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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 
Finland, combining sophisticated survey techniques and economic modelling.

Around one billion hours of YouTube videos are watched every day across the world.1 
In Finland, 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:

€41 million
to Finland’s GDP

2,400
FTE jobs across Finland

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 Finland-based 
YouTube users. We also surveyed 
780 creators and 500 businesses 
across Northern Europe,2 of which 
99 creators and 59 businesses were 
in Finland.

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.



 / HYDRAULIC PRESS CHANNEL
Seven years ago, Lauri Vuohensilta posted a video on 
YouTube of an unsuccessful attempt to fold a piece of 
paper seven times using his 140-ton hydraulic press. 
The popularity of the video encouraged the Finnish 
engineer and his wife Anni to carry on making and 
posting videos of them destroying everything from 
lumps of metal to milk cartons.

The couple now have three YouTube channels with a 
total of 3.2 million subscribers and their videos have 
been viewed some one billion times. The channels 
also generate a substantial income. While AdSense 
income makes up the bulk of this, Lauri and Anni 
have also earned income from brand deals. “I think 
we wouldn’t have been able to achieve our success 
so early without it,” Lauri says.

That success has brought wider economic and social benefits. They employ two part-time freelance 
workers to help with video production. The couple believe their science related videos have helped 
promote tech-related professions. The fact that Anni is an important figure on the channels shows 
that women can also participate in this field of work, they add.

Lauri, who provides a commentary on the experiments in English, says the videos have shown 
Finland can provide entertainment for viewers around the world. “I like that I am able to share 
Finnish culture with the rest of the world,” he says.

ENRICHING AND EXPORTING FINNISH CULTURE
YouTube’s creators 
find opportunities and 
economic success, both on 
and off the platform, within 
Finland and beyond.

61% of Finnish 
creators agreed that 
YouTube helps them 
export content to 
international audiences 
they wouldn’t otherwise 
have access to.

Over 80% of 
watch time on content 
produced by channels 
in Finland comes from 
outside of Finland.3

3. Source: YouTube internal data, June 2021

https://www.youtube.com/channel/UCcMDMoNu66_1Hwi5-MeiQgw


DRIVING CULTURAL DIVERSITY
YouTube’s accessibility offers 
opportunities for creators of all 
backgrounds from all over Finland by 
eliminating costs and circumventing 
traditional media processes. The 
diversity of this creator population is 
mirrored by YouTube’s highly diverse 
content library, which connects users 
with culture of all kinds.

82% of Finnish users 
agreed that YouTube is home 
to diverse content.

71% of Finnish users agreed 
that YouTube allows them to 
view content they can’t access 
through traditional media.

 / VALTTERI SANDBERG
Beauty and make-up blogger Valtteri Sandberg was 
inspired by his partner—established YouTuber naaG —to 
use the platform to bring his take on fashion, style and 
consumer products to a wider audience. Eight years on 
and he has almost 80,000 subscribers and his videos 
have received more than 14 million views.

The success of his YouTube channel enabled him to 
employ an assistant to help with editing, creating 
ideas, and negotiating brand deals. Having a platform 
on YouTube has enabled Valtteri to work with 
blue chip companies such as Coca-Cola and NYX 
Professional Makeup.

When the Covid-19 pandemic started, YouTube 
became his only source of income for a few months 
as planned events were cancelled. Creating videos 
helped him financially but also enabled him to give his 
audience a break from the tedium of  lockdown.

He also believes his videos have had a wider impact 
on Finnish society. By sharing aspects of his life and 
interests online through his videos, he has been able 
to reach out to support LGBTQ+ youth in Finland.

 [YouTube has] brought joy to 
everyday life. 

User, 45-54 years old, Turku

https://www.youtube.com/channel/UCVlEfBanbAsDr_cCZLc3SwA


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

87% of Finnish users reported that 
they use YouTube to gather information 
and knowledge.

81% of Finnish teachers who use 
YouTube stated they use content from 
YouTube in their lessons.

 / VILLE
When he launched his YouTube channel 
in 2015, Ville Mäkipelto was a doctoral 
researcher at the University of Helsinki 
and wanted to complement his work 
with something more creative and 
communicative.

His eponymous channel, which has the 
subtitle of ‘expeditions to the human 
mind and the world’, has attracted 121,000 
subscribers and his videos have been 
viewed more than 30 million times. Its 
success means that for the last two and 
a half years, YouTube has become his 
full-time profession. He is currently self-
employed but buys services from other 
freelancers and believes the channel will 
grow into a bigger business employing 
cinematographers and video editors.

His videos take a personal vlog-style approach to the issues that interest him—history, 
culture, psychology, religions, and science. Ville says YouTube has allowed him to build 
an active community of subscribers who are eager to learn more about humanity. He 
particularly likes hearing from students who have decided to pursue an academic path 
despite not being motivated to study at school. “This is the best feedback I can get,” he says.

A PLACE TO LEARN

 I have learned guitar for one year through 
YouTube! 

User, 25-34 years old, Tampere

 An easy way to learn new skills, almost anything! 

User, 35-44 years old, Jyväskylä

https://www.youtube.com/c/Viljamitz


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 Finnish 
economy—to estimate both the supply chain (indirect) 
and worker spending (induced) impacts. The model 
for Finland 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.
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