Where culture, creators,
and commerce collide
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> YouTube

Make the most
of the holiday
season on Youluhe

The holiday season brings intense pressure to get your brand in front of
the right audiences at the right moment. Consumers aren't just looking for
holiday gifts to buy; they are actively seeking inspiration for their menus,
holiday travel tips, holiday movie releases, and the confidence that they
are making the best choice in every scenario.

YouTube is essential to holiday shopping

On YouTube, audiences find this confidence through
purposeful viewing. The holiday season is no different.
Instead of passively scrolling, they are actively leaning
in, with

0 of shoppers saying they simply
/o could not do their holiday shopping

without Google and YouTube.

Because these viewers are highly focused, YouTube
ad placements rank #1 for attention compared to
streaming, social, and linear TV.?
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From inspiration to decision to action

During the entire holiday season, high-intent audiences
come to YouTube to discover what to buy.

@ of viewers say YouTuhe introduces
/ themto newthmgstheywouldn’t
0 have discovered on their own.

And as they narrow down their holiday options, the research
deepens. And audiences look to their favorite creators for
advice to help them decide where to spend their money.

0 of surveyed YouTube viewers state
/o that creators help them make More

confident purchase decisions.*

More confident purchases, faster

This combination of purposeful research and
trusted creators drives confident action, faster:

of holiday shoppers who use
07 YouTube report taking further
0 steps towardsapurchase after
watching arelated video.?

Read on to find out how YouTube can build
your brand and drive performance this
holiday season.
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What customers are saying

‘ ‘ Before huying a trampoline
set for my kids, | searched YouTube for
longer review videos that helped me
spot potential downsides that short
clips didn’t show, like setup time

and storage size. , ,

— Melissa, Gen Z
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the three intents
shaping the holiday
consumer journey

1.Plan

Audiences turn to
YouTube to prepare
for a stress-free
holiday season
and tune into
creator content
to be inspired.

2.Shop

WHEGERGEAC
seeking the best
deals or reviewing
options, audiences
with this intent are
diving deep and
making decisions.

3.Experience

To slow down and
connect, audiences
watch creator-led
entertainment that
celebrates every
aspect of the
holiday season.

With our trusted creators and powerful Al, you can convert
intentional research into actual purchases and bring your brand into
the heart of their holiday celebrations.
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Win the holiday sprint

with Demand Gen

During the holiday season, demand is at its peak. But solely capturing existing
demand isn’t enough. To help you create and convert demand and meet the
moment, we've outlined the YouTube Demand Gen Performance Four, your
essential guide to optimizing data, budgets, targeting, and creative variety.

| | ?
1 Buildarobust datafoundation y }wh;\\

Without a proper foundational data setup, you won't be able to fully activate Google Al
as your performance engine. Maximize your signal accuracy by implementing sitewide
tagging using Google Tag Gateway with PII or offline data imports.

2 Fuel Google Alwith conversion volume

Give Google Al the intelligence it needs to drive the results that you aim to achieve. Choose
the right bidding strategy and ensure your daily budgets are set high enough to capture at
least 50 conversions.

3 Discover high-value users with Al Targeting

Find your next high-value customer dynamically with Google Al targeting solutions. By
combining your first-party data seedlists solutions like optimized targeting and the new
customer acquisition (NCA) goal you can find high-converting audiences you may have missed.

4 Maximize reach through creative variety

Tell your brand's story across a variety of formats so you can maximize performance across

YouTube and Google inventory. Read more about why a diverse mix of at least three
vertical, square, and horizontal images and videos will supercharge your Demand Gen
campaigns.

Go deeper on the YouTube Performance 4 to unlock your next wave of growth.


https://business.google.com/in/accelerate/resources/articles/best-practices-for-high-performing-demand-gen-campaigns/?e=HighTrafficLaunches

© YouTube

Master creat

lveon

YouTube this holiday €

Protip

To unlock peak performance in Demand Gen, your foundation
is the Rule of 3: supply 3 images and 3 videos across 3 aspect

ratios—horizontal, vertical, and square—for every campaign.

Use YouTuhe Insights
toresonate with
shoppers

Map creative strategy to gifting
moments: Use YouTube Insights
to identify seasonal trends
around Black Friday and

Cyber Monday.

Identify top audiences on
YouTube: Discover new
audiences and learn more
about what they’re watching.

