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YouTube has become an important part of the educational ecosystem, with millions of viewers seeking
informative videos and help with coursework. Educational YouTubers create this content, often balancing
pedagogical rigor and entertainment value. However, creators need not only to promote their content to
find viewers, but also to monetize. In this study, we explore the tensions educational YouTubers face when
making monetized educational content. We conduct a qualitative interview study with 12 popular educational
YouTubers about their monetization strategies, perceptions of YouTube’s algorithmic promotion of their
content, and conception of their audience. We find that educational YouTubers are largely driven by a desire to
share free and high-quality educational content, and that common monetization strategies like sponsorships
and clickbait sometimes interfere with this mission. We describe the careful strategies our participants use
to maintain educational integrity while making a living on an algorithmically-driven platform. We then use
these findings to draw parallels between YouTubers’ challenges with monetizing educational content and
the history of educational public broadcast in the United States, which has followed a similar trajectory. In
closing, we offer several recommendations for supporting educational YouTubers in creating the high-quality,
publicly accessible educational content that is appreciated by a worldwide audience.
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1 Introduction
Video is a versatile medium that has long been used for education and entertainment. In the United
States, local public broadcast stations have made a concerted effort toward creating educational
content to be broadcast on television for free to viewers across the country [43, 44, 69, 102, 104].With
the introduction of the internet, new opportunities arose for educational technologies, including
a new age of user-generated educational video. With increases in remote learning during the
Covid-19 pandemic, easy access to video education has only increased in importance [10, 86, 106].
While video is considered a powerful tool for learning [20, 77, 85], to survive in a competitive media
landscape general-access educational content has had to both educate and entertain.
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YouTube has become a dominant player in media, offering viewers a wide range of content
including over 35 million videos in the category of “Learning and Education” alone [25]. Through
the YouTube Partner Program, qualifying creators are able to monetize their content and strive
to make a living on the platform [56, 58, 59]. Previous work has explored how YouTubers broadly
monetize their content, highlighting the variety of strategies both on YouTube and beyond [47,
50, 53, 65, 150]. Specific work studied the pedagogical practices of educational YouTubers, often
dubbed “EduTubers” [35, 107, 141], but has not highlighted the tensions between these practices
and the necessity of monetization. We consider “edutainment” content on YouTube to broadly be
content that is designed to both teach an academic topic and entertain.
In this study, we explore the interplay between maintaining effective pedagogical practices

while supporting monetization and promotion on an algorithmic platform. We additionally take a
unique interdisciplinary approach and frame our understandings of commercialization within the
historical context of the financing of public broadcast in the United States [11, 32, 44, 64, 83, 104].
This framework allows us to understand the challenges and opportunities of educational content
on profit-driven platforms. We are able to build upon the historical context of public broadcast
television to understand the additional complexities creators face on an algorithmic platform like
YouTube. Specifically, our paper explores:

(1) What are the primary challenges of monetizing educational content on YouTube?
(2) How do educational creators understand the YouTube algorithm and their audience? How

does this influence their promotion and monetization strategies?
(3) How do educational YouTubers navigate the tensions between sharing high-quality educa-

tional content and monetization?
To better understand this landscape, we completed 12 semi-structured interviews with popular

educational YouTubers. We find that educational creators are motivated by a desire to share free
content broadly, but need to financially support themselves. Thus, they employ a diverse set of mon-
etization strategies (e.g., sponsorship, donations, merchandise) similar to public broadcast and other
monetizing creators on YouTube. Educational YouTubers must appeal to a complex recommendation
algorithm that promotes their content to viewers while contending with entertainment-focused
content. Our participants sometimes eschewed common monetization advice because they felt it
was at odds with their perceptions of educational content, and instead develop their own personal
standards for appropriate commercialization. Based on desires to share broadly (and freely) with
the world, educational creators employ a number of strategies including: appealing to the YouTube
algorithm and audience with clickbait that is thematically consistent with education (e.g., leveraging
trends, niche topics), declining sponsors that would call their educational value into question, and
not posting content with an important educational purpose behind a paywall.

We close with a discussion that explores the specific tensions of monetizing educational YouTube
content while highlighting the parallels between the history of public broadcasting and educational
content creation on a for-profit algorithmic platform. We find that educational YouTubers share
many of the values of early public access educational television, including the desire to share content
for free, to a diverse audience, and with limited advertising. However, due to the commercial nature
of YouTube, we also find that many of the funding challenges present on early public broadcast
are reflected in our participants’ experiences as well. While there are benefits to a monetization
strategy that leverages multiple platforms, we find that our participants are exhausted trying to
manage monetization and are under-utilizing some of the features built into YouTube. We discuss
several pathways to more stable funding for educational YouTubers and highlight where future
work can contribute to our understanding of educational creators’ optimal monetization strategies
on existing platforms.
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2 Background & Related Work
There have been long-running discussions about the line between educational content and en-
tertainment [23, 44, 102, 117, 119]. In this study we look at “edutainment”: educational content
designed to be entertaining. Edutainment spans multiple modalities including video games, tele-
vision, and physical toys [21]. We center our study on creators who make video content that
teaches concepts associated with traditional academic coursework.1 While Massive Open Online
Courses (MOOCs) (e.g., Khan Academy [2], Coursera [27], and university-affiliated programs like
MIT OpenCourseWare [103]) offer academic content (often) freely online, they are formalized and
structured similar to a class, sometimes even offering certifications for completion [28]. We focus
specifically on educational content that is made for YouTube, and the creators who use YouTube
as their primary platform. In particular, we look at creators who produce and distribute their
own content, rather than content that is distributed by a university, production studio, MOOC, or
established educational company.

2.1 Educational Content on YouTube
YouTube has become an important educational resource and gives educators an opportunity to
reach a variety of users. Students highlight the benefits of YouTube for studying for exams and
doing homework outside the classroom [8, 98, 145]. In 2023, YouTube even partnered with Arizona
State University and Crash Course, a popular YouTube channel, to create “Study Hall,” a paid
program that allows users to get college credit for taking intro courses hosted on YouTube [52, 81].
In 2024 YouTube developed modules for “media literacy education for teens” which is marketed
towards teachers to present to students in the classroom [96]. YouTube more generally is also
widely used in conventional educational settings [8, 10, 24, 45, 86, 98, 106, 111, 145].

Research (often framed under conventions of scientific communication) has sought to understand
the pedagogical practices of creators [12, 19, 20, 66, 77, 85, 107, 110, 123, 130, 145], including the
way creators engage audiences and effectively teach topics. For example, previous work has studied
educational creators themselves [6, 106, 109, 145] and, through an interview study, Xia et al.
understand educational creators to be motivated by an “intrinsic desire to learn and share” [145].
YouTube has consistently promoted the use of educational videos in the classroom and historically
compiled playlists of educational videos specifically geared towards educators [95]. Currently,
YouTube supports integration with several EdTech tools such as Quizlet and EdPuzzle, which allow
teachers to quiz students on content associated with a specific YouTube video [25].

2.2 Content Creation on YouTube
YouTube was launched in 2005 as an ad-free platform composed of user-generated videos [30,
34, 71, 105, 127]. After being acquired by Google, YouTube began to offer formalized payment
opportunities for creators (and corporations) while steadily increasing advertising directly on the
site [126, 129, 131, 132]. This set-up has allowed creators to support themselves even from the early
iterations of the program [126]. YouTube’s monetization system supports educational creators in
providing valuable resources for students, teachers, and those seeking educational entertainment.

2.2.1 Attention on an Algorithmic Platform. Like many media platforms, YouTube is an “attention
economy” [31]. Not only are educational YouTubers fighting for viewer attention against pure
entertainment content, they are also subjected to YouTube’s recommendation algorithm, which may
make or break a channel by deciding howmany viewers see the content. YouTube acknowledges that
1While the “Learning and Education” category on YouTube includes, e.g., DIY videos and cooking tutorials [25], we do not
include this content in our definition of “edutainment.” We additionally do not include video essays, which are thoughtfully
researched and produced but are generally not focused on traditional academic topics.
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recommendations are driven by “The Algorithm” [29]. These recommendations promote content
to more viewers and are thus directly linked with how profitable a video becomes [29, 58, 59].
To survive in this environment, creators on YouTube must complete “algorithmic labor” [89]
to understand best practices in addition to making videos [89, 143]. Users and creators can use
“everyday algorithm auditing” [121] (ranging from search to detailed analyses of the system) across
a multitude of platforms to develop folk theories [40] to guide their understanding of these different
systems and their interactions with different forms of content. Creators additionally lean on a
community of other content creators to learn about the algorithm [121]. Early measurements of
YouTube by researchers suggested the algorithm helped users access diverse content [149]; however,
more recent works show that viewers are being isolated from broad varieties of content [14] and
that creators augment their content to fit their perception of the algorithm [65, 89, 90, 113].

