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Every day, YouTube helps people learn new skills, start businesses, create jobs, 
and enrich their lives. This study by Oxford Economics assesses the full economic, 
societal, and cultural impacts of the world’s most popular video-hosting website 
in Sweden, combining sophisticated survey techniques and economic modelling.

Around one billion hours of YouTube videos are watched every day across the world.1 
In Sweden, these views generate substantial revenues for YouTube creators and other 
businesses—which in turn support economic activity and jobs in their supply chains, 
and throughout the wider economy.

In 2020, we calculate that YouTube’s creative ecosystem contributed approximately:

€88 million
to Sweden’s GDP

3,300
FTE jobs across Sweden

1. Source: YouTube internal data, June 2021

2.  YouTube defines Northern Europe to include Belgium, Denmark, Estonia, Finland, 
Ireland, Luxembourg, the Netherlands, and Sweden.

OUR METHODOLOGY
Oxford Economics’ economic 
modelling used survey results and 
published data to estimate the 
contribution of YouTube to headline 
economic metrics such as GDP 
and employment. 

We undertook an anonymised 
survey of 2,000 Sweden-based 
YouTube users. We also surveyed 
780 creators and 500 businesses 
across Northern Europe,2 of which 
159 creators and 62 businesses were 
in Sweden.

Over the following pages, we 
present the results of our economic 
modelling and other key findings 
from our research. We also present 
a series of personalised case studies 
of successful YouTube creators.
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Creative entrepreneurs comprise YouTube creators with at least 10,000 subscribers 
to their largest channel, and those with fewer subscribers who either earn money 
directly from YouTube, earn money through their YouTube videos from other sources, 
or permanently employ others in support of their YouTube activities.

Note: Results exclude the economic contribution 
of YouTube’s own operations, and the benefits 
that businesses receive from increased sales as a 
result of advertising on YouTube.



 / JONNA JINTON
Swedish artist, musician, and filmmaker Jonna Jinton initially 
used YouTube to post videos to draw attention to her blogs 
about life in the rural north of the country. But when she 
realised her YouTube subscribers outnumbered the readers 
of her blog, she decided to switch to full-time videography 
and editing.

She now has 3.6 million YouTube subscribers and her videos 
have been viewed more than 300 million times. YouTube 
provides her main source of income and the revenues have 
helped her to grow her business, which employs three people, 
and her art and jewellery brand “Jonna Jinton Sweden”.

Her videos have had major cultural and social impacts. They 
have attracted strong interest from people in the culture 
and history of Sweden—some of whom she says were 
inspired to visit the country and even ended up migrating 
permanently. Jonna has also used her channel to reach 
out to people suffering from depression. This became 
particularly important during the Covid-19 pandemic, when 
she received thousands of comments from people saying 
her videos had helped them during lockdown.

AMPLIFYING AND EXPORTING SWEDISH CULTURE
YouTube’s accessibility offers 
opportunities for Swedish 
creators of all backgrounds to 
find an audience for their videos, 
both locally and internationally.

65% of Swedish 
creators agreed that 
YouTube helps them export 
content to international 
audiences they wouldn’t 
otherwise have access to.

In Sweden, over 1,000 
channels have more than 
100,000 subscribers, an 
increase of over 15%, year 
on year.3

3. Source: YouTube internal data, February 2022

https://www.youtube.com/user/JonnaJinton/featured


A DIVERSE LIBRARY OF CONTENT
YouTube makes it possible 
for anyone to be a creator. 
The diversity of this creator 
population is mirrored by 
YouTube’s highly diverse 
content library, which connects 
users with culture of all kinds.

79% of Swedish users 
agreed that YouTube is 
home to diverse content.

70% of Swedish users 
agreed that YouTube allows 
them to view content 
they can’t access through 
traditional media.

 / ANIS DON DEMINA
Swedish musician and TV personality Anis Don Demina 
has used his successful YouTube channel to grow his 
audience and engage his subscribers in the different 
parts of his career.

Over the last few years Anis has built up a subscriber 
base of 531,000 people while his videos have been 
viewed almost 150 million times.

This success has enabled him to build his business, 
which now has several employees and generates more 
than €500,000 a year in revenue. While YouTube 
provides a steady cash-flow with revenue via Adsense 
every month, the biggest share of his revenue comes 
from paid sponsorships.

Anis says that he takes giving back to the community 
very seriously. In May last year he worked with the 
World Wide Fund for Nature (WWF), the global 
conservation organisation, on a campaign that 
was featured on YouTube that saw Anis visit five 
Swedish cities by train to highlight problems such as 
overconsumption, climate change, and pollution.

https://www.youtube.com/c/AnisDonDemina/featured


YouTube empowers people of all 
ages to develop their personal 
and professional skills and 
deepen their knowledge. Swedish 
users turn to the platform every 
day to learn new hobbies, solve 
practical problems, and access a 
wealth of educational content.

85% of Swedish 
users reported that they 
use YouTube to gather 
information and knowledge.

63% of Swedish 
teachers who use YouTube 
stated they use content from 
YouTube in their lessons.

 / UPPDRAG MAT
In 2018 journalist Mauri Hermundsson did not know much 
about the restaurant industry but wanted to learn—and 
so decided to start a YouTube channel about food, with 
the support of his employer, the Swedish daily newspaper 
Aftonbladet. The channel, Uppdrag Mat, now has more than 
563,000 subscribers and its videos have been watched more 
than 100 million times. 

