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Brian Hennigan s 8 Nme dj Om -
Head of Sales Development You TUhe GO Ugle
Asia Pacific and Japan
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Asia Pacific and Japan region.
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platforms, creating programmatic opportunities for brands to better engage with their users and integrate
with YouTube and providing thought leadership on the future of video marketing.

His previous 3 years were spent with Google in London overseeing advertiser solutions and programs
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Prior to joining Google Mr. Hennigan spent the majority of his careBRaabrfishin both the US and UK,

leading national, regional and global accounts across several verticals.

When not at work, Brian and his wife spend their time chasing after their energetic 2 yr old daughter.
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JaySamitis CEO docialVibe G KS LYy G0SNySaGQa tFNHBHSaG Sy3ar3asySyd
A 25year digital media veterargamithas held senior management positions at Sony, EMI, and Universal

Studios with the responsibility for the development of new digital media businesses.

Samitpioneered social media in the 1990s by developing one of the first miti@mber online communities

for college students.

Prior to joining corporate Americ&amitfounded Jasmine Multimedia Publishing, creating more than 300
software titles, and developing key advances in music and video technologies for Microsoft, Apple, Intel, and
IBM.

Committed to giving back to the communiSamité & Ay PAGSR o6& t NBaAaARSyYyd [/ f Ay
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schools{ I Y btheWeharity work ranges from the first Internet Charity Auction to Tsunami Aid (with NBC) and
the Concert for Hurricane Relief (with MTV).
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http://www.socialvibe.com/
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Creati?ve Director, Founder / PARTY
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Masashi Kawamura Creative Director, Founder / PARTY

Masashi started his career as a programmer, but was soon lured into the world of design when he became a
member of Masahiko Sato Laboratory in Tokyo. There he worked on variety of projects such as the 3D book
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Japan after 8 years.

From there, he went to work for advertising agenditskuhodo BBH Japan, 180 Amsterdam, BBH NY\\eden
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Adidas, Google, and Nike.

Outside of advertising, Masashi continues to explore the world of design, working on music videos, product des
and art installations among other endeavors. He is also represented by Stink as a film director.
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media consumption for _internet
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Youtubeexceed 30M users.
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Online video is one of the top sites

where Smart phone users access
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http://www.youtube.com/watch?v=pcW1iZaxBRI
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Challenges
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Presentation fromBrian Hennigan (Google)



ONLINE VIDEO ( b

BIGGER | SMARTER | MORE EFFECTIVE

STORYTELLING
Brian Hennigan
Head of Sales Development
YouTube, Asia Pacific



Sight, Sound, Motion












Why Is online video
critical?

LUGQa YIFaaangs
It engages new audiences
LiGQa az2OAl
It gives viewers choice



Online video IS
massive
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Heineken The Date

8,755,827
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Online video engages new audiences



33 Million streams
189 countries
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YouTube Symphony Orchestra 2011: Play Y

™
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Sarah Wilks from

YouTube

LSO performs YeouTube
Symphony Mothership” {with  Symphony the Beriner
Orchestra 2011: example Orchestra 2011 Priinarmoniker on
Play Your Part MProviSers ) the YouTube

Qumnineany

Browse

R —
/) YoulTD- Symphony Orchestra 201

Upéoaa Create Account Sign In

SUBSCRIBE

HYUNnoRAl

Submit | Learn | Experiment

PLAY YOUR PART.
AROUND THE WORLD.

O MPHONY ORCHESTR

EY OPERA HOUSE, MARCH 14-20, 20M

March 2011 will mark the YouTube Symphony Orchestra’s retum -
and once again, we invite you to be a part of . There are two
ways you can audition: submit your video audition for the
orchestra or submit a2 solo Improvisation 1o a pece composed
specifically for the orchestra by Amencan composer Mason Bates.

The best and most creative performers will be selected to form the
YouTube Symphony Orchestra 2011 and invited to perform in
March at the Sydney Opera House, under the direction of woric-
renowned conductor and YouTube Symphony Artistic Advisor,
Mchael Tison Thomas.

Check out the audition categones below to find out more about
what you have to do. More information can also be found in the
FACSs and the 5. Submissions close November 28,

2010.

Sotc morovisaion-




Online video IS soclal



We use Facebook to schedule the
protests, Twitter to coordinate, and
YouTube to tell the world...

— Activist in Cairo, Egypt, March 2011 , ,

Source: hitp:/hwww. miller-mecune _mnﬁpoIiticsfthe-cas,cading-effec’es-of-the-arab-spring-iﬂE?Sf
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audience all over the world.
Over 466,000 videos on YouTube
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Online video offers choice
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Engagement

Choice




Why Is online video
critical?

AL 0 Q4 Yglves §iol sE&le
Alt engages new audiencebeyond TV
AL 0 QA& - aad2sprdalisfyour message

Alt gives viewers choiceand delivers
engagement
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Presentation fromJay Samit (SocialVibe)
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