed 
as an e-Commerce Strategic Marketing Consultant by a multi-national company who 
owns top brands (You may select any company you are familiar with). Your job is to 
advise your client company in deciding the strategy for advertising on YouTube. 
Write a report to the management of your client company by carrying out a detailed 
analysis of the case provided and make relevant recommendations to implement. Your 
report should include answers to the following questions. However, your analysis 
MUST NOT BE LIMITED to these questions alone and you are free to discuss 
additional aspects as you think relevant. 
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i . What are the key factors to be considered in deciding to use YouTube as an 
alternative to TV advertising by your client company? 

(25 Marks) 

i i . What are the options available for your client company to advertise its 

brands on YouTube? What are the pros and cons of each option? 

(25 Marks) 

i i i . What are the lessons that can be learnt from the use of YouTube by top 

brands such as Red Bull, CoverGirl, L'Oreal and Lego? 

(25 Marks) 

iv. How should your client company go ahead in using YouTube? Make 

implementable recommendations. 

(25 Marks) 
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T H A L B S T E I X E I R A 

L E O R A K O R N F E L D 

YouTube for Brands 

YouTube in 2014 

YouTube was an online video repository responsible for 20% of all Internet traffic in North 
America, Europe, and Latin America.1 The Google-owned site attracted 1 billion monthly unique 
users.2 It had become a daily habit for Internet users around the world, but challenges remained i n 
monetizing the site commensurate wi th its massive level of traffic. To this end, the company had been 
making some major changes. Among the biggest changes was the redesign of the site in the form of 
television-style channels at the end of 2011. First came Original Channels, professionally produced 
content that YouTube partially funded and that marked a clear departure from the predominance of 
mostly amateur user-generated content. Then came Brand Channels, which housed content produced 
or sourced by brands. 

In mid-2013, YouTube announced a second round of funding for the most popular original 
channels.3 In parallel, Google announced Chromecast, a $35 media streaming device for TVs. Promoted 
as "the easiest way to watch online video on your TV," 4 within one week of its introduction, 
Chromecast was the most purchased device on Amazon. 5 People were starting to view YouTube on TV. 

On the advertising selling side of the business, YouTube had its second-ever "upfront" season in 
2013. The company had instituted upfronts, a practice of the major broadcast TV networks, to lock i n 
contracts for the sale of advertising inventory to major marketers for the corning year. That year, 
television advertising was expected to reach $66 billion in the U.S., whereas online video advertising 
was expected to reach $4 b i l l i o n . 6 7 YouTube's share of this market was expected to be around one-
third of that, or $1.3 bil l ion. 8 ' 9 And in 2014, YouTube's new CEO, Susan Wojcicki, started 
acknowledging publicly that she was considering offering an option so users could pay for a 
YouTube subscription and avoid ads altogether, similar to the HBO model. 1 0 

Considered together, these initiatives seemed to be aimed at capturing a greater share of the TV 
advertising dollars by positioning YouTube as an alternative to traditional TV advertising. The 
strategy revolved around a shift from almost exclusively short-form content, posted largely by 
unknowns, to longer content produced by professionals and featuring well-known personalities. 
Would this approach work? Would brands follow by spending a larger portion of their TV 
advertising budget dollars online? 

Professor Thales Teixeira and Research Associate Leora Kornfeld prepared this case. This case was developed from published sources. Funding 
for the development of this case was provided by Harvard Business School and not by the company. HBS cases are developed solely as the basis 
for class discussion. Cases are not intended to serve as endorsements, sources of primary data, or illustrations of effective or ineffective 
management. 

Copyright © 2014, 2015 President and Fellows of Harvard College. To order copies or request permission to reproduce materials, call 1-800-545-
7685, write Harvard Business School Publishing, Boston, MA 02163, or go to www.hbsp.harvard.edu. This publication may not be digitized, 
photocopied, or otherwise reproduced, posted, or transmitted, without the permission of Harvard Business School. 
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How Television Advertising Worked 
In 2014, television was the most popular medium for national advertisers. Since 98% of U.S. 

households owned a television,1 1 broadcast TV advertising allowed for a diversity of advertising 
messages with access to a wide audience. Paid cable television further provided the opportunity to 
target specific niche audiences. While television usage was changing amid the rising popularity of 
other screens, surveys showed that viewership of TV content, when aggregated across all screen 
sizes, was actually increasing.1 2 

How TV Ad Space Was Bought in the U.S. 

