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hby re thinking about building up their 
subscriber base and thinking strategically 

about the content they're creating/

N
umbers rarely tell the story, but sometimes, 
they can go a long way. Such is the case 
with the growth of YouTube as a branding 
platform, targeted advertising medium, and 
vehicle to reach consumers, especially 
younger ones.

It's no longer just the home of cute cat videos and 
footage of an 8-year-old's first soccer goal; YouTube is 
a huge force in social media. Here's a snapshot of the 
company's imposing reach:

• YouTube is the second largest search 
engine after Google, its parent company.

• The number of YouTube hours watched 
each month is up 50% year over year.

• Three YouTubers interviewed President Barack 
Obama after his 2015 State of the Union speech.

Popular YouTube stars— known as influencers or cre 
ators— are every bit as popular and influential as Jennifer 
Lawrence and Jon Stewart. With the younger crowd, they 
hold a considerable amount of sway.

• More than 300 hours of content are 
uploaded to YouTube every minute.
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IS  IT  V ID E O ’S T IM E ?

According to the experts, You 
Tube’s time has arrived as a serious 
advertising and marketing platform. 
“It’s become the behemoth that you 
have to acknowledge,” says Brendan 
Gahan, founder of EpicSignal. “The 
type of conversations that we’re 
having with brands now have shift 
ed from, ‘Oh, I want to do a video’ 
to, ‘I want to create a community.’ 
They’re thinking about building up 
their subscriber base and think 
ing strategically about the content 
they’re creating.”

One company that helps busi 
nesses find and engage with creators 
has experienced a similar epiphany. 
“I’ve been doing this for 2 1/2 years, 
and just in the last 6 months, there’s 
been a groundswell of demand,” says 
Jonathan Davids, founder and CEO 
of Influicity. “I was recently at one of 
the big broadcasters who’s looking to 
get into this world. We’re finding that 
the demand is really pull side. We’re 
not having to do a lot of hard sell 
ing, and the rationale is very simple: 
More and more eyeballs are moving 
to these services.”

Asked what changed in the past 
year or so to make businesses take 
YouTube and its creators seriously, 
Gahan cited Disney’s 2014 acquisi 
tion of Maker Studios for almost $1 
billion. Maker was started by a group 
of YouTube creators to build a one- 
stop shop for entertaining videos on 
YouTube. The company, which is one 
of many multichannel networks on 
YouTube, says it is the largest content 
network on the platform.

“Maker being bought by Disney 
kind of shed a light on the industry, 
almost kind of blessed it and gave it 
a lot more credibility,” Gahan says. 
“Whereas before, I don’t think peo-

YouTube is an effective 
alternative and/or supplement 
to television, display, radio, 
and other traditional forms 
of media for agencies and 
the brands they serve.
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40%
of YouTube tra ffic  
c o m es  fro m  m o b ile

100
N u m b e r o f to p  100  g lobal 
b ran d s  using YouTube  
fo r  m arke tin g

180
A verage  d u ra tio n  in s econ d s  
o f th e  m o s t-v ie w e d  v ideos  
on YouTube

50%
o f te e n s  c o n s id er  
YouTube th e ir  fa v o rite  w e b s ite

5.6B
A dvertis ing  d o lla rs  spen t 
on YouTube in 2013

YouTube has become a popular alternative to television and other advertising, especially for brands 
trying to reach teenagers.
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pie were not necessarily willing to 
take a risk on the platform.”

Another factor is that video is now 
ubiquitous on social networks. “The 
new social networks—Vine and Snap- 
chat—are grounded in video, and all of 
the existing social networks are really 
focusing on their video features,” says 
Gahan. “Twitter video just launched, 
Instagram has video, and Facebook is 
doing their big video push. Parallel to 
that, video is so accessible. Everyone 
is just using it as a de facto form of 
communication now.”

And it’s not just longer-form video 
that has grabbed many brands’ atten 
tion. Vine, the Twitter-owned home of 
6-second videos, is riding YouTube’s 
coattails. “By the time Vine became 
popular, brands were smart to keep 
an eye out for popular Vine stars and 
work with them in the same way they 
did with YouTubers,” Gahan says. 
“As a result, advertisers have really 
jumped onto the Vine bandwagon.”

