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What viewers watch, who they trust,
and how they buy on YouTuhe
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Video and marketing grew up
together. For decades, if you

your way onto the screen in their
living room and hoped enough of
them were paying attention.

But video isn't on one screen
anymore, it's on all of them, and
there's more to watch than any

of us could ever get through. So
the choices viewers make in what
they watch have become more
meaningful than ever. They seek out
the shows and creators they love,
on their own schedule, and they give
that viewing the kind of attention
that has to be earned. And they're
doing it all on YouTube.

When people watch with purpose,
they buy with purpose too. The
creators they trust to entertain and

wanted to reach people, you bought

nte

inform them are the same ones they
turn to when they're deciding what's
worth their money. And as more

of that discovery starts running
through Al, the brands that win will
be the ones that know how to share
the stage with their audience’s most
trusted sources. Creators.

That's what this report is about. We
asked Kantar to dig into how video
viewing is really changing, and what
it means for marketers trying to

reach — and convert — intentional
audiences. Attention can be bought
but intent has to be earned. Here's
the why and the how.
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Anne Marie Nelson-Bogle
Vice President,
YouTube Ads Marketing
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Viewers rank Youluhe as the
#1platform when they want to
research, vet, or make adecision
ahout abrand or product



Methodology

All of the quantitative data in
this report, unless otherwise
specified, is powered by
Kantar. Kantar surveyed
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How viewing became deliberate. Instead of killing Why creators matter. Years of showing up have Where it all pays off. YouTube is the place people go Distribution across age,
time, audiences are building daily rituals around the made creators trusted guides, and that trust is to be entertained and informed. And it's where the gender, and geographic
creators and shows they love. something brands can earn alongside them. distance between discovery and purchase collapses. region were controlled for.
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How the laidhack scroll and _
purposeful viewing came to coexist
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why

people
watchnow.

Your favorite sketch comedy
show. A go-to creator for fashion
tips. A how-to that finally makes
something tricky click. However
people come to video, they come for

a reason. Video is the most engaging

and dynamic medium in today’s
media landscape, and audiences

reach for it across the board: EIZE3

viewers say that they would rather
watch a video than read text or

listen to audio to be entertained.
A further 79% prefer video to text or
audio when they want to laugh, 67%
to recharge, 63% to be inspired, and
63% to learn something new.

In other words, video is meeting
viewer needs — whatever they
may be. And, thanks to YouTube's
unmatched breadth, its audiences
lean in with real purpose. Why?
Because only YouTube matches
that intent across the whole journey
— a single place to be entertained,
discover, and decide. In fact, 92% of
surveyed viewers say that YouTube
has content that is relevant to
their needs, outperforming the
competitive average (81%).

—

of surveyed viewers say that Youluhe has

& @haleypham




Greators earn
the attention

What’s hehind YouTube relevance?
Youlube creators

From finding a new show to
deciding what to buy, viewers
meet creators who entertain them
and help them act. Because those
creators are trusted and close

to their communities, the whole
journey can happen in one place,
on one platform.

Their content earns attention
and keeps people coming back.
entire session to one creator,
while 80% return to the same
creators again and again (rising
even higher for Gen Z to 88%).

return to the same creators again and again,

rising even higher for Gen Z to 88%
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What's clear is that on YouTube
viewers aren't looking to kill time,

they're dedicating it. 88% follow

passions and interests while 87%

say they “learn and grow” from

the content.

And they do this repeatedly

= and regularly, treating creator

content as premium, scheduled
say they use Youluhe to go deeper on a topic they care ahout conent o remium. sohedue

content is preferred by 73% of

Gen Z to traditional studio-produced

shows or movies.
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Surveyed viewer

Female, U.S.

Not from Kantar survey. Source: OnePulse 2026, n1,000.
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But it has been transformed —
and YouTube, with its billions of
videos and credible creators, is
driving the change. It's making
the living room a more interactive
place, more entertaining and more
shoppable than ever before. 69%
of YouTube viewers watch from
the living room, while 83% say that
YouTube is the platform they find
the most entertaining.