Leverage Creator-led genres:
Build around top performing
genres, like challenges, get ready
with me, DIY, with me, listicles
and more.

Build with
hrand and creators

Design a creative system,
complete with brand assets
and creators assets: Aim for
at least half of your assets
to be creator-led.

Work with creators across
verticals: Partner with a range
of creators across a variety

of verticals to reach new
audiences relevant to

your brand.

Build for organic: When brands
combine paid, earned and
owned on YouTube, they

increase iROAS by 16%.°

Unlock scale,
relevance and last-minute
demand opportunities
with Google Al

Edit, crop, and generate variations
of your holiday assets with
Google’s latest technology
including Gemini Omni and Nano
Banana in Asset Studio.

4 pro tips to get you started:

° Check out multimodal
video creation to help you
create videos from
scratch.

Swap image backgrounds
for more relevance with
Nano Banana.

Turn image-to-video with
Veo.

If you have no time to
create...Turn on Asset
Optimization, and allow
Google Ads to
automatically optimize.
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Fuel your campaign 5
with trusted creators

Q4 is about driving the decision and the sale, without breaking the bank. Don't start from
scratch — boost the creator partnerships you already have to convert demand, when it's
at its peak.

your existing creator assets

Get more out of the organic creator content and brand deals you've already executed
this year. Secure Brand Partner Access for your top-performing assets and amplify
them using Demand Gen and Video View Campaigns. Creator partnerships boost
delivered an average 30% increase in conversion lift for Demand Gen campaigns,
while maintaining CPA efficiency.

a50/50 asset mix for the holidays

Brand ad or creator content? Don't guess. Run your polished holiday
Brand-produced spots and your lo-fi creator assets inside the exact same ad group.
Then let Google's Al dynamically prioritize the highest-performing assets

to maximize your ROAS. When creator assets are introduced alongside traditional
brand ads, campaigns see dramatic incremental lifts.

with affiliate

While brand partnerships bring you deep into creator's communities, YouTube
Shopping affiliate campaigns turn YouTube into a creator-powered marketplace. Visit
the Google Merchant Center to find the creators who align best with your brand. Then
create groups of priority creators to set exclusive commission rates and initiate
product gifting to incentivize relevant creators.

pro tl Looking to build new YouTube creator partnerships?
p Go deeper with the



https://services.google.com/fh/files/misc/youtube_creator_marketing_playbook_build_edition_june2026.pdf

3 YouTube

There’s more to the
holicays on Youluhe

Ready to capture seasonal demand and drive sustained growth? Dive
into our vertical spotlights to uncover the holiday shopping behaviors,
trends, and content that are shaping consumer decisions across:

Retail
Consumer electronics
Travel
Media&e ntertainment

Automotive

Food & heverage
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What customers are saying

‘ ‘ YouTube works well Sl G
for my holiday shopping -/

hecause creatorstotallyget & 5
where I'matin the season. N

— Cassi, Gen Z
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During this early planning phase, audiences look to trusted creators
to help them curate their festive environments, update their winter

self-care routines, and plan gift lists in plenty of time.

Audiences seek out niche, highly targeted gift guides, such as
age-specific children's toys or non-toxic beauty products.
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Lifestyle and interior design creators
spark inspiration with “Luxury for
Less” DIY decor makeovers, showing
audiences exactly how to achieve
high-end holiday decoration and
festive tablescapes on a budget.

>
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https://www.youtube.com/watch?v=32qbw6f1NmI
https://www.youtube.com/watch?v=XnMAXAClTTk

> YouTube Retail Electronics

Seal the deal

To cut through holiday hype, shoppers
watch trusted creators unbox and rate
viral advent calendars and gift sets
with “Buy or Skip” reviews.

>

By blending entertainment with savvy
saving, creators guide their communities
through “designer vs. budget” comparisons
and retail price battles, helping them find the
best holiday deals.

>

Travel Media & ent Automotive Food & hev

Brick-and-mortar retail is also brought to
life on screen through gamified in-store
discovery challenges, where creators film
directly from the aisles to showcase
real-time find-and-seek traditions.

>
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https://www.youtube.com/watch?v=SZjTXS5a23Y
https://www.youtube.com/watch?v=SZjTXS5a23Y
https://www.youtube.com/watch?v=MdHwHYegWFA
https://www.youtube.com/watch?v=MdHwHYegWFA
https://www.youtube.com/watch?v=lMZGDGxOY_U
https://www.youtube.com/watch?v=lMZGDGxOY_U
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It'sawrap!