The five primary national television networks—CBS, NBC, FOX, ABC, and the CW— distributed 
most of the TV content watched in 2014. These networks provided content to local affiliate stations 
across the U.S. Networks and stations generated revenues by selling airtirne to advertisers, typically 
in lengths of 15, 30, or 60 seconds, called spots. Advertisers bought aktime from networks to 
advertise nationally and from local affiliate stations to advertise regionally via the media 
departments of their advertising agencies. Most commercial spots were sold during an early buying 
period called the upfront market, usually each May preceding the beginning of the fall television 
season. Aktime was also sold closer to the date of its intended broadcast, known as the scatter 
market. 

By 2014, aktime during the network prime-time TV slots (weekdays from 8 p.m. to 11 p.m.) could 
cost nearly half a million dollars for a 30-second spot. Thus, only advertisers wi th big budgets could 
afford to use network advertising regularly. The cost-effectiveness of each ad was described using a 
unit called "impressions," an estimate of how many times each ad was seen. The resulting 
measurement was cost per mille (CPM) or cost per thousand impressions. In 2014, scatter-market 
CPMs varied from $9, during daytime shows, to $34 during prime time. 1 3 

How TV Audience Size Was Measured 

Audience size partially determined the rate advertisers were wil l ing to pay for aktime. Nielsen 
measured audiences by sampling the viewing habits of a few chosen households, using personal 
diaries kept by a panel of viewers or set-top boxes connected to thek TVs. The data collected was 
then used to statistically project viewing habits nationally. 

Viewership could be reported by ratings or by audience share. A program's rating reflected the 
percentage of households tuned to a program out of all of the TV-enabled households in the area. 
Each percentage point of tuned-in viewers was called a ratings point. Audience share was the 
percentage of viewers among the TVs that were actually turned on at that particular time. Networks 
used ratings and audience share to negotiate the cost of TV ad space with the advertisers looking to 
buy spots. 

Advertisers, on the other hand, were ultimately interested in the reach and frequency of thek 
commercials. Reach counted how many potential consumers were tuned in to a show during any 
particular five-minute interval. Frequency referred to the number of times these consumers tuned in 
to a show during a certain time frame. Reach and average frequency values could be multiplied 
together to measure a show's Gross Rating Point (GRP). Targeted Rating Point (TRP) was calculated 
the same way, but was based on a specific target consumer demographic. 
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Unfortunately, a program's audience size did not always represent the commercial spot's reach. 
Viewership generally declined during commercial breaks, as people left the room, zapped to another 
channel, attended to other tasks, or stopped watching TV altogether. Set-top box data usually 
revealed that around 4% to 17% of the audience left during commercial breaks, depending on the 
channel.1 4 However, since i t was customary for viewers to leave the TV on when they were not 
paying attention or not in the room, these numbers were regarded as underestimates for the extent of 
ad avoidance. More precise eye-tracking and other lab research revealed that the percent of ads that 
were not fully viewed by the exposed audience ranged between 48% and 80% in the last four years.1 5 

How TV Ads Were Targeted 

The average American watched around five hours of TV per day. Unless one made an effort to 
avoid commercials, this amounted to potentially 160 ads per day or 58,400 per person per year. The 
characteristics of the viewers tuned into particular TV programs or time slots gave marketers the 
chance to direct their ads to specific types of consumers to avoid competitive clutter. 

Unlike YouTube, where the process of users logging in allowed advertisers to target viewers more 
precisely, TV could only access audience profiles via third-party surveys. Some broad targeting was 
possible using Nielsen-collected data on audience composition, since audiences differed due to a TV 
program's content and broadcast time. Advertisers could target their messages based on the location, 
age, gender, and income level of viewers, to name a few. Cable television provided further 
opportunities for targeted ads based on interest, such as the History Channel and the Food Network. 