One way creators can engage with the recommendation environment is by producing clickbait.
Clickbait is designed to draw the attention and thus clicks of viewers [135, 147]. On YouTube
clickbait tactics are ubiquitous (in both general and educational content [78, 115, 136, 145]) and
commonly found in video titles and thumbnails which appear when viewers search or open their
homepage [55, 58]. Advice on how to make effective titles and thumbnails come from many sources
including YouTube, marketing agencies, and creators themselves [3, 58, 115, 136]. Building on
the prevalence of this advice, researchers have attempted to use machine learning quantify best
practices, finding some benefit to using “happy or surprised faces” in thumbnails [148] as well
as creating clickbait [78]. Some have even looked at the “automatic” [122] generation of title and
thumbnail for the best performance [84, 122, 144]. A/B testing of titles and thumbnails is prevalent
on the platform and as of June 2024 YouTube even rolled out a “Thumbnail Test & Compare” feature
to some creators [134].
Across YouTube, creators try to find ways to engage with monetization and promotion tactics

while maintaining audience satisfaction [67, 145]. Educational creators on YouTube must consider
both how to teach a topic but also play to what YouTube describes as an audience-driven algo-
rithm [29]. In addition to conventional teaching practices, creators leverage practices such as telling
a “good story” [66, 87] and fast pacing (including rapid talking and flashy visuals) [66, 123, 145].
In essence, educational YouTube creators rely on personality-driven content to appeal to both
educational and non-technical audiences alike [12, 24, 66, 85, 107, 123, 145]. Creators also promote
outside of the YouTube algorithm itself. These platforms are not always profitable but serve to
drive viewers to a platform that is, such as YouTube [88, 150].

2.2.2 Making Money on YouTube. Creators on YouTube are compensated by the platform through
the YouTube Partner Program (YPP). This revenue is directly dependent on viewer engagement
metrics such as click-through rate, watch time, and audience [56, 58, 59]. The YPP was introduced
in 2007 as an invitation-only (and then application-based) program alongside the first “YouTube
InVideo ads” [131, 132]. These ads were transparent banners along the bottom of partnered videos
and were generally considered to be minimally invasive and akin to advertising on television [70,
129, 131]. The prevalence of advertising has only become more invasive on the platform.

By 2008, YouTube introduced video ads that played before partnered content [70]. Currently,
YouTube offers AdSense (referred to as “Watch Time Ads” by YouTube [60]) to creators: commercials
that play before (“pre-roll”), during (“mid-roll”), or after (“post-roll”) the video [60]. These ads
function similar to a commercial break on television [56]. This style of advertising has persisted as
the dominant form of monetization for creators supported through YouTube [56].
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Creators have limited choices or knowledge of what commercials will play alongside their
video [30, 94, 112, 129]. By default, the YouTube algorithm sets the option for pre-roll and post-
roll advertisements on all videos (as of 2020 including on videos not part of the partner pro-
gram [133]) [56]. Mid-rolls can only be placed on partnered videos over 8 minute long and must be
opted into by creators [57]. As explored by Kopf et al., YouTube provides advice and recommenda-
tions on their blog to encourage specific behavior from creators [80]. In this context, creators can
select where to place ads (often to coincide with scripted breaks), but are encouraged to leave the
choice to the YouTube algorithm [57]. Furthermore, YouTube does not guarantee that ads will be
shown to all viewers [57], leaving creators with a lack of control [76, 113].
While ads are dominant, YouTube also offers a number of additional options for creators to

monetize their content on platform [56, 82]. Qualifying creators can be compensated directly by
viewers with the “Commerce Product Module” [56], which allows viewers to pay for customized
comments with “Super Thanks,” pay for monthly channel memberships, purchase merchandise,
and more [56, 82]. YouTube has begun to cultivate strategies that are similar to those found on
other platforms (see Section 2.2.4). As of August 2024, YouTube has begun offering creators optional
overlays on their videos with affiliate links to the external e-commerce platform Shopify [73].
YouTube additionally offers ways for creators to create online spaces for their fan community [138].
Viewers can also subscribe to YouTube Premium to remove ads platform-wide, and partnered
creators are compensated for Premium views [56, 82].

2.2.3 Restrictions on Monetization. Several factors can limit the ability for educational creators to
monetize. The Children’s Online Privacy Protection Rule (COPPA) [26, 54, 91, 112] restricts data
collection and advertising for any content that is understood to be made for kids [26, 54, 112].
For videos aimed at children under 13, YouTube restricts tools like the “Commerce Module” [56]
and limits the analytics collected, impeding the platform’s monetization structure [54, 91, 112]. To
mitigate some of these impacts, YouTube has occasionally helped fill these gaps in funding through
programs such as the “Kids Fund” [82].
Furthermore, third-party EdTech platforms do not track in-depth analytics [25, 26, 54]. The

views of creators’ content through these integrated platforms, such as Quizlet or EdPuzzle, are thus
effectively not monetized [25]. YouTube offers support for creators with videos on these platforms
through the “YouTube Player for Education” [25]. This player “delivers videos without ads, links, or
recommendations” [25] to educational tools and pays creators when their videos are viewed [25].

2.2.4 Monetizing Off Platform. Despite the success of the YouTube Partner Program and YouTube’s
expanding array of additional monetization features [73, 138], creators continue to use additional
monetization strategies [46, 126]. With fears of demonetization [9, 38, 65, 76, 112] (where content is
suppressed or ad support is removed) and the unpredictability of the algorithm [76], more creators
turn to alternative monetization strategies that do not go through the YouTube platform [65, 76,
100, 150]. Many of these strategies are in line with those used by conventional media such as
sponsorship deals, including sponsor call-outs and product placement [46, 79, 126]. Creators can
also include affiliate links to products on platforms (like Amazon) and get a small commission from
each sale [65]. Digital platforms also facilitate selling merchandise [65, 88] or taking donations [88].
Donations can be made to creators through general use platforms like PayPal but can also be set up
as monthly through a subscription service like Patreon [17, 51, 88] or Nebula, a streaming platform
founded by and focused on creators [101].

Educational creators have an additional means of making money: licensing content for education
on third-party learning object repositories (LORs). The content posted on these platforms, such as
BoClips [16] and Discovery Education [39], is edited to be ad- and sponsor-free. Clients, like schools
and textbook publishers, are able to subscribe to play videos from these curated platforms [16, 39].
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2.3 Challenges of Monetizing Educational YouTube
Previous work has argued that over time YouTube has moved closer to the structures of conventional
media [22, 30, 75, 94, 125, 137]. For example, Cunningham et al. argue that businesses aimed at
supporting creator monetization are an indicator of the formalization of the creator economy [30,
137]. Prior work has further studied the advertising landscape of the platform from the perspective
of advertisers [79, 139], creators [47, 50, 53, 65, 80, 150], and viewers [1, 7, 13].
Creators take on additional labor to engage with these diverse platforms [17, 51, 88]. Part of

this labor can come from managing an audience, both on a large scale between platforms and
one-on-one with viewers [17, 51, 88, 142]. To engage with an audience, some creators believe they
must become a brand [17, 51]. On subscription based platforms like Patreon, creators offer exclusive
paid perks (e.g., one-on-one meetings, exclusive Discord servers) that connect viewers directly with
a creator [17, 18, 51]. This additional labor can be taxing and result in burnout [146]. The excessive
time commitment and need for growth on YouTube has led some creators to stop making content
on the platform, including prominent EduTuber Tom Scott who announced their departure in a
video with over 11 million views (as of December 2024) [120].

Contributing to this stress are persistent concerns about demonetization [36, 38, 76, 89, 90]. While
previous work has studied educational on YouTube creators from the perspective of learning [12,
19, 20, 66, 77, 85, 107, 110, 123, 130, 145] and appeal to viewers [12, 24, 66, 85, 107, 123, 145], the
intersection of monetization and education is underexplored. Xia et al. [145], in studying the
promotional practices of science communicators on YouTube, find that some creators avoided
sponsorships that ran counter to their educational values. However, a broader investigation of how
a focus on educational legitimacy impacts monetization practices has not yet been conducted. In
an increasingly commercialized environment, we explore how creators balance desires to support
themselves and share with the world while maintaining their perception of educational legitimacy.

3 Methods
We conducted semi-structured interviews with educational YouTubers to understand how creators
create and fund educational content on a platform that hosts significant competition and requires
creators to vie for viewer attention. Interviews allowed us to ask about our participants’ monetiza-
tion strategies, their perceptions of the YouTube algorithm, and their personal considerations for
how to manage the tensions between turning a profit and maintaining educational integrity.

3.1 Interview Protocol
We designed a semi-structured interview protocol for educational content creators who post and
monetize on YouTube. Before the interview, participants were emailed a consent script for review.
At the beginning of the Zoom meeting, the interviewer reiterated that the meeting would be
recorded and that all questions were optional.