As well as a share of the revenue earned from adverts placed 
alongside the channel’s content, Uppdrag Mat generates 
income from external sponsors. While Mauri prepares each 
programme, his success has enabled him to hire someone to 
help him make the edits as well as a part-time photographer.

His channel has even brought benefits for businesses 
elsewhere in Sweden. For example, when he named a 
restaurant in Jönköping as Sweden’s best kebab house, it 
needed to hire two more people to cope with a 30 percent 
increase in customers after the episode went out.

Mauri uses his shows to educate Swedes about the world of 
food in all environments and from all perspectives of society. 
For example, one educational programme featured him 
eating with families with inherited short stature.

A PLACE TO LEARN

https://www.youtube.com/channel/UCXAjub1yM01dqjgJRG1nvsQ/featured


INSIGHTS FROM THE YOUTUBE COMMUNITY

 YouTube is absolutely fantastic with all the 
information and help and support videos to quickly 
learn interests and deepen knowledge and become 
more creative and feel better. I love YouTube. 

User, 25-34 years old, Motala

 You quickly realize that you are part 
of something bigger than your own 
channel, where you can grow together. 

Creator, 35-44 years old, Småland Med Öarna

 YouTube is an important tool for b2c 
marketing and it has been growing in 
recent years. It enables our business to 
communicate and showcase our offerings 
on a public platform... We can actually 
reach out to a niche audience who are 
looking for something specific. 

 [I] think you can find everything on 
YouTube which makes my life easier 
and happier. 

User, 45-54 years old, Helsingborg

 Listeners from other countries 
have contacted me (…) to hire me for 
concerts [or] musical appearances, or to 
book private lessons (online). 

Creator, 35-44 years old, Västsverige

 I have learnt a language at an advanced level 
almost completely for free with the best teachers 
you could imagine. I have also learnt about cultures 
and aspects of life that I would not otherwise have 
had the chance to find out about. 

User, 65-74 years old, Stockholm

 It can be educational and entertaining at the 
same time, as you do not have to sit for hours 
and read long paragraphs. 

Middle school teacher, Malmö

A PLACE TO LEARN A COMMUNITY OF USERS 
AND CREATORS

INSIGHTS FROM AN SME IN THE 
SWEDISH REAL ESTATE SECTOR



METHODOLOGY Q&A

How did we estimate the GDP contribution 
of YouTube’s creative ecosystem?

The total pay-out from YouTube in 2020 was estimated 
using results from our survey of Northern European 
content creators and published information on music 
industry revenues.

Off-platform revenues for creative entrepreneurs 
were estimated from the survey of Northern European 
creators. Off-platform revenues for music and media 
businesses were estimated from business survey 
responses from EU businesses.

We estimated the direct GDP contribution of creative 
entrepreneurs by subtracting intermediate costs 
from revenue associated with YouTube activity (the 
“production” approach). The direct GDP contribution of 
music and media companies was estimated by applying 
a standard GDP:output ratio to the revenue estimates.

We then used an input-output model—in essence, a table 
showing who buys what, and from whom, in the Swedish 
economy—to estimate both the supply chain (indirect) 
and worker spending (induced) impacts. The model 
for Sweden was drawn from Oxford Economics’ Global 
Impact Model, which is in turn based on OECD data.

Our results are presented on a gross basis: in other 
words, they do not consider what the resources used 
by content creators or stimulated by their expenditure 
could alternatively have been deployed to do.

Do the results exclude any activity 
connected with YouTube? 

Our estimates exclude the economic contribution 
of YouTube’s own operations, and the benefits that 
businesses receive from increased sales as a result 
of advertising on YouTube. 

How did we estimate the total jobs 
supported by YouTube?

Full-Time Equivalent (FTE) jobs supported amongst 
creative entrepreneurs were estimated from 
survey responses relating to the weekly hours 
spent working on YouTube. We only included 
responses from creative entrepreneurs who spend 
at least eight hours per week working on YouTube. 
Jobs supported amongst creative entrepreneurs’ 
permanent employees were also estimated from 
survey responses.

Jobs supported by media and music companies, 
and through indirect and induced impacts for 
all types of creator, were estimated by applying 
productivity assumptions to the GDP results.

Note: The case studies presented in this document 
are based on information provided by YouTube.

ABOUT OXFORD ECONOMICS
Oxford Economics was founded in 1981 as a commercial 
venture with Oxford University’s business college to 
provide economic forecasting and modelling to UK 
companies and financial institutions expanding abroad. 
Since then, we have become one of the world’s foremost 
independent global advisory firms, providing reports, 
forecasts and analytical tools on more than 200 countries, 
250 industrial sectors, and 7,000 cities and regions.

Headquartered in Oxford, England, with regional centres 
in New York, London, Frankfurt, and Singapore, Oxford 
Economics employs 400 full-time staff, including more 
than 250 professional economists, industry experts, and 
business editors. Our global team is highly skilled in a 
full range of research techniques and thought leadership 
capabilities from econometric modelling, scenario 
framing, and economic impact analysis to market 
surveys, case studies, expert panels, and web analytics.

Oxford Economics is a key adviser to corporate, 
financial and government decision-makers and thought 
leaders. Our worldwide client base now comprises over 
2,000 international organisations, including leading 
multinational companies and financial institutions; key 
government bodies and trade associations; and top 
universities, consultancies, and think tanks.