How TV Ad Effectiveness Was Evaluated 

Testing an ad's effectiveness was done before or after it was broadcasted as a pretest or posttest, 
respectively. Pretesting before ad campaigns were launched measured the impact of the ad content. 
Examples of pretests included focus groups and lab testing of viewer responses and changes in the 
perception of the brand or product. Posttests occurred after the ad was broadcasted and assessed the 
impact of the ad content in conjunction with the media. A n effective type of in-market posttest was 
done using split cable,16 whereby marketers would run different versions of an ad in different 
geographic areas and then compare the impact on sales. 

Testing an ad's effectiveness depended on what sort of impact the ad was intended to have. Ads 
could broadly be divided into brand image and direct response. Brand-image ads were intended to 
increase the awareness and favorability of a brand's claim. 1 7 ' 1 8 Direct-response ads sought to provoke 
an immediate response from the consumer, and usually contained a call-to-action.19 The effectiveness 
of the former was generally assessed via recall, recognition, and attitude surveys, while the latter was 
evaluated based on sales or other behavioral responses. Regardless of the testing procedure used, i t 
Was quite challenging to determine a TV ad's impact on sales, since consumers were generally 
exposed to multiple marketing messages and tactics at the same time. 

How YouTube Advertising Worked 

Types of YouTube Channels 

YouTube's content was organized in channels, or streams of prograrruiung that were bundled 
according to personal preferences, genre, or brands. In 2014, there were three types of channels 
available for brands on YouTube: standard user channels, brand channels, and custom brand 
channels. 
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By registering on the site, anyone—individual or company—was given a standard YouTube user 
channel free of charge. There, users were able to upload videos, make playlists of favorite videos, 
mark videos for later viewing, share them on social media sites, and subscribe to YouTube channels. 
These actions resulted in content being personalized by way of recommendations "pushed" to the 
individual user or to others searching for the company's videos. 

The second option was to create a brand channel. These were free and similar to individual user 
channels but offered only to brands for the purpose of corporate branding. These were channels that 
could be used by brands to house media assets, such as tutorials, commercials, tehind-the-scenes 
videos, and other content relevant to their customers. Only 7.5% of the YouTube videos hosted by the 
world's top-500 brands were repurposed TV commercials.20 (See Exhibit 1 for a comparison of 
features across channels.) 

A third type of channel available for marketers was the Custom brand channel. Different from the 
other two channels, custom channels were not free. Various websites reported that they cost a 
minimum of $200,000 per year. Of this amount, brands were required to spend at least half on 
advertising on YouTube, and the rest on a combination of display and search ads on Google sites.21 

After buying a custom brand channel, companies gained access to customized features, such as a 
unique channel layout, and add-on features, such as gadgets—interactive web applications that 
created a distinctive experience for their subscribers. Brands that intended to upload live stieaming of 
video content or extensive user-generated content were required to have a custom channel. Most 
brands, however, opted for building a free brand channel. 

Original channels were a fourth type of channel that YouTube introduced at the end of 2011,2 2 

through which approximately $150 million in funding was advanced to well-known celebrities 
ranging from rapper Jay-Z and comedian Amy Poehler, to niche entertainment brands such as Vice 
and Nerdist. 2 3 In addition to encouraging longer and more frequent viewing, YouTube was interested 
i n hosting more "brand safe" videos—e.g., material suitable for the adjacent placement of ads by 
large brands.2 4 By the end of 2013, while YouTube still had original-content channels, it had stopped 
financially supporting and referring to them in that manner. 

Advertising on YouTube 

Advertising on YouTube was available in both video and non-video formats. 

The non-video advertising format consisted of display ads, also known as banner ads, which 
appeared to the right of the selected video or directly above it. Display ads were bought using Google 
AdWords, a keyword-based auction platform, in a similar fashion to its paid search results in 
Google's main website. There were also transparent overlay ads, which were text ads that appeared 
at the bottom of the video. 