To begin, we asked participants about their background and initial experiences creating YouTube
content. We then prompted participants to think about three different types of content they created:
the most recent video in their conventional style, a video outside of their conventional style, and
a recent piece of content they posted on another platform. For each piece of content, we asked
a series of questions about how it was created and monetized. We also asked participants to
describe how they planned and perceived the algorithmic promotion of their content on YouTube
and other platforms they use. By asking about three distinct types of content, we were able to
explore our participants’ perceptions of audience engagement and monetization success based on
different content styles. Finally, creators were asked about their broad perceptions of how content is
promoted on YouTube and forward-looking questions about the platform. These questions provided
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creators the space to share more general thoughts about the platform and reflect on their future in
the industry. Our full interview protocol can be found in Appendix A.

3.2 Participant Recruitment
We sought creators who were making educational content on YouTube and had posted a public-
facing YouTube video with over 1,000 views (a specific benchmark to qualify for AdSense at the time
of interviews [56]). We define “educational content” as content intended to inform or explain and
covering traditional academic topics (math, science, history, and so on). Additionally, participants
had to be over 18. As part of our investigation seeks to identify parallels between public broadcasting
in the United States and YouTube, we also restricted participants to those residing in the United
States at the time of the interview.

In our recruitment materials, we advertised that we were a research team seeking to understand
the monetization of open-access educational content on YouTube. We distributed a screening
survey with questions about creators’ channel metrics and demographics through social media
and department email groups at our universities. We additionally reached out directly to over 200
educational YouTubers via the contact information on their YouTube channel and linked personal
sites. Participants were compensated $15/hour in the form of an Amazon gift card for their time,
and were also asked to distribute the study information to qualifying colleagues.
In total, we recruited 12 educational YouTubers between August and September 2023. While

conducting interviews, we began analysis and stopped recruiting when we reached thematic
saturation, i.e., no new themes were emerging from additional interviews. We found no qualifying
participants through social media and only one from academic mailing lists. The majority of our
participants (N = 11) came from direct outreach or snowball sampling. The participants we were
able to recruit were fairly homogeneous, particularly for race and gender. The majority of our
participants identified as white (N = 9). Additionally the majority of our participants identified as
men (N = 10). One participant identified as a woman and one participant identified as non-binary /
third gender. This reflects the gender demographics of major educational YouTubers in Spain [109].

Nearly half of participants (N = 5) relied solely on YouTube-related revenue for their income. Five
participants (one retired) work full-time creating educational YouTube videos, while six participants
create YouTube videos part-time while working another job. Of those with outside employment,
five work in education. The majority of participants (P2, P3, P4, P5, P6, P8, P10, P11) were already in
an academic setting when they began creating content. Three creators (P1, P2, P3) had a background
in film that supported their video creation skills. An overview of participants can be seen in Table 1.

3.3 Data Analysis
Audio recordings of each interview were sent to rev.com for transcription. Interviews lasted
between 42 and 68 minutes, with an average length of 54 minutes. One interview (P6) was broken
up over two days due to the participant experiencing technical difficulties during the first meeting.
To analyze the transcripts, we employed interpretative qualitative analysis using an iterative

open coding approach [118]. Two researchers read 2 interviews and independently generated
initial codebooks. They then met to discuss overlap and differences and generated a preliminary
set of codes. Through discussion, these codes were grouped into similar clusters and higher-level
themes were identified for each. One researcher then applied the preliminary codebook to 2–3
interviews at a time, and met with the second to review coding segments and ensure consistency
in the application of codes. Few themes were added after the initial codebook generation, but,
where necessary, new subcodes and themes were discussed in-depth until concepts converged to a
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stable codebook.2 Interviews were then recoded systematically in NVivo. Throughout findings, we
report the number of participants who shared a perspective as a way to indicate general prevalence
of themes. However, we emphasize that our study is qualitative and should not be used as a measure
of prevalence in the general population of educational YouTubers.

3.4 Ethical Considerations
Our study was determined to be exempt human subjects research by our university’s institutional
review board. YouTube creators are a sensitive population [140] by virtue of being publicly visible
and dependent on their reputations for their livelihoods. Therefore, we took care to protect the
identities of our participants. During recruitment, we respected YouTubers’ requests not to be
contacted for non-commercial purposes on their websites and channel pages. We followed best-
practices for ensuring participant privacy and safety, including allowing them to opt out of any
questions, obtaining explicit consent to record the interviews, and deidentifying transcripts before
analysis. Finally, as this is a relatively small population, we report channel statistics and topics with
light perturbations to reduce the chance of our reporting identifying information.

3.5 Limitations
We used snowball sampling to reach more participants, which likely favored more networked
creators. Since participating in research takes time away from content creation, our sample may
favor established creators who feel more strongly about the altruistic role of sharing educational
knowledge on YouTube. A number of newer channels responded to our request but were unable to
participate due to the large time commitment associated with channel and content development.
Although all creators we spoke to were at one point new to the platform, changes on YouTube over
time mean that we may have missed insights and challenges that are particularly relevant to smaller
creators today. Future work could specifically investigate creators at earlier stages of monetization.
Furthermore, all metrics were self-reported and it is possible that participants did not report their
comprehensive monetization schemes, possibly out of concern for revealing competitive strategies.

The majority of our participants identified as men (N = 10). While we do not have an overview
of YouTuber demographics in this space, this is consistent with prior studies of educational YouTu-
bers [109]. Additionally, most participants identified as white (N = 9). More work is needed to
understand the monetization and promotion challenges faced by minority educational YouTubers.

Finally, YouTube is a constantly changing platform with frequent updates to policies and moneti-
zation. This means that some of our observations may not be applicable if the monetization on
YouTube continues to change. Nevertheless, we believe we have captured general trends and values
of our participants, which will apply regardless of moderate changes in platform policy.

4 Results
We interviewed educational creators (N = 12) at a variety of channel sizes, channel ages, and fields
of content, as seen in Table 1. Participants highlighted their primary motivation as helping others
learn, but felt frustrated by ad payout and restrictions placed by YouTube (such as on content
for kids). To fund their work, creators have turned to sponsorships and multiple monetization
platforms. Creators feel that they make careful decisions to avoid undue commercial influence
when monetizing, making their monetization practices less straightforward than for other creators.
Nevertheless, participants remain on YouTube because it is the dominant platform and hope for
long term stability to continue making content with educational value and broad reach.

2Our final codebook can be found in the following OSF repository: https://osf.io/6243q/?view_only=
62ca5b8a40dd44c28f91720c3346c0e6
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P Type of Content Subscribers Employment Years on
YouTube

1 History <100k Full-time YouTuber 7–9
2 Computer Science <100k Professor 16–18
3 Science >1M Full-time YouTuber 10–12
4 Physics Education 100k–1M Part-Time Teacher 10–12
5 Environmental Science 100k–1M Professor 4–6
6 Science, History 100k–1M Teacher 4–6
7 Education N/A* Executive 7–9
8 Math >1M Full-time YouTuber 7–9
9 Science 100k–1M Retired Web Designer 4–6
10 Engineering >1M Full-time YouTuber 7–9
11 Math <100k Part-Time Teacher <2
12 Computer Science 100k–1M Industry Researcher 13–15

Table 1. YouTube data for each participant. ‘Type of Content’ refers to the dominant field a creator makes
videos within. ‘Subscribers’ refers to subscriber count of a participant’s main channel. ‘Employment’ refers to a
participant’s main source of income. ‘Years on YouTube’ refers to how many years a creator has been posting
educational content to YouTube. All metrics are reported from at time of interview, August–September 2023.
* Oversees channels ranging from 100K–1M subscribers to >10M subscribers

4.1 Educational Content Strategy and Style
The majority of creators (N = 9) made STEM-related content. While most participants (N = 10)
created content on their own, large established creators (P3, P7) worked with teams to pool ideas
and support creation on multiple channels. Distinct from other participants who focused on content
creation, P7 works in an administrative role overseeing numerous channels.

Participants used variety of video forms similar to those characterized by previous research [20,
107, 145]. P1 and P3 both employ drawings and animations instead of being on screen. P1 notes: “I
have a hard enough time just recording audio without being on camera.” P10 uses a whiteboard as
a visual aid. Other creators (P5, P8, P11) use animations and visuals to augment their script. P12
uses a tutorial style of content where they record their computer screen and type code in real time.
To highlight lesser-known concepts, P12 shows their face and explains the content directly to the
viewer. Meanwhile, P2 and P4 stick to a conventional lecture style.

4.2 Priorities of Educational Content Creators on YouTube
Our participants described several factors that they believe make educational YouTube content
creators. In addition to their content being informed by conventional educational practices, creators
were motivated by a love of learning and desire to share broadly with the world. These practices
inform how creators make their content and perceive their place on the platform.