Once the main shopping rush is over, viewing
habits shift toward nostalgia and connection,
as audiences watch how their favorite creators
celebrate the season through Vlogmas videos
and festive get-ready-with-me styling guides.

£ (@ericahaha

o
2

>

This feeling of connection continues with
Christmas hauls and “What | Got” videos,
which audiences watch to share in the
excitement of unwrapping.

>

Rather than ending the purchase journey, this
late-season content sparks a second wave of
shopping, inspiring consumers with ideas on
how to spend holiday gift cards and navigate
end-of-year sales.

Proti Add to Demand Gen campaigns to turn your
p product catalog into a virtual storefront on YouTube.

15


https://www.youtube.com/watch?v=3AAP2QyIqeA
https://www.youtube.com/watch?v=_dFu__rIkXg
https://www.youtube.com/watch?v=_dFu__rIkXg
https://www.youtube.com/watch?v=3AAP2QyIqeA
https://support.google.com/google-ads/answer/13721750?hl=en&sjid=10932779912925204651-NA

> YouTube Retail Electronics Travel Media & ent Automotive

What customers are saying

‘ ‘ YouTube creators often
have hauls where theyshowa N
hunch of gifts and offer suggestions

1(® @melissametrano
i

— Amber, Gen Z
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Gase study

Creator-led storytelling drives
purchase intent for Walmart

Facing the high-pressure holiday
countdown, Walmart leveraged
and,
to
drive last-minute purchases through
authentic creator storytelling.
The 10-day sprint saw:

Walmart 3%

\ THE TEAM
GHT?

3 ol W 1
|

0 0 0 + Add 3 ‘ 3 N P

‘ . o w1 B
if: i DY N e M, D . THE D ERVI!{;L nn]lu:E, .
' O N < ‘Y | A e =
3 ar |
DT

| g s

=



> Youlube

Gonsumer
electronires




» YouTube Retail EHectronics Travel Media & ent Automotive Food & hev

Filter and find

The holiday season is the perfect time to find

a gift, whether it's for a loved one or something
you're self-gifting. Audiences come to YouTube
to hear what tech and electronics creators
have on their holiday wishlists, to see gift
guides, and two-thirds of them report they
make more confident purchase decisions

after watching creator content.

Black Friday and holiday deals are a powerful
opportunity for consumers to snag the tech
they've had on their wishlist. But cutting through
the noise and finding the best deals can feel
overwhelming. Which is why it's great when
someone you trust can do the hard work for you.
Audiences flock to curated videos sharing the
best deals of the season, across all tech and
electronics price points.

>
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https://www.youtube.com/watch?v=UeHVPuoOyqk
https://www.youtube.com/watch?v=UeHVPuoOyqk
https://www.youtube.com/watch?v=W1Q9mjBH4ls
https://www.youtube.com/watch?v=W1Q9mjBH4ls
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The holidays are a chance to bring color and light ,,«Lq
into - and outside of - homes in a big way. During censad 1"_‘;“.}- ) ).)
the holidays festive lighting content is extremely 3 '-»'Tﬂ‘ B I 3 ') )‘1

popular, with app-controlled and smart holiday

decor a favorite. This type of content is driving e o rrse TV
audiences to purchase: 68% of viewers state : S"'é : : —

that YouTube creators help them make more ’ : d E1 : ‘B
confident purchase decisions, outperforming = w é — i o l : *
every other platform.’ : T | & §

> @ @ChrisMaherDIY
p t- Add users who have engaged with and interacted with
ro Ip to your data seed list to maximize reach.

Case Study S 0 NY

Sony needed to build broad awareness while also
driving deeper product consideration. Partnering
with their agency, Tinuiti, they deployed a dual
strategy using Video Reach Campaigns (VRC)
for awareness and Video View Campaigns (VVC)
for consideration, minimizing overlap between
audiences. Sony was able to engage distinct
audiences in the right mindset, driving:

13.55% flitin relative recall

Visit AdvertiseN

- - ‘

Learn more sh
<5 op now
son Rl sponsored - electronics.sony D



https://www.youtube.com/watch?v=7JBUI4SF5sI
https://www.youtube.com/watch?v=7JBUI4SF5sI
https://support.google.com/google-ads/answer/2545661?hl=en-GB&sjid=16802174731925348365-NC
https://support.google.com/google-ads/answer/15265490

