Think with Google

The new way of watching:
Primetime is personal o
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Cord-cutting is on the rise, and video has become a big part of viewers'

The traditional concept of ‘primetime’, when viewers
would gather to watch a single screen at a specific
time, has evolved into an individualized experience,
across multiple screens and a wide variety of content.
In other words, ‘primetime’ used to mean popular.
Now, it means passion. Digital video has stepped in
to respond to the desire for highly personalized and
relevant content. Here's a look at how this landscape

is shifting in Canada and beyond.

Inside the new living room

Viewers, not networks, are now determining popular programming.

daily routines — in fact, YouTube has now reached 2 billion monthly

active users globally.’

5 Oo/ of Canadians aged 18-34 have cut the cord, a 40% decrease in cable subscriptions
> ° among this age group since 2014, according to Media in Technololgy (MTM)?
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The power of personalization

What's keeping viewers engaged and coming back time and again?
It's content that's highly relevant and personal to them. They're looking
to online video for content that responds to their needs, skill sets, state

of mind — essentially, the things they're passionate about.

> 6 O% of people watched YouTube content

8 content about passions is three times more
related to their passions in the past 24h° X

important than content with famous actors®

In the past year, watchtime in Canada
has increased significantlyin the following categories:
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Videos that inspire, content that motivates

Research has shown us that, now more than ever, the short-form and user-generated
content that viewers can find on YouTube delivers strongly on the personal needs of

connecting, reflecting and learning — and as a result, it drives action.

“I learned to bartend through YouTube.
| watched a 2-hour video, told my

manager, and now ['ve been doing it ¢

for a year with the company”

— Jenny, 25, Toronto, Canada

>7 in 10 Canadians feel empowered, motivated or confident
after learning something new from a YouTube video™

of Canadians say YouTube helps of Canadian shoppers say they've
> 9 O O/o them discover new products > 3 6 O/o purchased products that they've
or brands 14 discovered on YouTube 15

How to stay top of mind in personal primetime

An individualized, fragmented audience poses new challenges, but it also
opens the door to many opportunities to reach attentive viewers at scale.

Here are some best practices to navigate the new ways of watching.
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Reach the right audience Create authentic content Inspire people to take action
Use intent signals to make sure More than 60% of people say Viewers say they are motivated
your ads are reaching the that the content they watched by YouTube content, so help
people you want to speak to. on YouTube in the past 24 hours them discover and learn. Give
Consider this: Ads served with was related to something they're viewers a personal experience
intent signals alone have 30% passionate about.!” For today's so it's easy for them to take
higher consideration lift, and viewers, content that feels action — or even purchase —
40% higher purchase intent lift, relevant and relatable is more right from your video. More than
than when they're served using important than production value. 40% of global shoppers say
demographic signals alone.' they've purchased products that

they discovered on YouTube.
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