For the Big Game
and Beyond,

Canadians Turn
to YouTube

In the digital age, February's Big Game Is 76%
about so much more than what happens
on the field. It's about the anticipation, the

predictions, the ads, the halftime show, the
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snacks, the post-game analysis, and the
highlights. For all this and more,
Canadians turn to YouTube. before the game during the game after the game

PRE-GAME PREP GOES DIGITAL

Yummy Starts on YouTube.
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GAME TIME MEANS AD TIME

Big Game snhacks.

Kickoff signals the start of play on the field—and off.
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YouTube search volume in 2015

Is It Halftime Yet?
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WHEN THE CLOCK RUNS OUT, YOUTUBE STAYS ON
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