> YouTube

What customers are saying

‘ ‘ Before huying the ASUS
Vivohook 14,1 watched YouTuhe
reviews fromregular people

who had actually hought and
usedit. 8%

— Yaw, Gen Z

21
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» YouTube Retail Electronics Travel Media & ent Automotive Food & hev

Dreamand |
discover

When it comes to travel, consumers are driven by early
discovery and aspirational planning. To capture the
magic before they even book, they turn to YouTube
creators for immersive live streams and high-quality
4K walkthroughs. Live events like Christmas parades
at Disney Parks drives massive engagement, helping
families map out their perfect seasonal adventure.

>

Route to value

Whether preparing for winter family visits or 2027
getaways, travelers compare options and look for the best
deals. To make confident choices and reduce stress, they
turn to trusted creators for tips on destinations, easing
travel friction, and finding value to finalize their itineraries.

>
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https://www.youtube.com/watch?v=qb_l5WKKTyU
https://www.youtube.com/watch?v=qb_l5WKKTyU
https://www.youtube.com/watch?v=Xbc2VUcKPyo

» YouTube Retail Electronics Travel Media & ent Automotive Food & hev

Whether they are currently traveling or enjoying
the holidays vicariously from home, audiences
seek immersive holiday travel content that “N
transports them to seasonal destinations. With i

specific destination keywords driving massive I . Chrrstmas

interest. Audiences love to unwind and vy’ 'NQW YOl'k

experience the cozy, nostalgic magic of / ‘

seasonal travel alongside creators. 7 LoPr
/ \ ﬂ:_:_:

o«
pro ti creator partnerships and then use to
p turn creator assets into standout ads for Demand Gen campaigns.

Case Study AW AY

Away Travel needed to move beyond its core
audience to capture new customers and drive
immediate holiday sales. By meeting travelers
where they get inspired, on YouTube, Away
deployed a powerful combination of Demand Gen

and Creator Partnership Boosts. Amplifying
creator storytelling in the holiday season with
the power of YouTube's Al created:

18% 140%

liftinincremental  liftinadd-to-carts
sales tluring the holidays



https://www.youtube.com/watch?v=q41N9nVOxIE
https://www.youtube.com/watch?v=q41N9nVOxIE
https://support.google.com/google-ads/answer/15223349?hl=en
https://services.google.com/fh/files/misc/youtube_creator_marketing_playbook_build_edition_june2026.pdf
https://support.google.com/google-ads/answer/15223349?hl=en

> Youlube
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I's guides

If you're not a gamer, how do you know what to
buy a gamer? You turn to YouTube. Early in the
season, shoppers actively search keywords
combining “gaming” and “holiday gifts” to get
that special something for a loved one.
PlayStation successfully captured this early
discovery attention by launching its own “What
to buy the gamer who has everything?” holiday
gift guide, helping buyers map out their
purchases well ahead of the rush.

@WulffDen

>

Value quest

Once Black Friday hits, the focus shifts to
getting the most from your money. Gamers and
gift-buyers can feel overwhelmed in the face of
console bundles, subscription discounts, and
flash sales. To cut through the noise, shoppers
rely heavily on creator-led deal roundups and
deep-dive “Is it Worth it?" reviews. By comparing
hardware discounts and breaking down the true
value of Q4 game releases, creators give buyers
the reassurance they need.



https://www.youtube.com/watch?v=nB6gWiZTU4Q
https://www.youtube.com/watch?v=nB6gWiZTU4Q
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uf @stillwatchingnetflix

Pressp

The holiday season is all about relaxing with loved
ones, and for many, movies are a huge piece of that.
Movie creators drive massive engagement by
reviewing highly anticipated seasonal releases.
Audiences also love to unwind with nostalgic
listicles of favorite holiday films, or witness creators
setting the seasonal mood with movie marathons.

Whether it's Mariah or Boney M, Christmas music
dominates the season, with audiences keen to hear
their favorite festive pop picks year after year.

Protip:

Use a variety of video assets to tell your
brand's story across every surface. Follow
>

to achieve maximum performance.

