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DAVs /l MAIN APP

DAV Growth

Strategic two-pager: Core DAV Growth go/dav-growth-2018
Beyond notifications, what are the best levers we have to drive DAV growth in 20187 Can we grow DAVS by increasing the frequency (weekly, daily) that users
visit YT and if so, what are the use cases that will drive that? Please consider and advocate for a few solutions across various dimensions ex. Gender, Age,

Geo, YT Everywhere, Messaging Apps, Casual viewers, efc.

Surers: [N 2zt~
Opportunity statement

YouTube DAVs continue to grow, 7DA DAVs are at s of 9/26. We expect DAVs to grow to more than-in 2018
exact OKR TBD). With the efforts described in thj er, we have the opportunity to drive of the DAV growth in 2018
ifrom DAV growth and embed initiatives and Wrom Emerging Market initiatives) beyond our normal course of
business growth. This means that the efforts described in this 2-pager aim to contribute about 6 of the target growth in
2018. In order to continue our growth trajectory, we recommend three new efforts for 2018:

e Recruit users where they are: We will start to increase the YouTube footprint, with efforts both for increasing the
scope of embeds and new ways to use public Messaging app APIs to make YT easier to use from those apps. This
needs to be coordinated carefully with our partner teams in Google.

e Increase habitual users (10+/14 days active?): Similar to S&D for Watchtime, we plan to make progress on this by
trying different ideas with rapid experimentation. We will focus on making YouTube a daily habit by driving habitual
interests, contextual use cases and optimizing for intra-day usage.

e Focus on underserved audiences: |dentify particular groups of underserved users, and implement specific product
changes to increase our DAVSs for these groups. We plan to focus on Emerging Markets, Japan, and EMEA with
targeted initiatives. We will also have special focus on female users, older users (35+), and iOS users.

Additionally, we will continue to focus on Notifications/Daily Notifications Openers (DNOs), which increased from 40M to
92M yly. We set a target of 200M DNOs and [JJffpAvs by EOY 2018 (furtner info).

Proposed solution

While we can’t expect every internet user to be a DAV, we can reach users where they are, give them a taste of the native
experience and build a path to make YT a destination. Scaled, this could lead to an additional-incremental DAV.

In order to reach users outside of YouTube we propose to do three things:

1. Messaging apps as growth platforms (further info): Messaging platforms like WhatsApp are often used to share
videos and have a higher degree of engagement than YouTube does - with users returning to them almost 10x
more per week than YouTube. We can leverage these behaviors to increase YouTube usage in two ways:

a. Reduce friction in finding and sending a video natively within the messaging apps so that videos are
shared more often (by integrating with public bot APIs on the most popular messaging apps and making
inline search easier)

b. Improve the watch experience so that people can continue watching YouTube while they are in their
conversation (support a mini-player)

2. Embeds beyond single videos (further info): We can make the pie larger by introducing new tools for publishers
that expose more links back to YouTube. We will do this by expanding our embeds to go beyond just videos and
incorporate other aspects of YouTube like recommendations and channels embedded throughout the web on
publisher sites and blogs. Content publishers want exposure of their YouTube content because it leads them to

20 10+/14 users are users that are active 10 days or more out of 14
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make money and could lead to a higher ROI over existing solutions. Further, a focus on the brand/entity of
YouTube creators rather than a specific videos provides a low cost marketing opportunity that lends itself well to
articles where they are the subject or mentioned.

3. Marketing: With deeper research into the needs and habitual use cases of F25s+ (our target audience in JP,
EMEA, US), we will first build an experimentation program to connect these users with habit forming experiences,
testing off-platform hooks which drive DAV (including offsite ads in Q4, email, co-marketing, partnerships). We
will assess barriers to usage including content awareness and perception to determine additional marketing needs
in 2018.

'2) Increase habitual users (10+/14 days) (

This new initiative focuses on making YouTube a daily habit. We typically have been optimizing the product for single-
Sessio tchtime and DAVs, and not for repeat, regular usage. We increased our logged-in DAV/MAV from./o last
year tojills today but FB is at 66% with many intraday visits.

We have substantial opportunity to enable more use cases for increasing the frequency of visits. If we drive an additional
1% to DAV/MAV, this would represent -DAV. Reaching parity with FB would add hDAVs.

The keys to habit formation are content, context, and intra-day optimizations. In 2018, we will invest in those areas,
including projects like:

e Habitual interests: identify diverse interests that drive frequent, regular usage on YouTube and introduce more
users to this content, e.g., we'll learn which creators or content clusters are likely to increase your engagement,
and build the optimal UX to introduce that content and provide relevant information about why you'll love it.

e Contextual use cases: build experiences that piggyback on recurring user habits to drive regular engagement,
e.g., personalized digests catering your context (catch up on news at the end of the day, playing music at work, or
watching funny videos when relaxing before sleep)

e Feed refresh: build an optimal experience for visiting YouTube multiple times a day, e.g., user controls to see
more new uploads, client and user-based models to predict optimal refresh rate

AT AED AR

 underserved audience

L S

Our emphasis on iOS this year drove installs (5% of all iOS installs) anc-incremental iOS DAVs YTD. We want
to continue that effort in partnership with main app (further info) and tackle other audiences as well. The key process we
follow for each of these audiences is: 1) Identify the size of the opportunity, for DAV and revenue; 2) Identify gaps in our
current product for the group 3) Implement and test product changes to fix the gaps. This includes marketing and content
initiatives.