Viewers also say that YouTube is

the most loved (78%), most watched

(81%), and most trusted (78%)
video platform.

Viewers still crave watching at set
times and sharing the experience
with others: 62% choose to watch
during primetime (6-10 p.m.). And
the pull of creators means viewers
engage in appointment viewing:
/0% watch YouTube creator series
or regularly scheduled content.
For brands, that's a highly engaged

(and valuable) audience that

behaves much like a TV one.

What's new is that this “primetime”
behavior sits alongside the
always-on, on-demand rhythm

of social: snacking on short-form
and feasting on long-form content,
across multiple screens. From the
living room to the bedroom, from
the flatscreen to the phone:
YouTube is driving culture.

—

» 8"/
0
say YouTube is the most loved
video platform
81"/
(1)
say it's the most watched
7 8"/
0
say it's the most trusted
v R - ‘ |

say that YouTube is the platform
they find
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2.

Not from Kantar survey. Source: OnePulse 2026, n1,000.

Surveyed viewer

Male, U.S.

@SubwayTakes
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Intentional viewing has
never mattered more

It’'stimeto not formats

Start

Meeting viewers in the
moments they choose

Stop

Viewers don't think in the Choosing placements
categories marketers often plan based on formats alone
in. On YouTube, viewers follow
what they want to watch, across
whatever screen they're using. Buying reach and counting
That means shifting your focus impressions

from formats and funnel stages to
the intent behind the moments that
viewers are choosing to lean in to. Treating video as a channel

Earning attention and
measuring intent

Treating video as the journey




IKANTAR | @3YouTube o Page twelve

AWEEDT W R
Al TN

~ thevoices that
viewers trust




It's a conversation,
not a hroadcast

Ina highly fragmented media universe,
providing a sense of helonging wins out
over one-way hroatcasting

YouTube provides this on a
massive scale: the content viewers
want, powered by the creators
they rely on.

And while creators are everywhere,
their home is on YouTube. It's
where they have the freedom to
create, build their businesses, and
interact directly with the people
who follow them. As a result, their

communities thrive: ([ ANEEC)
Sense of belonging. T

rises to 79% for Gen Z.
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| POST THREE TIMES A WEEK
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. of viewers see content creators as aspirational

Viewers don't just watch creators,
they also look up to them. 73% say top
creators on YouTube are innovative,
and 71% see them as aspirational. On
top of that, 75% of surveyed viewers
say that creators on YouTube are the
most authentic, outperforming other
online platforms including Facebook
(68%) and Instagram (69%).

tional. Assured.

Fans return again and again because
they trust these creators to say

what they really think. QIEIREL R
paired with real expertise, turns

p——

views into value.
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[rustis the
litimate
muitiplier

It’s earned through
authentic communty
connection

& saycreators providethe helpful context
~ orexpertise that enahles amore
tient purchase decision

something, their community listens
— and acts. 68% say a creator’s

context or expertise gives them the _ B o S - S8
confidence to buy, and among Gen Z, | L L, = con
69% are more likely to buy something . Py

their favorite creator recommends.
Trust, in other words, is what turns
an audience into customers.
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AND LET THEM FIGURE OUT ' 
OWTOGET THE BRANDESSAGING ACRISS

Jullan Shapire-Barnum



https://business.google.com/en-all/think/search-and-video/julian-shapiro-barnum-creator-partnerships/?e=HighTrafficLaunches
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Partner with

creatorswho
hold
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It's time to shift your strategy
from transactional “influencer
marketing” to strategic, trust-based

partnerships. Partner with the right
creators and you aren't just buying
access to their audience; you're also
sharing in the hard-earned credibility
that can guide, validate, and grow
your brand. Authentic, community-
driven recommendations directly
drive intention.