There were two types of ads in video format non-skippable and skippable. Non-skippable ads 
were available before, during, or after the video content and purchased on a CPM basis.25 This format 
closely mimicked television advertising, except that they could also be clicked on to drive viewers to 
a web page or channel. YouTube called skippable ads "TrueView," as they allowed the viewer to 
choose which ads they wanted to view or skip. These ads started automatically before the desired 
YouTube content played. After about five seconds, the viewer had the option of watching the rest of 
the ad or skipping it . Advertisers were only charged for ads viewed for 30 seconds, or the duration of 
the ad (which had no maximum length), whichever was shorter. 2 6 2 7 Google claimed that between 
15% and 45% of YouTube viewers let the entire ad play. 2 8 But completed view rates as low as 10% 
were not uncommon. 
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TrueView ads could be placed in-search, appearing as a result of a YouTube search; in-display, 
appearing as a suggested video next to a selected video; or in-stream, appearing before, during, or 
after a video was watched. In the first two cases, advertisers paid only when someone clicked on the 
video to watch it . In the last case, advertisers paid when viewing lasted 30 seconds or the ad's 
duration. 

YouTube did not disclose the rates that advertisers paid to content owners, but estimates for 
CPMs ranged from $0.50 for display ads, from $3 to $5 for ads served on user channels,29 and from 
$15 to $25 to advertise on the most popular original-content channels. These latter rates were 
competitive wi th ads sold for broadcast television.30'31 The rates charged for completed views of 
TrueView video ads, known as cost per thousand views (CPV) were reported to be between $10 and 
$500, depending on the keyword purchased, region of the world, and channel advertised. Typically, 
YouTube kept 45% of the ad revenue.3 2 

Since 2011, CPMs on popular video sites—among them, YouTube—had fallen by about one-third 
from June 2012 to Apri l 2013, according to research f irm TubeMogul. 3 3 For example, pre-roll video 
CPMs decreased from an average of $9.35 to $6.33 during this period. 3 4 In the case of a popular 
channel such as AVbyte, which did parodies of Broadway show songs, the decline in ad rates was 
greater than 50%.35 Among the likely reasons for the decline in CPMs was an excess of user-generated 
content that suddenly became available for advertisement placement. At the 2013 upfront, partially in 
response to falling CPMs, YouTube decided that, rather than allow CPMs to fall even further, the 
company would reduce the minimum price charged for the sponsorship of the most popular original-
content channels to $1 mi l l ion . 3 6 In addition, the package of channels would not be exclusive to an 
advertiser. In the previous year, some advertisers received exclusivity, and this annoyed viewers who 
were shown the same set of ads multiple times. 3 7 

Brands on YouTube 

In 2013, thanks mostly to YouTube, Google reached 88% of the American Internet video 
audience38 and played a major role in the digital video advertising plans of many of the world's top 
brands. (See Exhibit 2 for the volume of YouTube videos produced by the top global brands and 
industries and Exhibit 3 for their total YouTube views.) Through links wi th social media sites such as 
Twitter, Facebook, and Linkedln, brands were able to use YouTube as the central video marketing 
hub for all their video content, not just ads. 

Types of Content 

There were, overall, two types of brand-related content on YouTube. The first type was video 
content that brands themselves created, such as short films, clips featuring celebrity spokespeople, 
contests, tutorials, and commercials created for TV or online viewing. The second type of brand-
related content on YouTube was video that users created, wi th or without the involvement or 
approval of the brand. User-generated content (UGC) often took the form of product reviews, spoofs 
of ads, or recordings of untraditional product usage. "Ikea hacks" were one such example, where 
purchasers of Ikea furniture demonstrated different ways to assemble or modify pieces such as 
bookcases, desks, and cabinets. "Haul " or "unboxing" videos, i n which people would share their 
delight when opening their recent purchases on camera and provide details of the item's price, 
design features, and usage, were a particularly popular kind of UGC. By 2013, haul videos were 
being uploaded to YouTube at a rate of more than 34,000 per month. 3 9 
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Beauty "vlogs" (video blogs) were another prominent category on YouTube, offering tips on the 
latest hairstyles, color palettes, and cosmetics. Some brands reached out to people uploading brand-
friendly videos, inviting them to create content on the company's behalf, a practice that required 
disclosure in order to adhere to Federal Trade Commission regulations. In some cases, UGC had 
become so popular on YouTube that their views dwarfed those attained from official brand-created 
content. For cosmetics brands, such as Revlon and Urban Decay, fan-produced videos garnered as 
much as 99% of all brand-related views on YouTube, with total views i n the hundreds of millions. 4 0 