YOUTUBERS = BUSINESS

“YouTube really proved the dig- 
ital-influencer model,” Gahan says. 
“It was an uphill battle in the early 
days to convince brands to collabo 
rate with YouTube creators, but over 
time, it gained acceptance.”

Brands and agencies should have 
asked teens, as they were already 
there and didn’t need to be told that

YouTubers are at least on par with 
TV and movie stars. A 2014 Variety 
study found that six of the top 10 
most influential figures among teens 
were YouTubers, with the video net 
work sweeping the top five. Jennifer 
Lawrence came in seventh.

'YouTube really 
proved the digital- 
influencer model.’

It’s not surprising businesses are 
flocking to YouTubers and Viners 
to reach this market, but the non- 
traditional stars are also enormously 
popular with the coveted age 18-34 
demographic. Many YouTubers have 
massive audiences—tens of millions 
of people—so it pays for brands to 
team up with them.

“The efficiencies from a brand 
point of view are just exponential,” 
Gahan says. “One person is talent, 
production, and distribution. To 
reach the same amount of people, 
you’d have to get a creative agency, 
get the storyboards, pay hundreds of 
thousands of dollars in production, 
and buy air time on TV. To reach 
the same audience, you could spend 
lOOx without trying too hard and not 
get nearly the same result.”

The younger, digital audience is 
looking for something more 
than a traditional TV com 
mercial, says Rob Ciampa, 
CMO at Pixability. “They’re 
looking for something like 
an experience that they can 
relate to, and that’s what 
ties them to the brand these 
days.”

Even though YouTube is 
hugely popular with teens

YouTube and other social media influencers can be found via 
ad tech software such as Influicity. These influencers appeared 
in videos created by Influicity customers.

and tweens, those age 18-34 are 
also finding plenty of creators to stay 
entertained, Gahan says, including 
comedian Philip DeFranco and thrill- 
seeker Devin Graham (YouTube han 
dle: devinsupertramp). “I’d argue that 
they’re more influential among that set 
than The Daily Show, which is what 
people think of when you want to 
reach 18-34 year olds,” he says.

Adults age 35 and older aren’t left 
out of the YouTube channel explosion, 
as there are more than 2 million chan 
nels with at least 50,000 subscribers, 
Gahan says. Brands and agencies can 
tap one of these niche channel experts 
to represent their product or service.

FINDING THE RIGHT YOUTUBER, 
VINER, OR INSTAGRAMER

With that many YouTubers and 
Viners with sizable audiences, how 
does a brand go about finding the 
right one? Ad tech is the answer.

Influicity is an influencer ex 
changer. Its software allows brands, 
agencies, media companies, and pub 
lishers to connect with and engage 
social media influencers, including 
creators from YouTube, Vine, and 
Twitter. The service crawls the in 
fluencers’ profiles and work and 
makes them searchable. Influicity’s 
software only indexes the “influenc 
er class”—or those with more than 
5,000 subscribers to their channels. 
The influencers are in many fields, 
including comedy and fashion.

The agency or brand can be quite 
specific in its search. “You can do a 
search if you’re looking to reach fe 
males, 18-34, English-speaking, etc., 
and find the influencers you need,” Da 
vids says. Once the client has found the 
right influencer, Influicity’s fulfillment 
team presents the person with an offer 
to determine his or her level of interest.

M ay  2 0 1 5  ECo n t e n t  13







| Video Vanguards: Marketing With the Web’s Elite Entertainers |

Hero,
Hub, 
Hygiene 
Explained
The Ultimate You| f l j 0  Strategy for Brands

G R O W IN G  A C O M M U N IT Y  O F S U B S C R IB E R S  IS  KEY!

• YouTube subscribers d r i v e  2 0 X  e n g a g e m e n t
over Facebook likes for brands !

• Subscribers watch 2 X  m o r e  c o n t e n t  over 
non-subscribers!

•  S u b s c r i p t i o n  u p  3 X  since last year

IT ’S NOT JUST ABOUT VIR A L VIDEO S -  CO NSISTENT CONTENT IS KEY

TYPES OF VIDEO S

Hygiene Content: What is your audience actively searching 
for regarding your brand or industry? What can serve as 
your 365-day-relevant, always-on, programming?
(Example: product tutorials, how-to content, customer 
service, ext.)