Creatorsrule the-
trust economy

Leverage YouTube Greator Partnershlps

Whether you need a global
superstar with millions of followers
or a niche expert, YouTube has the
perfect fit, with more than 3 million
vetted creators — each with their

own dedicated viewer communities.

When a creator talks about a brand
on YouTube, they are 13x more

likely to search for the brand and
5x times more likely to buy it.




Why the vet-and-verify loop
makes Youlube indispensable



fromaiscovery

Viewers rank YouTube for when they want to research,

vet, or make a clecision ahout a hrand

People come to YouTube with
intent: to be entertained, to
learn, and to decide. Faced with
endless choice, they use it to
discover something new, then vet
the specs and verify the quality
before they spend.
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03 — Where Minds Get Made Up

YouTube may not be most
marketers’ idea of a storefront. v 'I' h i t d th t th'

But increasingly t's exactly where SdY 1ouune muroauces temtuo new tmings
people discover the things they
want to buy. It collapses the
purchase journey into one place:
from awareness (87% say YouTube
introduces them to new things)

to consideration (90% use it to go
deeper on a topic they care about)
to the actual purchase decision (66%

say that YouTube helps them make
more confident shopping decisions).

@ @bIndsundoll4m;



Case study
Tasked with showing off Jimmy John's
new range of sandwiches without it
reading like a menu, creator Adam W
turned one of the restaurant company’s
sandwich shops into an absurdist fine-
dining experience — a comedy set piece
his audience actually wanted to watch. So
sandwiches were delivered by gondola and
flambéed tableside, and remained front and
center without it ever feeling like an ad.
Adam W summed up the impact best:
“For a brand deal to get millions of
views organically is kind of insane.”

higher CTR than non-influencer creative

more efficient CPV than non-influencer creative

Wateh e
‘P’IA[[ video here




@ YouTube 03 — Where Minds Get

1 for hoth quick
rchase decisions
td complex ones

Our study shows just how strongly
viewers feel about the platform
when they’re looking to spend.
They rank it #1 for when they want
to research, vet, or make a decision
about a brand, and #1 for purchases
both quick and complex. Whether
they're buying a new shade
of lipstick or an SUV,
YouTube is where
they go to shop.




0N YOUTUBE, | GOULD SEE

:
SOMECONE HANDLING IT
ANDWEARINGIT.
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Surveyed viewer ‘ f e M @Brookemonk

Male, U.S.
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to create,

capture, and convert demand

You no longer have to choose
between brand building and driving
performance. YouTube combines
higher intent with more purposeful
viewing — it's where brands break
through in culture while selling
products. Only YouTube has the
breadth of content to match
viewers' intent across the entire
journey and the tools to easily scale
creator partnerships and paid media
in one place.

Put your brand inside YouTube's
vet-and-verify loop to capture demand
and conversion in one place — a place
where viewers want to be entertained,
discover, and confidently decide.

Layering YouTube's ad solutions on

top of organic creator content drives
incremental views and increases iIROAS
by 16%. And combining Video Reach and
Video View campaigns with Demand Gen
can drive 32% more revenue.

Use Video Reach
campaigns to maximize
awareness and scale

your message in the
moments that matter.

Scale success hy layering YouTube paid solutions

Use Video View campaigns
to boost consideration and

get your story in front of
audiences most likely to
watch your ad.

erify

Use Demand Gen
to spark action and
connect with audiences

when they're most likely
to purchase.
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The Intent Advantage
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Ihe key takeaways

Drive

through a breadth of short-form and long-form
video that only YouTube can deliver

by partnering with creators that their
audiences — your customers — actually trust

Glose

by showing up where viewers vet, verify,
and buy

No other video platform does all
three; no other serves as the place
where the whole journey happens
— from first watch to final click.

As marketers and brands, it's time to
show up where and how audiences
expect you to: with the creators

they trust, in the moments
they choose.