Brands' Experiences on YouTube 

In August 2013, Pixability, a Boston-based YouTube marketing software company, released a 
report on the use of YouTube by the Top 100 global brands. One finding was that most successful 
brands produced videos for YouTube on an ongoing basis, with leading brands producing as many 
as 500 videos per month. These brand videos were viewed, on average, only 37,000 times. (Table A 
contains metrics on the YouTube activity of top global brands.) Brands with larger total views of their 
collection of content simply had more videos in their various channels. This contrasted with the 
approach, noted by the press, of brands that had used a small number of highly successful "v i ra l " 
video ads such as "Sketches" from Dove, and "Roller Babies" from Evian. According to the study, 
only 0.6% of brand videos had 1 million or more views. (See Exhibit 4 for the distribution of views 
per video among top brands on YouTube.) 

Table A Averages for Top 100 Brands on YouTube 

Channels 13.8 
Videos per channel 187 
Views per video 37,000 
New videos per month 80 

Source: Pixability, The Top 100 Global Brands on YouTube, August 2013. 

A t the same time that YouTube had initiated a shift from scattered to thematically grouped 
videos, or channels, many brand advertisers had had limited success attracting a sizable audience for 
their YouTube videos. By the end of 2013, a few brands seemed to have learned important lessons 
about attracting large numbers of views and of subscribers. Red Bull, CoverGirl, L'Oreal, and Lego 
were among the brands able to garner more YouTube subscribers than many of their competitors. 
(See Exhibit 5 for the top brands on YouTube by subscribers.) Further, using various content-creation 
and distribution approaches, these four brands were among the few that consistently passed the 
threshold of 1 million views with different videos. 

Red Bull 

Energy drink Red Bull was a favorite of students, sports enthusiasts, and others who desired a 
carbonated beverage with a strong dose of caffeine and glucose. The product claimed 43% of the 
energy drink market and was also a strong media brand. 4 1 Company sales for 2012 were reported to 
be $5.6 bi l l ion, 4 2 with approximately 25% of revenues invested back into the company for marketing, 
the bulk of which was content production. 4 3 In 2007, the Austrian-based company launched Red Bull 
Media House in Europe, created to produce and distribute entertainment programming in the sports 
and lifestyles categories across print, digital, broadcast, and specialty media formats. Its most well-
known recent production was Red Bull Stratos, a freefall from space, executed by Austrian skydiver 
Felix Baumgartner i n October 2012. It received 8 million live views on YouTube, one of the highest 
numbers ever for a live YouTube stream.4 4 
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Red Bull Media House published a 100-page glossy magazine, the Red Bulletin, and also financed a 
variety of films and programs that were shown in theaters, licensed to networks for broadcast, sold 
on DVD, and used on one of the company's standard YouTube channels. Subject matter was 
generally from the extreme sports category and included daredevil feats of skiing, rock climbing, and 
mountain bike r id ing . 4 5 One f i lm. The Art of Flight, was reported to be the most expensive 
snowboarding f i lm ever made, wi th a rumored production budget of $4 million and marketing 
budget of $10 million. Red Bull's primary YouTube channel had 3 million subscribers,46 second only 
to the National Basketball Association in the category of sports channels on YouTube, and rated 
higher than the cable TV sports network ESPN. In addition to its main standard channel, Red Bull 
owned brand channels on YouTube, such as Infiniti Red Bull Racing;4 7 Red Bull BC One, an 
international break-dancing community; 4 8 and Red Bull Music, a channel that covered the culture of 
music that appealed to extreme sports enthusiasts.49 