4.2.1 Sharing Knowledge is a Primary Motivator. Some of our participants initially used YouTube
as a free platform to host content for traditional classes (P2, P4, P6). These creators did not
initially anticipate reaching a wide audience, but using the platform led them to consider how
to share content more broadly (P2, P4, P6). More generally, a central motivation for nearly every
participant (P1, P2, P3, P5, P6, P7, P8, P9, P10, P11, P12) was to effectively share information they
were passionate about with the world, a sentiment clearly expressed by P6: “I cannot imagine a life
in which I’m not like reading and telling people about the cool things that I read.”
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Making educational content was considered a “heroic effort” by P7. The “free, high-quality
educational content” (P7) created by participants was understood to fill gaps in education. Some
participants (P4, P7, P9) viewed their educational content as a public service distinct from en-
tertainment content. Creators felt that their content was too important to keep “private” (P8).
Some participants made content to aid with specific courses or exams, such as AP curriculum
(P4, P6). Others (P8, P11), particularly those creating math content, sought to disrupt educational
conventions by focusing on the why rather than “muscle memory” (P11).

Even though P3 relies on content creation for their income, they explain: “we don’t particularly
care what the YouTube algorithm wants, although it would probably be good for us as a business if
we did care.” Three participants who held a secondary job (P2, P4, P5) and one who was retired (P9)
noted that making videos was not about profit. P5 and P9 would consider remaining on the platform
even if it is no longer profitable; P9 would even consider staying if it ran at a slight cost. P5, who
has chosen to maintain a full-time job (see Section 4.6) despite being able to support themselves
with YouTube-related revenue, reflects:

“[if] YouTube stopped making me any money, um, and I would probably still make
videos (laughs). I just like making the videos. Um, don’t tell YouTube that.”

P2, who is employed full-time as a professor, is passionate about sharing open-source content
outside of their job. They have turned off AdSense for their educational videos, believing that
educational content should not be shown alongside advertisements. P2 additionally publishes extra
materials under the creative commons for broad use. This desire to share broadly has similarly
been characterized by Xia et al. [145].

4.2.2 Creators Invest Time and Money to Create “Quality” Content.

“I do an extraordinary amount of research. . . But then you can distill all that knowledge
in a 10-minute video. That’s insanely rewarding to people in that you can learn a ton
of information that would’ve taken maybe a week to research, but you don’t have to
do that research. All you have to do is watch a 10-minute video.” - P10

Creating “quality” content was extremely important to our participants. Though participants
acknowledged that what constitutes “quality” or “good” content is vague, they highlighted factors
such as the time put into thoughtful curation of the viewer experience (e.g., visual elements, clarity
of information (P5, P10)) and helping the audience “learn something” (P4, P8) through accurate
scripts (P3, P5). To support the creation of “quality” content, participants faced monetary expenses
for things like subscription editing services (P1, P3, P4, P5, P6, P8, P10, P11, P12), licensing sound
and visuals (P1, P11), and personnel to edit scripts (P1, P3, P7, P9) and videos (P3, P5, P7, P12).
Creators additionally stressed their substantial time commitment and “exhausting” (P10) production
schedules (P1, P10). P3 believes this time commitment is “not common on YouTube” but important
for high-quality educational content to maintain both engagement and accuracy. For example, two
participants reported taking time to verify the accuracy of their content through hired editors (P7)
or volunteer teachers who use the content in their classrooms (P4).

Estimates of the average length of time creators invest per video are difficult to determine. While
a large creator like MrBeast (334 Million subscribers as of December 2024) can spend hundreds
of hours on a single video with an editing team [63], other YouTubers have shared in community
forums that videos can take between several hours and upwards of 200 hours to create [114, 116].
Our participants tended to be on higher end of this range. P3, who works with a team, stated that
they collectively work “about 250 [hours] making each video.” P9, who works alone, spends 120
hours per video. This effort is not just creating content but includes administrative work, including
managing emails, monetization, and personal sites (P4, P8). Full time creators without large teams
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(P1, P9, P10) noted consistently working over 40 hours a week, while one participant noted working
over 30 hours a week on top of another job (P4).

4.2.3 Educational Creators are Collaborative on a Competitive Platform. Community allows creators
to learn new strategies about effective promotion and monetization. Participants sought out general
monetization advice by looking at the “examples of other creators” (P6) on YouTube, podcasts (P6),
and blogs (P11). Some creators (P6, P7, P8) used creator talent agents or organizations to understand
the platform. Personal connections to those in business additionally benefited creators (P5, P7,
P11, P12). Creator conferences, such as VidCon, allowed participants to network and learn new
strategies from both peers and experts in the industry (P1, P3, P6, P7, P8, P12). These strategies are
similar to those employed by a variety of YouTube creators [143].

However, our participants saw educational content as a distinct form of content that necessitates
targeted support. Creators have turned to other educational content creators for this advice (P1, P3,
P4, P5, P6, P8). As P4 explains: “what we do is so different from what other people do, even other
YouTube people” (P4). Participants believed they must maintain higher standards for their content
to maintain accuracy, limiting their ability to comfortably engage with profitable strategies (See
Section 4.3.2 and Section 4.5). Importantly, information about educational content is understood to
flow “pretty generously” (P5), despite the creators all trying to establish themselves on a crowded
and competitive platform. P1 states, “we all talk behind the scenes, we’re all collaborating” (P1).
Established creators (P: 3, 8) find substantial support from a small group of friends who started
YouTube at a similar time, while newer creators (P1, P4, P6) find support from larger online
community spaces, such as an educational creator Slack community (P4).

4.2.4 Creators Seek Out a Diverse Audience to Broadly Share Education. Educational creators try to
“appeal to [a] wider audience” (P12) to increase their viewership and revenue (P1, P3, P5, P7, P8, P9,
P10, P11, P12). One common strategy was to quickly highlight pertinent background information
but not be too repetitive for those with background knowledge (P1, P8, P9, P10, P12). Creators,
particularly those with history channels, focused on telling a story, making the video entertaining
to watch even if a viewer is already familiar with the topic (P1, P6, P7). Participants gauged who
their audience is using YouTube analytics (P6, P7, P8, P9, P10), comments on their videos, and even
surveys of their viewers (P1). P3 stated they are “constantly surprised by who watches [their] stuff.”

All participants were U.S.-based, but three participants (P3, P10, P12) explicitly sought out global
audiences, despite lower advertising payout rates (P10). These participants gave measurements
in metric units (P3, P11) and created additional channels to dub their videos into different lan-
guages (P3). P3 reported that videos on their dubbed channels have sometimes outperformed their
English language content.
However, participants were sometimes disappointed that they were unable to reach a more

diverse audience. Five participants (P6, P7, P8, P10, P12) reported that their video analytics showed
their viewers were mainly 25–35 years old and overwhelmingly male. Two participants (P3, P7),
who were full-time YouTubers, turned to external platforms like TikTok and Facebook to specifically
target women and younger viewers, despite limited monetization on these platforms. Additionally,
although some creators wanted to create content for younger audiences, there are particular
challenges with producing kids’ content (see Section 4.3.6).

4.3 “Ris[ing] Above the Noise”: Promoting Content on an Algorithmic Platform
While creators hope to appeal to a wide audience to support education, they also see a broad
audience as a way to increase their profit (P1, P3, P5, P7, P8, P9, P10, P11, P12). Participants believed
that appealing to the YouTube algorithm was an essential gateway for reaching a wide audience,
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including casual viewers who are not subscribed to their channel. P5 describes this as creating
content that is “interesting to the YouTube audience via the algorithm” (P5).

4.3.1 Understanding the Algorithm. As explored by Wu et al. for general online content creators,
perceptions of the algorithm can influence how creators make content [143]. Five participants
(four of whom were large and established) asserted that the key to success on YouTube was to
simply make “good” content that appeals to viewers (P3, P5, P8, P10, P11). These creators believe
YouTube’s recommendation algorithm is “just trying to figure out what you want to watch and
get you to click” (P5). Nevertheless, creators are inundated with advice from peers and YouTube
about how to best promote their videos and all of our participants employed some strategy. For
example, some participants made longer content to increase watch time (P5, P8), while others (P7)
continued to create short videos believing they are easier for the algorithm to promote. Although
some participants prioritized searchability (P6), like using technical language and popular keywords
in titles (P2, P4, P6) and video descriptions (P9), most content was understood to be recommended
at “the whims of the [YouTube] algorithm” (P3).

Participants sought to make sense of their strategies by looking at at YouTube analytics to see if
content was “hitting the algorithm” (P11) and pulling in viewers beyond their subscribers (P3, P6,
P11, P11). Creators felt urgency to pull viewers in before a video lost its “moment in the limelight”
(P11) with the YouTube promotion algorithm (P3, P11) or was de-prioritized after the algorithm
discovers it is lecture-focused content (P4). Participants sought ways to “rise above the noise” (P7)
of entertainment-focused content while maintaining their educational integrity, sometimes turning
to strategies like clickbait that they saw as at odds with what is educational.