Hub Content: The content you develop on a regular basis 
to give a fresh perspective on your target's passion points.
(Example: verticalized content about a product line.)

Hero Content: What content do you want to PUSH to a big. 
broad audience? What would be your Super Bowl moment?
A brand may have only a few hero moments in a year, such 
as product launch events or industry tent-poles.

Davids says the ROI of engaging an 
influencer versus a traditional star is 
a good deal greater as the influences 
work for less. Advertisers sometimes 
wonder if the right customers will 
watch their videos. They shouldn’t, 
Davids says. “The world exists, and 
the shift has already happened, and 
the answer is a resounding yes,” he 
says. “We’ve seen a huge conversion. 
When you take a look at a YouTube 
campaign versus a linear television 
campaign, the numbers don’t lie.”

'One person is 
talent, production, 
and distribution.’

Many creators have “crossed over” 
and become partners with compa 
nies that wouldn’t have given them a 
thought a few years ago. Two success 
ful combinations that Gahan cites are 
Aeropostale, Inc. and Bethany Mota 
and L’Oreal and Michelle Phan.

The 19-year-old fashion vlogger 
Mota has more than 8 million sub 

scribers to her YouTube channel and 
an Aeropostale clothing line, while 
Phan has her own cosmetics line 
with L’Oreal and more than 7 mil 
lion YouTube subscribers.

Gahan says that the best brand/cre 
ator partnerships leverage the creators’ 
popularity in their area of expertise, so 
the creator can “kind of speak to their 
audience and be honest about what 
this product means to them.”

HERO, HUB, AND HYGIENE

While producing a viral video 
may allow a brand or agency to cre 
ate buzz in the advertising commu 
nity (“Our XYZ video has 3 million 
views!”), one viral video does not 
a successful YouTube strategy make. 
Experts say that only a disciplined 
approach will succeed on YouTube, as 
depending on viral videos is akin to 
playing the lottery: Losses are much 
more likely than wins.

Brands and agencies need to cap 
ture viewers through search; regularly 
posted, good quality content; and con 
tent that is actively being pushed out 
via advertising and social media. You 

Tube calls this strategy “hero, hub, and 
hygiene.” Gahan thinks the concept is 
solid and even “evangelizes it a bit.”

“I think the concept is great; it 
makes sense for a lot of reasons,” 
he says. “Probably one of the biggest 
ones is that it gets brands to think 
beyond the viral video. It forces them 
to think about and be strategic about 
the content they’re creating.

“YouTube is the second largest 
search engine; brands should capital 
ize on this. It kind of creates a frame 
work and gets brands to think beyond 
what’s making a lot of press within 
the advertising community and in 
stead think about what are your goals 
and what is the best way to get there.”

While designed to make a splash, 
hero content should only be a small 
part of a brand’s YouTube strategy. A 
major new product launch calls for 
hero-worthy content. Gahan says 
that brands are likely to only have a 
few hero videos per year. Hero con 
tent is actively pushed out to the ap 
propriate audience.

If hero content means swinging for 
the fences, hub content is all about
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CREATE CONTENT BASED ON USER BEHAVIOR

S e a rc h  H  B ro w se

Looking for answers to 
questions

♦
Be the most com pelling  
answ er to the  question

♦
Hygiene content

Looking to be entertained, 
ready to be distracted

Entertain and inspire through 
emotional storytelling

*
Hero content

CREATING YOUR YOUTUBE CONTENT CALENDAR

Hero
Large-scale, tent-pole events 
or 'go-big' mom ents designed 
to raise broad awareness

Hub
Regularly scheduled 'push' 
content designed for your 
prim e prospect

Hygiene
Always-on 'puli’ content 
designed for your core target

R E S O U R C E S

Find What Consumers are Searching
Visit YouTube keyword search tool to find w hat search people a re  looking for 
https://www.youtube. com/keyword_ tool

See What’s Popular Today
Visit YouTube Trends dashboard to  understand w hat your target dem o is w atch ing  now  
https://www.youtube. com/Trends

Understand Your Consumer
Visit Google Think for th e  latest consum ers trends an d  insights 
http://www. thmkwithgoogle. com/