CoverGirl 

CoverGirl, an American cosmetics brand owned by Procter & Gamble, was targeted toward a 
younger demographic and sold primarily in drugstores, convenience stores, and supermarkets at 
value prices. As 2013 drew to a close, CoverGirl's YouTube brand channel had about 17,000 
subscribers and 8 million views. The six most popular videos on the channel accounted for 
approximately 6 million of those views, wi th the rest distributed across 156 other videos. Many 
videos ranged from 1,000 to 2,000 views. Subject matter for videos included behind-the-scenes 
footage from commercial shoots, interviews with brand spokespeople such as singer Pink and 
television host Ellen DeGeneres, video clips featuring a variety of makeup artists, and recent 
CoverGirl commercials. However, of the channel's most-viewed videos, all six were tutorials for 
makeup techniques hosted by professional makeup artists. 

In contrast to company-created videos, it was i n UGC that the company excelled. Of CoverGirl's 
251 million total views on YouTube channels other than its own brand channel, 249 million came 
from videos created by users and fans of the brand. 5 0 Most videos uploaded by consumers were 
either reviews of new CoverGirl products or step-by-step tutorials on how to apply makeup. In June 
2013, CoverGirl and Pantene, a brand of hair-care products also owned by Procter & Gamble, 
partnered in a pilot program called BrandlD. This was a technology developed by Zefr that tracked 
the appearance and mentions of brands in UGC videos. As part of the program, brands received 
analytics about uploaders and viewers of these videos and had the ability to reach out to them with 
news, sneak previews, and product samples.51 

L'Oreal 

Of French origin, L'Oreal was the world's largest cosmetics and beauty products company by 
revenue, wi th 22 billion euros in sales in 2012.52 In 2010, L'Oreal USA announced the appointment of 
Marc Speichert as chief marketing officer. Upon taking the helm, Speichert increased- digital 
marketing budgets by double-digit percentages each year. By 2013, he had doubled the company's 
total digital spending. 5 3 Prior to Speichert's arrival, L'Oreal had partnered with YouTube to launch 
the Destination Beauty channel. It was promoted as the place to "meet the beauty gurus and discover 
the latest beauty tips, tricks, and trends." 5 4 At the time, the channel had only 37,000 subscribers and 
4.9 million views. 

In 2010, L'Oreal contracted a young Vietnamese-American woman, Michelle Phan, as the official 
video makeup artist for the Lanc6me brand. Phan had started making how-to makeup videos in her 
bedroom a few years earlier, while working her way through college as a waitress. " I stocked up on 
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lipsticks and liners from drugstore 75-cent sale bins," remembers Phan of her early days as a beauty 
"vlogger." 5 5 Her first run of makeup tutorial videos received around 40,000 views per week. The 
subject matter of Phan's videos ranged from basic tutorials to how to do specific looks, such as 
popular characters from movies and the makeup styles worn by Lady Gaga in her videos. 

In early 2011, after witnessing the success of how-to videos with Phan, L'Oreal made a deal wi th 
Demand Media to produce several hundred short-form beauty tutorial videos. Demand Media was 
known for its low-cost, quick, and lean approach to the creation of online content. Regarding the deal, 
Speichert explained, "[Tjhe whole path to purchase is changing. In the past it was a relatively simple 
cycle: we'd generate demand on TV and in print and then drive sales. Now consumers research 
online f i r s t . . . so we have to think about how we insert ourselves into that consumer education." 5 6 

The videos were posted on L'Oreal's standard and YouTube brand channels, and on eHow's 
YouTube channel, which had 292,000 subscribers and 196 milUon views at the end of 2013. By then, 
Phan had over 5 million YouTube subscribers, more than 817 million total views, and 33 videos with 
views in excess of 5 million each, most of which were not for L'Oreal products. 5 7 

Lego 

Lego was a beloved brand of colorful, interlocking building blocks, embraced by users of all ages 
around the world. The 81-year-old Danish company, a privately owned family business, was the 
largest toymaker in the world by net income. 5 8 , 5 9 In addition to product lines for specific customer 
segments, such as Lego Friends for girls, Lego City for 5- to 15-year-olds, and Lego Mindstorms for 
older users, the company had licensing relationships with brands such as Disney and LucasArts, 
owners of the successful franchises Star Wars, Toy Story, and Cinderella. 