Case Study mEH

Nex Playground needed to efficiently scale its reach to
new households during key seasonal periods. Knowing
that parents and kids enjoy watching YouTube on the
biggest screen in the house, the brand first drove
awareness via connected TV then used Demand Gen

to retarget those households with YouTube and Discover

conversion ads. By reaching families on mobile devices
while they were engaged with relevant content, Nex turned
big-screen discovery into immediate action, driving:

\l 3X increase in YoV sales

-l 4 higher conversion
X than primary socials



https://www.youtube.com/watch?v=H8TeSz3Xkw0
https://www.youtube.com/watch?v=H8TeSz3Xkw0
https://support.google.com/google-ads/answer/14733311?hl=en

> Youlube
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Research © B
theride S

Buying a car is a complex financial decision and research starts
well before the year-end sales. Buyers turn directly to YouTube,
the #1 platform for complex purchase decisions, to compare
models and specs. Creators guide them from initial curiosity to
confident consideration, helping them determine which vehicle

best suits their lifestyle. ‘ , .. v

4

As auto sales events occur, buyers pair keywords
like “Black Friday” and “Christmas” with high-intent
hashtags like #carbuying to find trusted advice
before they hit the showroom. By breaking down
the best year-end deals and teaching buyers how
to negotiate, creators give shoppers the clarity
and confidence to drive away with their beloved
new vehicle.

Lease from $719/month for 36 months
with $14,549 due at signing

GMC is asking for a down payment that could buy a decent used car, and the monthly
payment remains high. The only thing that makes this offer even somewhat
attractive is that deals on the Yukon's Chevy Tahoe sibling are equally scarce.

29


https://www.youtube.com/watch?v=jIYkeBkCNG4
https://www.youtube.com/watch?v=jIYkeBkCNG4
https://www.youtube.com/shorts/ZVd0SZjl01I
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Rulethero

The automotive experience no longer ends when you
drive out of the dealership. Modern drivers want to
experience their vehicle's full capabilities, especially
when manufacturers roll out software updates in Q4.
Creators feed this post-purchase excitement by testing
and reacting to tech updates, or by showcasing how to
get the best from your new vehicle.

| 2
& y @BrookesBuys

. Use to reach your ideal audience with relevant
Pr(] tlp keywords, URLs, and apps. Leverage to reach
new users similar to your existing high value customers.

Case Study general motors

General Motors needed to connect high-level brand
storytelling directly to bottom-line performance
- across its portfolio. To reach buyers from when they
b J ., ‘ start researching cars, to the moment they are ready
. L/ ¥ to buy, the automaker deployed a strategic mix of
‘. - high-impact premium formats and Al-powered
e . o — solutions like Demand Gen. General Motors
R : successfully turned engaged attention into

measurable revenue, delivering:

brands (Chevy, Buick, Cadillac, and GMC)

3 average ROl across all four of its ma&or
over atwo-year period


https://www.youtube.com/watch?v=57qZbTercVQ
https://www.youtube.com/watch?v=57qZbTercVQ
https://support.google.com/google-ads/answer/9805516?hl=en&sjid=10932779912925204651-NA
https://support.google.com/displayvideo/answer/15612398
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Map the men

A S v ":’ = = - | 2
ki, e ' A
’ bogti:. ‘ ©) ebingingwithbabish
't : ‘ ? : ‘ »- pe. m The holidays and food go hand-in-hand. Early in

the season, audiences look to be inspired

by holiday dinners, parties, and baking ideas.
With so much on, content that features
stress-free and make-ahead food is
particularly popular.

Jaste test

Black Friday and holiday deals are a powerful
opportunity for consumers to snag the tech
they've had on their wishlist. But cutting through
the noise and finding the best deals can feel
overwhelming. Which is why it's great when
someone you trust can do the hard work for you.
Audiences flock to curated videos sharing the
best deals of the season, across all tech and
electronics price points.

>
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https://www.youtube.com/watch?v=kaj9ygLpAsU
https://www.youtube.com/watch?v=w0pZ7MWajW8

» YouTube Retail Electronics Travel Media & ent Automotive Food &hev

Once the kitchen prep subsides, audiences
want to unwind and soak in the festive w4 @CocoaButter
atmosphere through holiday vlogs and lifestyle
content. Other audiences enjoy gamified food
challenges, hosting taste wars and international
holiday plate comparisons. This is an
opportunity to keep products and restaurants
top-of-mind, capturing this high intent as
viewers look for post-holiday inspiration.

>

. Boost engagement by adding dollar or percent-off discounts via
pro t||] . These appear as bold, clickable tags and can be
applied directly to existing campaigns.