4.3.2 Making Clickbait Work for Education.

“[T]his is Google’s game and I am a player and they make all the rules.” - P10
Clickbait is nearly inescapable on YouTube, particularly when grabbing viewer attention with a

title and thumbnail. Participants characterized clickbait as “sexy and sensational” (P12) content
designed with the sole purpose of getting more clicks on a video. Every participant believed
clickbait-style content was heavily promoted by the YouTube algorithm. Most participants (N = 10),
across income sources, expressed frustration with clickbait. Some even expressed disdain for using
these practices (P7, P9, P10, P11). Nevertheless, clickbait was seen as an important strategy and
nearly every participant (N = 10) admitted using “clickbait practices” (P11).

Strategies our participants identified as “clickbait” include playing on trends (P3, P5, P6, P7, P12),
inciting emotion (e.g., promoting negativity) (P3, P4, P10), and utilizing over the top claims or
visuals (e.g., edited images with bright backgrounds) (P7, P8, P9, P11, P12). Several participants
(P5, P7, P10) even conducted A/B testing on their titles and thumbnails and were able to see clear
differences in promotion. Though this practice is common among YouTubers [15, 68, 134], P10
used it as a way to conduct “everyday algorithm auditing” [121] to see if their perceptions of the
algorithm were true. They performed an A/B test on a positive and negative title for the same video
and reported the negative video got “10 times the views,” explaining “people like to click on things
that they can be mutually upset about.” Despite this experience, P10 keeps their content positive.
They are not interested in unnecessarily promoting negativity.

While these strategies could cause audiences to feel “lied to” (P11) in any genre of content,
participants felt that some of these tactics were directly at odds with “accurate” (P7) educational
information. Two participants (P2, P8), one who relied on YouTube for income (P8) and one who
did not (P2), stated explicitly that they do not intend to make clickbait content, situating themselves
away from “the things that people [who] are trying to make money do” (P2). Other creators (P7, P9,
P10, P11) expressed similar “contempt” (P11) towards clickbait, but felt it was essential since “you
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can’t survive without some degree of playing the game” (P11). P7 explains: “you’re trying to be
accurate and give the most information you can. And then that can kind of degrade the quality
of the thumbnail. So it’s something that we’re constantly kind of trying to realign with.” Some
tactics, such as thumbnails with over-the-top facial expressions, were considered to be effective
(and not fully unaligned with their values) but made some creators feel “cringey” (P12). To walk
this line, educational creators turn towards viewer-focused education-based strategies like creating
a “knowledge gap” (P7) or by “demonstrat[ing] something unexpected” (P11) in the thumbnail.
Participants also created “relatable” (P11) titles and thumbnails based on trends (P3, P5, P6, P7, P12).
These topics are informed by viewer suggestions (P9) and popular topics on the “Google research
tool” (P6) and social media (P3, P7). P7 notes going back to previous videos to update the title and
thumbnail to be relevant to current search trends. Incorporating trends allowed creators to directly
appeal to audiences without feeling like they were misleading viewers (P1, P3, P5, P6, P7, P11, P12).

4.3.3 “Leaving a Breadcrumb”: A Multi-Platform Promotion Approach to Pull in Viewers. Even when
using clickbait-style practices, participants found it hard to break out of their niche audience on
YouTube (P3, P6, P7, P9). For example, P9 hoped to engage with skeptics about impacts of climate
change, but believed the content was only shown to those with similar viewpoints (see Section 4.3.6).
While a variety of YouTubers use a “multi-platform” approach [88], having additional avenues for
promoting content is particularly important for educational creators who limit the strategies they
employ for promotion to maintain educational integrity. Beyond trying to appeal to the YouTube
algorithm, participants have turned to posting on unprofitable media platforms to lead a new
audience to ad-supported YouTube. P12 explains this strategy as “leaving a breadcrumb where other
folks might be looking more frequently than they are on the main stage platform” (P12).

These practices were discussed by both creators who relied on YouTube revenue and those who
were otherwise employed. Six participants (P3, P6, P7, P8, P9, P10, P12) described editing YouTube
content into a vertical format for scrolling on mobile platforms. Four creators (P7, P8, P9, P10) hired
editors to help “optimize” (P10) their videos for different platforms. Participants reported posting
content related to their YouTube channel on: TikTok (P3, P4, P5, P6, P7, P8, P9, P12), Facebook
(P3, P4, P7, P9, P10, P12), X (formerly Twitter) (P3, P4, P7, P10, P12), Instagram (P3, P4, P6, P7, P8,
P10, P12), Reddit (P3, P5, P9, P12), personal websites (P2, P4, P8), and Discord (P12). Only four
creators mentioned earning ad-supported revenue on these platforms (TikTok (P3, P7), X (P12),
and Facebook (P10)) and believed the payout was low. Creators hoped this led some new viewers
back to YouTube.

4.3.4 Making Consistent Content or Risk Losing Audience.

“Well, one of the best . . . pieces of advice that I got about, about community was, ‘Don’t
think of an algorithm, think of an audience.”’ - P10

Creators perceive that inconsistency in style or personality risks not only confusing their audience
but the algorithm as well. On the whole, the majority of participants (N = 10) felt like they did not
understand how the YouTube recommendation algorithm worked and felt at its “mercy” (P1, P7).
Even the large organization P7 works with “[doesn’t] have a lot of internal knowledge about best
practices” to understand its preferences.
With a lack of understanding of the YouTube algorithm, participants saw many novel choices

as precarious. Five creators (P1, P2, P7, P10, P12) expressed concerns over creating “behind-the-
scenes” (P10) content or changing the video “aesthetic” (P3). Six participants (P2, P3, P6, P7, P9,
P12) believed a single low-performing video would impact the overall performance of their channel.
Content that is “niche and fun and things like that” (P7) is either posted sparingly, sidelined to
paid platforms like Patreon (see Section 4.5.2), or not posted at all. Changes in “aesthetic” (P3),
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such as narrator (P9) or visual style (P3), had caused measurable drops in anticipated viewership
for the video for two creators (P3, P9). However, neither observed the long-term impacts to the
performance of their channels that they feared (P3, P9).
While creators were concerned about the algorithm, when considering consistency creators

generally focused on audience. With clickbait and posting on multiple platforms participants
sought to pull-in casual or new viewers. Maintaining consistency allows creators to maintain their
established audience (e.g., subscribers). Participants generally sought out a broad audience, but
some (P3, P6, P7, P11) found that their content was better suited to a niche group. After learning
more details about their audience, three creators (P3, P6, P7) broke up their content into multiple
channels to maintain consistency within the channels. By looking at analytics, P6 found they relied
on a “small dedicated audience” for their course-related work and a general audience for their
history of science content, prompting them to split their channel. P11, who is a newer creator,
created content geared towards “math enthusiasts” that assumed viewers had some prior knowledge,
but ultimately received confused comments from viewers. They have sectioned this content into
playlists and hopes to “attract more subscribers, more people who appreciate my content” (P11)
rather than focusing on a broad audience. P11 was still figuring out the best strategy.

Like other creators [17, 51], participants considered not only style but their own image. Creators
were concerned about alienating their “target audience” (P11) by making content that was personal
or controversial (e.g., political) (P1, P2) and naturally leaned towards remaining neutral (P1, P2, P3,
P11). P2 characterized themselves as a “brand” (P2) and believed they were unable to show “any
darkness, any frustration, any imperfection” without risk.

4.3.5 Keeping Viewers Watching: Reducing Frustration From AdSense. AdSense in-video ads were
widely used (N = 11) and were a central monetization strategy for smaller creators and those
newer to the platform (P6, P10, P11, P12). However, since AdSense advertisements play during and
between videos, creators must both hold their audience’s interest and fight the disruption of ads:
“time is valuable and people’s attention is short” (P2).

Four creators (P2, P5, P8, P11) expressed concerns about how advertisements could frustrate their
viewers. Participants noted getting advice to maximize profit through the algorithm (e.g., putting
more advertisements at the beginning of a video (P12), only selecting ads that viewers cannot
skip (P9)) but did not believe these strategies considered the impact on the audience. Midrolls,
advertisements that play during videos, were a contentious topic since they are conventionally
understood to increase revenue (P12), but risked users switching away from content (P7, P8, P9, P11).

In deciding how to best place ads, some participants (P4, P5, P6, P10, P12) relied on the YouTube
algorithm to choose. Other creators were less comfortable “letting the machine decide” (P6). Four
creators (P5, P7, P8, P10) crafted cliffhangers for their videos and manually selected midrolls at these
moments, hoping the educational experience is not disrupted and viewers will keep watching. Three
creators have turned off midrolls (P9, P11, P12) entirely to keep their videos “user-friendly” (P9) for
their audience. P2, who is employed outside of YouTube, disabled all advertisements due to fears
that they will inevitably disrupt the experience and lower educational value.