Lego had a YouTube brand channel that hosted about 2,000 videos, had 220,000 subscribers, and 
119 million total views. There were dozens of videos with view counts in the hundreds of thousands 
and nine videos with between 1 and 2 million views. 6 0 The brand channel also had subchannels with 
videos for special interests such as games, movies, science, and education. To showcase fan creations, 
Lego's channel had a section specifically for short stories made by consumers and built entirely w i t h 
Lego blocks. The majority of these videos received between 30,000 and 50,000 views, and a handful of 
the most popular ones received in the vicinity of 1 million views. In addition to Lego's YouTube 
channel were the thousands of individual YouTube channels where Lego fans uploaded videos of 
their own creations. Frequent themes of fan-created Lego videos were stories from the news and 
movies, hit songs, and scenes from video games. The two most popular fan-created videos were a 14-
minute video of Michael Jackson's Thriller, which had 7 million views, 6 1 and a two-minute video of 
the movie Star Wars using Lego blocks, wi th 10 million views. 6 2 

Would Brands Follow YouTube? 

YouTube was clearly trying to capture some of the $66 billion spent annually on TV advertising by 
becoming more like television in some aspects, such as sponsoring professionally produced long-
form content, organizing videos in the form of channels, and experimenting wi th subscription fees. In 
other ways, YouTube tried to be different from television, such as not charging advertisers for ads 
skipped by users. Would these combined actions work to retain viewers for a longer time who 
would, as a result, watch ads? Should top brands consider moving more of their TV ad budgets to 
YouTube? If so, what should their YouTube content strategy be in regards to use of (1) channels, (2) 
paid advertising space, and (3) different types of branded content? 
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Exhibit 1 Comparison of Features across Different YouTube Channels 

< 

User Channel Brand Channel Custom Brand Channel 

j Video Management • • • 
| Measurement • • • 
j Branding • 
! Gadgets* • 

| User Generated Submissions* • 
\ 
i Live Streaming* • j 
| Client Services • 
' , i ,,„,„ i , . • • • ,„„,„,„,„,„ 

*May require media spend 

Source: YouTube website. 

Exhibit 2 Number of YouTube Videos Produced by Brand (left) and by Industry (right), 
from channel inception to August 2013 
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Source: Pixability, The Top 100 Global Brands on YouTube, August 2013. 
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Exhibit 3 Total YouTube Views among Top-100 Global Brands, from channel inception 
to August 2013 
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Source: Pixability, The Top 100 Global Brands on YouTube, August 2013. 

Exhibit 4 Average Total Views per Video on YouTube among Top-100 Global Brands 
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Source: Pixability, The Top 100 Global Brands on YouTube, August 2013. 
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Exhibit 5 Top-Three Brands in Each Category by YouTube Subscriber Count 

Beauty & Food & 
Industry Technology Auto Apparel Personal Beverage Education Retail 

Average 
number of 
subscribers 

1 s t 

2nd 

3 r d 

62,000 
Google 
(Developers) 

HTC 

Sony 
(XPeria) 

29,000 

Audi 

BMW 

38,000 
Nike 
(Football) 

17,000 

Old Spice 

MAC 
DC Shoes Cosmetics 

Victoria's L'Oreal 
Chevrolet Secret Paris 

56,000 

Red Bull 

Papsi 

Coca-Cola 

15,000 
Stanford 
University 

UC 
Berkeley 

Harvard 

18,000 

Sephora 

Tiger Direct 

Lego 

Source: OpenState, Top 500 Brands on YouTube, April 2013, https://www.openslatestudios.com/. 
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