Case Study ,Mondelez

International
To keep Philadelphia cream cheese top-of-mind for hosts
during the holiday season, Mondelez partnered with IMA
Ogilvy and six YouTube creators. The brand deployed
long-form and short-form creator content amplified by
Video Reach Campaigns (VRC) and Creator Ads. By boosting
authentic creator storytelling with paid media rather than

relying on brand-only assets, Mondelez achieved:
2 8 higher Shorts
0X view-through rate

9.6% B



https://www.youtube.com/watch?v=38V-iXzVdP4
https://www.youtube.com/watch?v=38V-iXzVdP4
https://support.google.com/google-ads/answer/7367521?hl=en

> YouTube
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Subscribe to the YouTuhe

to stay informed on the latest video marketing insights,
industry perspectives, and more.

Subscribe now

34



https://business.google.com/us/ad-solutions/youtube-ads/create-with-youtube/?e=72477625#:~:text=Get%20updates%20directly%20to%20your%20inbox
https://business.google.com/us/ad-solutions/youtube-ads/create-with-youtube/?e=72477625#:~:text=Get%20updates%20directly%20to%20your%20inbox
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Sources

1. Source: Google commissioned Ipsos Holiday Shopping,
Oct 2025-Jan 2026, Online Survey, US consumers 18+
who conducted Holiday shopping activities in the past
two days, n= 8237.

2. Full claim: According to meta analysis by Adelaide, in
the US, YouTube ad placements rank #1 in attention
versus ad placements on streaming, social, and linear
TV (US, 2026).

Source: Adelaide US attention meta analysis
commissioned by Google in 2026; Research spanned 36
placement types representing over 54.71B impressions
from 248 US campaigns across 92 advertisers from 30
verticals between 2025-2026; Adelaide’s attention metric
AU measures the likelihood of a placement to effectively
capture attention and generate impactful outcomes.

3. Full claim: According to a survey conducted by Kantar,
87% of surveyed viewers in the United States say that
YouTube introduces them to new things they wouldn't
have discovered on their own, outperforming other online
platforms (69%), which includes Facebook, Instagram,
TikTok, and Snapchat (US, Jan 2026).

Source: Google/Kantar, Future of Video, US, n=968
YouTube viewers, n=7621 weekly video viewers 18-64,
fielded from 12/10/2025-1/12/2026. Competitive set
includes 9 market competitors: Linear TV, Netflix,
Disney+, Amazon Prime Video, Max, Facebook,
Instagram, TikTok, Snapchat.

4. Full claim: According to a survey conducted by Kantar,
68% of surveyed viewers in the United States say
that creators on YouTube provide helpful context or
expertise that enable more confident purchase
decisions (US, Jan 2026).
Source: Google/Kantar, Future of Video, US, n=968
YouTube viewers, n=7621 weekly video viewers 18-64,
fielded from 12/10/2025-1/12/2026. Competitive set
includes 9 market competitors: Linear TV, Netflix,
Disney+, Amazon Prime Video, Max, Facebook,
Instagram, TikTok, Snapchat.

Full claim: According to a survey by Ipsos, 94% of
surveyed US holiday shoppers who use YouTube
report taking further steps towards purchase after
watching a related video. (Oct 2025-Jan 2026).
Source: Google commissioned Ipsos Holiday
Shopping, Oct 2025-Jan 2026, Online Survey, US
consumers 18+ who conducted Holiday shopping
activities in the past two days, n= 4391 and watched
videos on YouTube for shopping.

Full claim: According to a Meridian MMM study by
Google in the US, YouTube Ads drove incremental
views to organic content about a brand, making the
brand's investment more effective and increasing
iROAS by 16%.

Source: Meridian MMM study, US, UGC - Sep 23-Sep
25 GQV - Apr 23 - Apr ‘25, ~400 brands.

Full claim: According to a survey conducted by Kantar,
68% of surveyed viewers in the United States say

that creators on YouTube provide helpful context

or expertise that enable more confident purchase
decisions (US, Jan 2026).

Source: Google/Kantar, Future of Video, US, n=968
YouTube viewers, n=7621 weekly video viewers 18-64,
fielded from 12/10/2025-1/12/2026. Competitive set
includes 9 market competitors: Linear TV, Netflix,
Disney+, Amazon Prime Video, Max, Facebook,
Instagram, TikTok, Snapchat.