4.3.6 Handling Hard-to-Monetize Content. Sometimes the content that creators want to post is
not content they perceive will do well or be monetized by the platform. Demonetization has been
explored in research throughout the YouTube landscape [36, 38, 76, 89, 90]. P6 and P9 hoped to
create content on topics such as “eugenics” (P6), the “history of obstetrics and gynecology” (P6),
and the “devastation of climate change” (P9). However, they believed that YouTube discourages
these topics through demonetization and de-prioritization in recommendations, leading them to
decide against making these videos (P6, P9).
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Content aimed at kids was particularly challenging to create. Despite being motivated by broad
access to education, none of the creators we interviewed made content explicitly for kids (defined
as under 13). Being labeled as “for kids” would allow the content to be viewed on YouTube Kids,
a subsection of the platform that has heightened content restrictions [61, 91]. However, content
aimed at children is then subject to content and monetization restrictions due to COPPA. The
potential loss of income and trouble of compliance wasn’t worth it for many of our participants
(P4, P5, P7). Even large organizations struggle to meet these standards in a profitable way. P7, who
works with a large organization of creators, states “it is a hard space for kids’ content. Even though
I know there’s a huge demand. . . I’m a parent myself and my kids watch YouTube.”
P4 faces similar difficulties with their videos that are used by EdTech platforms with embed-

ded YouTube videos such as EdPuzzle. P4 understands that content is poorly monetized due to
restrictions on collecting and processing kids’ data. This means that the primary way to profit from
videos being used by such platforms is through YouTube Player for Education, which was only
mentioned by two participants (P4, P7) and details about the service were not well understood.

4.4 No Other Game in Town
“YouTube is king.” - P12

Participants (P2, P7, P8, P9, P12) perceived YouTube as the most important platform for online video
sharing. P2 explains: “It’s the place to see and be seen. And if you’re not on YouTube, then you
don’t exist.” P10 expressed surprise that there has not been a “natural competitor” to YouTube. Five
participants (P1, P3, P7, P10, P12) (four of whom (P1, P3, P7, P10) rely solely on content creation
for their income) have explored other platforms such as Daily Motion (P4), content exclusive for
Facebook (P4), and Vimeo (P2), while others ended up being “dying startup[s]” (P10). Other social
platforms like TikTok were difficult to monetize and turned limited profit (P6, P10, P12).
P7 even believes that YouTube has usurped television. Four participants continue to work

with other long form video platforms (P1, P3, P7, P12), podcasts (P7), and assisting on television
programming (P3). Evenwith exploring these other options, YouTube remains the preferred platform
for participants for access to viewers, ease of use, and profit outcomes.
Despite appreciating the platform, participants felt that YouTube does not acknowledge their

work as an important public educational service (P4, P7, P9) and underpay creators. P4 explains:

“I can’t tell you how many times I get some sort of communication from somebody
who’s like, at college somewhere, and they’re like, ‘I’m using your videos rather than
my teacher . . . that I’m paying all this money to.’ . . . It’s interesting how little value is
placed on YouTube educators by our society.”

Six participants (P3, P4, P5, P8, P9, P11) believed YouTube was taking a large cut of their ad profits.
Two (P3, P9) even believe their share of the payout could be decreasing. Other YouTube-based
options (e.g., YouTube Shorts, YouTube Premium (P5)) are also understood to have low payout. P10
perceives their long-form content makes “100 times more [than Shorts] on average.”

However, because of YouTube’s dominance, several participants (P4, P5, P7, P9, P12) noted their
reliance on the platform. For many, YouTube houses all of their content and substantial effort has
been made to understand it’s workings (P4, P9), making it difficult to move elsewhere. Participants
were not actively concerned in this moment, but P12 has taken to uploading backup copies of
videos to lesser known platforms. Participants noted concerns if something changed about YouTube
in the future, noting their livelihoods depended on this platform. P5 explains: “the next Google or
YouTube CEO could get greedy and change the deal, right? And make it less profitable for creators.
I mean, we’re sort of beholden in some ways to YouTube in that sense.”
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4.5 Monetizing Educational YouTube While Avoiding Commercialization
As discussed in Section 4.2, money is not our participants’ stated primary motivation. Nevertheless,
with the time and financial commitment of running a “quality” YouTube channel, creators depend
on the revenue from their work. Thus, participants’ ability to monetize their content was closely
related to their ability to continue doing what they love. While participants had complex feelings
about advertising on educational videos (P2, P4, P8, P9, P11), P2 (who is a full time professor) is
the only participant who turned AdSense off for their videos. Even with advertisements, most
participants were still not earning enough money directly from YouTube to survive.
Thus, our participants turned to diverse sources of income both on and off YouTube including

sponsorships and direct audience support, such as donations and subscription services. These
services pose additional considerations for participants, such as wanting to avoid burdening the
audience by asking for direct viewer support (P1, P10, P12). Participants developed personalized
monetization strategies based on their perception of their audience and their understanding of the
tension between monetization and education.

4.5.1 Sponsorships: Bring the Most Money, but can Influence Content. Sponsorships are seen as
the most desirable form of monetization for educational content creators, offering more stability
and higher profits than AdSense ads alone (P3, P5, P10, P12). Eight participants (P3, P5, P6, P7, P8,
P9, P10, P12), including those who financially relied on content creation and those who did not,
had partnered with sponsors. P11 had a call for their first sponsorship deal the morning of their
interview. Sponsorships are also seen as the most complex source of revenue for creators, since
they require skills associated with a “business” (P3, P12) relationship. Unlike other monetization
strategies where creators were able to be proactive, participants (P1, P5, P6, P9, P10, P12) must be
contacted by sponsors, as P9 describes: “I was just contacted, you know? It kinda fell on my lap.
Nobody told me about it.” Creators are left to parse through “mostly junk” (P5) offers to find fair
payment and a good sponsor fit.
Payment was often set by sponsors based on historical viewership (P5) and was set to limited

time frames (P8) [46]. This means that participants are not only subject to business negotiations
but also the unpredictability of the YouTube algorithm (P3, P5, P12). For example, content that
becomes popular outside of the sponsor’s contracted time frame still promotes the sponsor, but
generates no new profit for the creator. Two participants (P10, P12) believed they were met with
less “standardization” (P12) and lower payout per view than traditional television advertising.

Despite these frustrations, creators sometimes turned down sponsorship opportunities for reasons
other than the financial offer. Similar to what was found by Xia et al. [145], participants (P1, P3,
P5, P6, P10) are mindful of working with brands with similar values so as to not discredit their
educational content. P1 hopes to get a sponsor to “fill a huge hole in [their] monthly revenue,” and
explains that despite getting offers, “I’ve refrained from accepting them because either their offers
were too low or they have a bad reputation or I’m not comfortable with their product.”

Sponsors would sometimes have particular requests for how their product was introduced or
demonstrated. Participants were not always comfortable with these requests, since they could
blur the lines between educational and promotional content. Common requests included sponsor
breaks placed at integral parts of videos (P3, P9) and “smooth” (P5) transitions between educational
and paid content (P5, P12). Two participants (P10, P12) have integrated sponsored tools more
seamlessly into their videos akin to product placement [46] when the tools were relevant to the
content. However, the more integrated the advertisement, the greater the risk: if a sponsor drops or
changes their requirements last minute, creators are left scrambling (P10, P12).
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Some participants felt little agency in negotiations since they “need their money” (P9). More
established creators have been able to negotiate specific formats they believe are the least mislead-
ing (P3, P5, P7). These strategies include clear transitions (P3) and only having sponsorships at the
end of videos since “the people who stick around to the end of your video are the most likely to sign
up for whatever you’re pitching anyway” (P5). P8 expressed strong aversion to sponsorships and
was critical of the practice in general out of concern that sponsors could influence content. They
have made the decision to rely heavily on Patreon to ensure their content stays “sponsor-free” (P5).

4.5.2 Direct Support from Viewers. As discussed in Section 4.3.3, creators direct viewers from
multiple platforms to YouTube. Creators also link from YouTube to outside services that allow
for direct support from viewers. This might include single-time payments, such as merchandise,
as well as longer term support, like subscription services. Creators think critically about how to
leverage these strategies while reducing exclusivity.

One-Time Viewer Support: Donations and More.
“I basically about once or twice a year, I will make a video that basically begs for money
from people to support what I’m doing.” - P4

Donations are particularly appealing to creators since they allow for freedom in content (P10)
and allow viewers to show direct support for a creator (P2). Participants believed it has become
“exceedingly convenient” (P11) to set up donation services like PayPal (P4, P12) and Venmo (P1,
P4) since they do not require an application. Viewers may also already have accounts on these
platforms, making it easy to give. On platform, YouTube offers direct donations through Super
Thanks (P2, P3, P7) for qualifying creators on the YouTube Partner Program.

