YouTube 1s Taiwan's Top Destination
for Online Video Content

YouTube is the first place digital Taiwanese turn to for the video content they love. Whether they're looking
for entertainment, for product information, or to learn something new, their top choice is YouTube. This
makes YouTube the perfect medium for brands to engage with their consumers. Is your brand there yet?
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YOU_Tube iS the top ChOiCG fOI' 58% of Taiwanese netizens prefer YouTube for

online video, compared with only 22% who

video content in Tailwan prefer other leading sites'’
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YouTube audiences are engaged
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