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Challenge:

EBM launched the Young Piper’s Club (YPC), a digital
initiative designed to engage children through fun,
educational, and interactive content. However,
traditional YouTube targeting restricted direct targeting
of kids, creating a challenge in effectively reaching the
core audience.

Strategy:

To tackle the targeting challenge, we led with a
rewarded in-game ads campaign across popular

kids" games like Hill Climb Racing, Subway

Surfers, and Hunter Assassin. These placements

allowed us to engage children in a safe, non-
intrusive environment where retention and
attention levels are naturally higher.
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YPC x Hizen
RESULTS

4.6x CTR 2 Mn+ 1.64x VTR
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