Participants expect these donations are coming from people they have helped, be it teachers who
used content in a class (P4) or students who learned something new (P2, P8). Though P2 does not
utilize AdSense, they promoted viewer support: “I’ve always felt like, um, the world needs more tip
jars.” Other participants (P1, P10, P12) perceived donations as placing a burden on their audience.
Some creators prefer one-time payments to involve tangible benefits. For example, several

channels managed by P7’s organization hold yearly fundraisers selling commemorative items at
high costs to viewers as a “memento of their support” rather than explicitly soliciting donations.
Other creators use Amazon affiliate links to topical items (e.g., books, tools used during a video) (P1,
P2, P10), links to a creator’s published book (P1, P2, P3), and channel-specific merchandise (e.g.,
shirts, stickers) (P1, P3, P4, P7, P8, P10). Participants believe Amazon affiliate products and their
books benefit viewers by allowing them to learn more about a topic. The six participants (P1, P3,
P4, P7, P8, P10) who sell merchandise rely on content creation for their income but none saw
merchandise as a major contributor. Creators believed selling unique or useful items (e.g., branded
notebooks (P8)), would appeal to their audiences and be more worthwhile for creators (P1, P7, P8).

Long Term Viewer Support: Subscription Services. All participants set up a way for viewers to
make regular, recurring payments to their channel. Patreon is the dominant subscription platform
and was used by every participant. Patreon enables “consistent” (P11) revenue where viewers
“pay-it-forward” (P8) for future videos to be created. The platform allows creators to offer monthly
“tiers” [108] of membership, which can include rewards such as exclusive content. For a larger
creator, like P8, revenue from Patreon supports keeping sponsors out of videos. Participants believed
that they were expected to have a Patreon. P1 created a Patreon even before monetizing on YouTube,
while P5 was prompted to create one by their viewers. Five creators (P1, P3, P4, P8, P9) with different
channel sizes and income dependency rely heavily on Patreon for their channel income, with P1
reporting that Patreon accounts for over 70% of their revenue. For three participants (P1, P5, P10)
Patreon is an interim measure to fill gaps until securing other funding.
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Most participants wanted to make sure that a subscription service did not lead to their content
becoming “more exclusive” (P10). Seven participants (P1, P5, P6, P7, P8, P9, P11) offer exclusive
content to subscribers, but thoughtfully consider not placing important content behind a paywall.
The most common “perk” was early access to videos before they are posted to YouTube (P1, P5,
P6, P7, P8, P11). While this perk is offered by many types of creators [65, 108], it was a way for
educational creators to maintain their commitment to public access. P11 explains that they prioritize
“reach and accessibility first.” In some cases, participants (P1, P6, P8, P9) even post rough drafts
of new content and solicit feedback from viewers. This arrangement allows creators to provide
viewers an opportunity to participate in the content creation process and gives creators insight into
how they can improve their content without holding back a finished product from a public audience.
When participants did post exclusive content they posted content that they did not believe needed
to be publicly available (e.g., vlogs, entertainment content, see Section 4.3.4) (P5, P6, P8).
Participants mostly assumed that Patreon members were generous viewers who want to show

support (P2, P5, P7, P8, P9), rather than subscribing for perks. P5 offers one-on-one interviews for
their highest subscription tier, though has found “hardly anybody ever takes me up on them” (P5).
While P7 found that stopping the time consuming task of shipping monthly physical perks (e.g.,
stickers) had little bearing on their managed channels’ Patreon revenue. However, participants (P2,
P11, P12) who did not provide any perks struggled to gain members.

Only two participants hosted content on Nebula, a competing platform that requires a monthly
subscription from viewers [101]. Similar to how participants use Patreon, the creators offer early
access to their content. These participants are additionally paid by Nebula to post exclusive
documentary-style content, but take care to not post the work they deem most important for
viewers. The support gained from being on this platform allowed creators to turn their attention
towards their main focus, their publicly accessible YouTube channel.

4.5.3 Paid Educational Content for Viewers and Schools. Unique to the educational space, par-
ticipants are able to sell materials directly to academic institutions. P2 and P4 leveraged their
experience as teachers to sell course-related materials. P2, a college professor, links to a paid online
course (hosted on Coursera) built on their YouTube videos that offers personalized support and
a completion certificate, allowing them to turn off advertising on their videos. P4, a high school
teacher, has joined other creators in selling review materials for common classes. They “don’t
really know how that’s going to be financially” (P4) since it was relatively new at the time of the
interview, but were optimistic.
Four participants (P3, P4, P7, P8), who rely on content creation for their income, license ad-

and sponsor-free content to educational video services like Boclips (P3, P4, P7, P8) and Discovery
Education (P4). P3 explains that these services enable their content to be shown in schools, online
textbooks, in-flight entertainment, and so on. P7 sees content licensing as a major benefit since
profit can be derived from a “video file that we already had from years ago.”

4.6 Longevity and Stability on an Algorithmic Platform
Participants perceived it was becoming increasingly difficult to become a creator due to the number
of “well-established channels” (P12) who have flooded the platform with content (P4, P9, P12).
Most participants dreamed of more stability on the platform (P1, P2, P3, P4, P5, P6, P7, P9, P12),
while those with employees hoped for consistent funding to support them (P3, P7). P6 believes
“survivorship bias” has influenced the dominant promotion strategies, which might not be best for
every creator. P1 found a “ceiling” to the benefits of these strategies once they became popular. New
creators (P1, P6, P12) are drawn to streaming platforms like Nebula for financial “insurance” (P1)
and ability to talk about important nuanced topics that could be demoted by the algorithm (P6) (see
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Section 4.3.6) [101]. P1 likened Nebula to a hard-to-break-into group of “the cool kids” with exclusive
networking events with prominent creators. Participants face similar difficulties with exclusive
application-based groups (e.g., DFTBA, a service to sell exclusive merchandise [33]),negotiating
sponsorship deals, and early knowledge of YouTube programs like the Player for Education (P4,
P7). It is not enough to simply be networked into part of the educational YouTube community.

YouTube is understood to be an unstable platform for payout (P2, P9, P11). Even using YouTube
analytics to glean how much they will make on a future video provides inconsistent insight (P11).
P9 is friends with a number of educational YouTubers who are getting views, but struggling to make
ends meet. This has led them to consider YouTube a “hobby” (P9) during retirement. P2 similarly
considers YouTube a “boost” to their career, rather than a career itself. P5 made the decision to
become a professor despite making enough to support themselves on YouTube, citing “healthcare,
a pension” and the hope for security from a tenured position.
P12 on the other hand, hopes they are able to transition from industry to making YouTube

content full time. Two participants (P7, P8) who work with YouTube full-time see YouTube as
the foundation of their careers going forward. P8 explains: “I don’t think YouTube is gonna go
anywhere, ’cause I think it’s kind of synonymous with the internet now” despite the “ebbs and
flows in terms of popularity of different sites.”
Many participants continue to seek “consistent and sustainable” (P11) educational content

careers (P1, P3, P11, P12). P11 hopes for stability in the next “two to three years” by employing
broad monetization strategies beyond YouTube alone. P1 is “finding that this is starting to bring
me opportunities to do other things.” In some cases participants who rely on content creation
income are seeking more conventional ways to monetize educational content, including speaking
engagements (P8), writing books (P1, P3), and pitching content for television (P1).

5 Discussion
Participants in our study were motivated by a desire to reach a diverse audience with free high-
quality content to support education. This desire is complicated by the attention-focused media
landscape of YouTube. Though this freedom to create has benefits, creators must findways to finance
their content. Funding publicly-accessible educational media has faced long running challenges
that can be seen through the history of public broadcasting in the United States. However, YouTube
seems to offer educational content a new path. In this section, we discuss how educational YouTubers
face similar funding challenges to educational public broadcast, but additionally experience the
challenges and benefits of a platform built on user-generated content.

5.1 The Sustainability of an Educational Public Service
In the United States, public broadcast television (PBS) has historically offered free access to pro-
gramming that is educational or provides non-commercial value for citizens [44, 72, 83, 119]. PBS is
partially funded by the U.S. federal taxes [11, 42, 102]. The public television broadcasting mandate
in the United States is informed by a number of values including (1) reaching a diverse audience, (2)
creating high-quality content, and (3) limiting advertising [43, 44, 69, 102, 104]. However, for both
financial and content reasons, the long-term outlook for public broadcast has been presented as
dire for decades [11, 32, 104]. Public broadcast has been framed as over-commercialized [64, 93] and
to be lacking content that is truly designed for the desires of the public [83, 104]. Numerous media
scholars have suggested that the solution for the longevity of audience-focused content is a move-
ment towards decentralization and independent media [11, 32, 64, 83, 93, 104]. New digital media
platforms, such as YouTube, have been noted as an alternative to traditional broadcast [49, 93].