BrendanGahan.com
R E FE R E N C E S
http j'/b ren da ng ah an .cam /ya u tiib e -vs-face bo ak-en ga ge m e nt-in fog ra ph ic

http ://m iw .yo iJ tu be .co rn /y t/p re ss/s ta tis tia i.iy tm l

h ttp //w w w . m ed ia  trust, o rg /up loads/13 8 4 7 7 9 0 8 3 5 3 4 5 3 /o n g in a lp d l

htlpS/wwvr. thm kw ithgoogle . com /rese arch -s tu c lies /yo u tu he -bm n j-p layb oo k  hu n t

http://1h ink .s torage.goog leap is .com /docs/creato r-p taybook-for-b rands.research-s tuc iies .pdf

To steer brands away from depending on the occasional viral video, 
YouTube created hero, hub, and hygiene— a  strategy for brands for 
creating and marketing videos.

getting base hits. A brand that wants 
to build a community of subscribers 
would create hub content by fre 
quently posting new videos. “Hub 
content is engaging your existing 
community,” says Gahan. It provides 
“regularly scheduled programming” 
and is the reason channel subscribers 
decide to return.

Hygiene content is the attempt to 
corral an audience via search. Simi 
lar to hub content, it’s the workaday, 
need-to-be-there videos that cus 
tomers expect from a brand, such as 
product tutorials or customer service 
advice, according to Gahan.

“If you’re bringing somebody 
home, the house has to be in order,” 
Ciampa says of a brand’s YouTube 
content. The channel needs to be 
“well-engineered.” He adds, “What 
we mean by that, is the channel set 
up appropriately? Is it the right con 
tent on the channel? Are there areas 
that you can subscribe to the channel, 
and are there logical organizations of 
videos into playlists so the interested 
parties can have a much more pleas 
ant YouTube experience?”

LEGO is a brand that has em 
ployed the hero, hub, and hygiene 
strategy to great effect. According to 
Gahan’s white paper, LEGO grew its 
subscriber base from 6,000 in 2012 
to more than 600,000 in early 2015.

The company’s hero content 
included the trailer for The Lego 
Movie, which the company drove 
traffic to by advertising. Its hub 
content featured a highly success 
ful LEGO blocumentary web series 
that highlighted amazing LEGO 
creations worldwide, while the 
company’s hygiene content included 
how-to’s hosted by LEGO designers.

LEGO’s successful use of the hero, 
hub, and hygiene strategy has helped 
its videos generate more than 760 
million views.

MANAGING YOUTUBE AD BUYS

With the massive—almost intimi 
dating—amount of content on You 
Tube, how can brands or agencies 
reach their target audience? Here 
again, ad tech rides to the rescue.

Once agencies or brands deter 
mine whether they’re trying to drive

web traffic, drive brand awareness, or 
increase sales, software such as Pix- 
ability can guide them. Ciampa says 
that a surprising amount of compa 
nies “just want to be on YouTube,” 
but that it’s such a metrics-driven 
platform that agencies can and need 
to be more specific.

One of the best possible outcomes 
of a well-placed YouTube ad is that 
the viewer visits the brand’s channel, 
watches a few videos, and subscribes, 
according to Ciampa.

“If we look at the past 5 years, 
we’ve totally changed the dynamics 
of advertising, content production, 
and how actual customers deal with 
brands,” Ciampa says. “This is just an 
exciting, exciting time.” For agencies 
and brands, it’s even more exciting 
than a new viral cat video. E

R O B E R T  S P R IN G E R  (RTSPRINGER@GMAIL.COM)
IS A FREELANCE WRITER BASED IN THE SMALL 
MOUNTAIN TOWN OF SISTERS, ORE. HE HAS 
WRITTEN FOR NATIONAL MAGAZINES AND ONLINE 
PUBLICATIONS. BEFORE FREELANCING, HE WORKED 
IN THE BANKING, TELEVISION, AND INFORMATION 
TECHNOLOGY INDUSTRIES. IN ADDITION TO WRITING, 
HE ENJOYS BEING DELIGHTFULLY DISTRACTED BY HIS 
SCHOOL-AGE TWINS.
COMMENTS? EMAIL LETTERS TO THE EDITOR TO 
ECLETTERS@INFOTODAYCOM.
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