Demographics:
e Female DAV - fDAV (further info):./o of our declared users are female. Gender parity is a -DAV
opportunity. In 2017, launches increased declared fDAVs by -%.

o Increase on-platform retention via further content, S&D and notif investment

o Shift users off-platform to on-platform via marketing and content partnerships

o Make YouTube a safe, welcome place via creator and comment safety

e 35+ (further info): assuming the reach of 35+ users would be the same as our reach of younger users, we would
gain[JoAv. we want to validate our hypotheses to do it and build on that.
Geography:.
¢ Developed markets:

o Japan (further info): Japan has the lowest reach out of all developed markets, and has the largest DAV
and revenue opportunity (2.5x larger than no.2 market opportunity Germany). JP is close to unlocking TV
spend on YT, and with more content, marketing and product investment we can accelerate growth.

o EMEA (further info): support the cross functional effort led by the business organization

e Emerging Markets (further info): in 2017 we've seen great success by enabling access and driving engagement.
In 2018 we believe that we can drive- DAV by furthering that strategy:
o  YouTube Go -DAV): in 2017, we launched YouTube Go Beta in India, Nigeria and Indonesia. These
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AR

YouTube Augmented Reality (AR
(Owners: Shimrit Ben-Yair,

The camera and advances in computer vision technology unlock new possibilities in mobile content creation and AR. What investment
should we make into the camera, to bring the next generation of mobile-first creators onto YouTube and explore new AR based
experiences for creators and viewers?

Problem statement and Background
How Augmented Reality differs from Virtual Reality:

Virtual Reality (VR): Immerses you in a digital world and requires a specialized viewer (Google cardboard,
headset, etc.). Your physical location doesn't matter. VR makes you feel like you are there.

Augmented Reality (AR): Adds pixels to your real world whether on a phone
Your physical location matters. AR makes you feel like the digital object is

or with glasses/headset.
there with you.

Consumer AR today:

While the mention of AR may conjure images of people wearing head-mounted devices, like most early technologies, the
most technically advanced is not the same as the most widely adopted. Smartphones provide the largest addressable
market, with the rear camera capturing the real world and the screen showing the pixels added into the scene. The most well-
known AR apps are Pokémon Go (which adds Pokémon to the real world scene) and Snapchat (which adds accessaries and
enhancements to faces and places). Instagram also just released Snapchat-like filters. More pragmatic uses include Google
Translate, which overlays translations on top of text in the scene, and Yelp, which overlays ratings over storefronts in the
scene. In the advertising world, Layar and ROAR, allow consumers to access more content associated with physical
packages and paper ads.

LOos |

Pokemon Snapchat Instagram Google Yelp Layar Roar
Go Translate Monocle

Snapchat’s recently launched 3D Bitmoji AR shows how AR is currently simply incorporated into video. To see what's could
be possible with AR creation, check out this guick video featuring a-ha's “Take on Me"..
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Normal camera view Choose a 3D AR Place the AR person Record the video of
of a real place person to add where you want the person's animation

Big companies (Apple, Facebook, Google, Microsoft) are heavily investing in building AR platforms and devices to bring
these scenarios to market, betting that AR will become as big a disruptor as mobile has been. Apple ARKit is now available

on 500M+ iOS devices and Google’s ARCore will soon launch to 300M+ Android devices. Both Google and YouTube are
behind in AR content creation.

While the Daydream team has shifted significant focus from VR to AR, their VR investment is now focusing primarily on VR
Video, and depends on continued VR Video investment from YouTube. The VR team is enabling viewing of YouTube
content on millions of devices that would not be possible without our investment. Accelerating investment in AR should be
treated as a separate, concurrent investment.

YouTube has two core initiatives that are relevant to our overall AR strategy: First, we've invested in lightweight capture and
creation with Reels which allows easily adding stickers and filters to the video. Reels will launch to trusted tester starting in
Q4 2017. Second, we've started to build the foundation of advanced future AR viewer and creator experiences through our
investments in VR. Much of this design and technical work will be relevant and applicable to both near-term phone-based
AR as well as further-out headset-based AR. In 2018, we'll extend both of these initiatives to take advantage of the AR
platforms spinning up from Google, Apple, and others. We'll deliver compelling AR creation tools, integrate with platform-
level AR S & D experiences, and invest in enabling new forms of creation and remixing on our own platform.

Proposed solution
Already planned work for 2018:

Video effects for mobile lightweight creation : We plan to integrate on-device background replacement (so you
can look like you are in front of the Eiffel Tower when you are really in a phone room in San Bruno, without using a
green screen), face effects (smoothing the skin, adding some makeup, and optionally add sunglasses and other
props that move as the face moves), and optionally enable users to place 3D AR objects and effects in the video
(so, as in the Snapchat example, you can place the AR yoga person on the deck and you can walk around and see
him from all angles) into Reels and potentially mobile Live. (VideoFX 2018 2 pager)

Support YouTube as a video serving platform for AR platforms: AR discovery of content around you will
primarily happen through centralized platform-level discovery experiences. Ex: Use Google Lens to look at a coffee
maker on a store shelf and Lens may offer you reviews and YouTube videos of the coffee maker. Because of this,
we do not propose creating our own camera-based Search & Discovery within the YouTube app. However, we will
need to support query-based requests from AR discovery platforms. This should be little added work..

Areas we think it’s too early to invest in 2018— Search & Discovery, Ads, Devices:
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