Participants were in some ways realizing media scholars’ recommendations for decentralization
and independent media in support of the longevity of publicly accessible educational media [11, 32,
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64, 83, 93, 104]. Unlike public broadcast (with an uncertain future), participants were optimistic
about continuing to make content for YouTube. Our study finds that many of the values in public
broadcast were prized by our participants: educational creators aimed to create informative
and engaging content that is freely accessible and unimpeded by a paywall. For example,
when met with a homogeneous (e.g., white, male) audience on YouTube, participants turned to
other platforms even if they were not profitable with the goal of reaching a more diverse set of
viewers. Our study shows that the values and challenges of public broadcasting are shared by
educational YouTubers, who try to prioritize their values while making educational content that is
profitable on an entertainment platform.

5.2 Attention in a “Vast Wasteland”: Making Concessions to Survive
Like YouTube, television in the United States was not founded with learning in mind, leaving
educational content to adapt to the platform [44, 117]. Early educational programming consisted of
academic content (e.g., lectures, scientific visualizations), but was considered bland and received
low ratings [11, 23, 44, 69]. This educational content was vying for viewer attention in what
the chairman of the U.S. Federal Communications Commission Newt Minow called the “vast
wasteland” [97] of highly engaging game shows and sitcoms in 1961 [11, 23, 104]. When federal
funding for public broadcasting was formalized with the Broadcast Act of 1967, educational media
shifted from academic content to story-based “public television” programming like Sesame Street,
Electric Company, andMister Rogers’ Neighborhood which resonated with audiences [23, 32, 69, 119].

In some ways, YouTube has realized the goals of early public-access instructional programming
by bringing academically-oriented content into the home and into schools [8, 98, 145]. However,
educational YouTubers must compete for viewer attention in a similar landscape of endless enter-
tainment, in addition to appealing to the YouTube algorithm. Participants believed that employing
techniques related to entertainment (e.g., storytelling, fast talking, and flashy graphics [66, 123, 145])
has allowed them to engage the attention of a wide range of viewers. Previous work has highlighted
the effectiveness of these strategies for appealing to the audience [12, 24, 66, 85, 107, 123, 145] and
supporting learners in educational settings with storytelling [87].
However, under the attention economy of the YouTube algorithm, creators believe they must

also engage with over-the-top promotion to appeal to the algorithm and gain viewers to support
their ad revenue. Creators explicitly avoided tactics that caused them discomfort such as negativity
or content they deemed misleading. While clickbait-style titles and thumbnails are common on
YouTube [3, 115], participants were averse to the practice and even saw it as an affront to accurate
educational work. Although clickbait is not the only metric for audience engagement, it is a metric
that participants believed they had to play into within the current YouTube recommendation
environment. Participants leaned towards trends and unique topics that allow for clickbait-
style content without being deceitful to viewers.

Participants were interested in creating high-quality and time-intensive content for their viewers,
something that has even been discussed by entertainment creators as a basis for increased user
engagement [63]. Research suggests that in addition to clickbait, quality is an important factor in
long-term user engagement [67], though one not directly promoted by recommendation algorithms.
Platforms like YouTube should explicitly incentivize the creation of quality content and take quality
into greater consideration for promotion. Making this consideration for the platform could bring
benefit to creators and viewers. We suggest that platforms like YouTube explore how to implement
these strategies on their platforms.
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5.3 In an Informal Economy Creators Define Their Own Educational Standards
Federally-funded television programming has been subject to a number of restrictions (e.g., limited
time for sponsor messaging [41, 44, 69, 104, 124], limitations on the language used to promote
products [11, 32, 44, 64, 83, 104]) to maintain “noncommercial integrity” [124] and differentiate
public broadcast and commercial television. Over time, these restrictions have loosened to sustain
the service in an increasingly attention-driven environment [11, 32, 44, 64, 83, 104]. While user-
generated educational content is not regulated in a similar way, the decisions made by participants
surrounding monetization show a similar sentiment to the intentions of the regulations placed on
public broadcasting [43, 44, 69, 102, 104]: maintaining educational legitimacy. Creators on YouTube
are subject to an even more complex and denser attention environment than television, making the
need to compete and commercialize more imperative.
However, we found that participants effectively set their own standards for education and

knowingly limited their options for promotion and monetization. These standards are informed by
the broader educational YouTube community, but are also personal to each creator. Participants
worked to minimize advertising on their content even if it went against best practices for increased
profit (e.g., limiting mid-rolls, limiting non-skippable ads, changing content length [5]).

To support creators in making monetization decisions, we recommend that future work explore
the impacts of monetization on audience perceptions of truthfulness to help educational creators
decide on effective monetization strategies that limit the negative impact on educational content.
The idea of “trust” has been explored on YouTube, particularly in the context of misinformation
and disinformation. For example, viewers can perceive content as trustworthy when videos utilize
citations to other sources [4, 74]. Other research has looked at flagging the non-disclosure of
affiliate marketing within videos [128]. Better information on the boundaries of advertising and
truthfulness would help educational creators minimize the impact of advertising on educational
content. Furthermore, though there are benefits to the decentralized nature of YouTube for the
persistence of publicly accessible educational content, less regulation can make verifying claims
difficult. Public broadcasting is subject to some standards on educational content (particularly
for children) [41]. Researchers should consider not only perceptions of trust, but the impacts of
monetization truthfulness of content broadly.

5.4 Diverse Monetization in an Unstable Environment
While participants were not primarily driven by money, five participants relied solely on educa-
tional content creation for their livelihoods, making monetization a necessity. Though YouTube
is monetized, full-time content creators on YouTube are often not able to support themselves on
the revenue from YouTube alone. Content creators use a “multi-platform” [88] approach to draw
viewers to their primary monetized platform (i.e., YouTube) and leverage diverse off-platform
strategies to supplement their income [65, 76, 100, 150]: sponsorship deals, donations, merchandise,
and subscription services. While these strategies are broadly used in the educational space, they can
make limiting commercialization difficult.
Similar fears of commercialization influencing educational content have persisted across the

history of publicly accessible educational media [11, 32, 44, 64, 83, 104]. While YouTube revenue is
impacted by an unknowable algorithm, allocations of federal funding for public broadcasting are
limited and influenced by changes in political administration [72, 83]. Public broadcast stations
have thus sought out diverse funding similar to YouTubers: sponsorship deals, donations from
viewers [44, 83], branded merchandise [11], and partnering with subscription services [72].

Navigating numerous monetization strategies can be tiring for creators [17, 51, 88] and in some
cases lead to burnout [120, 146]. While none of our participants were considering leaving the
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platform, they desired more time to work on creating the educational content itself. Participants
imagined being funded by grants from the federal government or education-based foundations,
since they perceived their content as filling an important niche in education. Yet, the limitations
and lack of stability of grant funding turned public broadcasting towards alternative monetization
strategies [72, 83, 104]. Thus, it remains an open question if grant-style funding would give creators
the stability they seek.
Although most of our participants used external platforms to help financially support their

channels, YouTube itself already offers several of the same monetization features internally. For
example, YouTube has instantiated funds to support creators making content for kids in efforts to
allow creators to invest in content that is otherwise hard to monetize [82]. However, participants
were unclear about how to access these funds or make their content fit within the restrictions of
COPPA. The YouTube Player for Education offers creators who have videos embedded on student-
focused EdTech platforms (e.g., EdPuzzle) compensation even though advertisements are not shown.
While this theoretically fills a gap, it was only mentioned by two participants, suggesting it is
underutilized or not well known. Participants also expressed confusion over YouTube services for
direct viewer support such as “Super Thanks” and “Channel Memberships”, despite these programs
being established years before our interviews (since 2021 [92] and 2018 [99], respectively).
This lack of usage suggests that YouTube could improve its communication on how to qualify

and use these funding opportunities. Future work could explore more deeply why creators are
not engaging with existing YouTube services (e.g., channel memberships) and are instead moving
towards external platforms (e.g., Patreon) for similar functionality. At the same time, centralizing
funding on a single platform comes with risks mitigated by a multi-platform approach. While
our participants were not overly worried about their reliance on YouTube, other types of content
creators and platform workers have used platform diversification to defend against deplatforming
and shadow banning [37, 48, 88]. There exist some services targeted towards creators and businesses
to help manage posting and tracking performance across multiple platforms (e.g., Hootsuite [62]),
though these services are paid and could be expensive for individual creators. Future work could
explore how a diverse platform strategy could be less onerous to creators, e.g., through further
integration of external platforms with YouTube or new tools for multi-platform management.

5.5 Maintaining Public Access While Offering Subscriptions
One commonmonetization approach for both educational YouTubers and public broadcast is to offer
subscriptions. Subscription services allow for long-term direct support from a dedicated audience.
Some participants opted for subscription content to limit sponsorships or advertisements on their
videos. YouTubers making different genres of content also seek out subscription platforms like
Patreon for “stability” [51] and “autonomy” [17, 51, 88]. While subscriptions were understood to
reduce commercialization of content on YouTube, our participants raised concerns about creating a
financial barrier to educational materials.
Generally, on Patreon creators offer exclusive rewards and opportunities for direct interaction

with the creator [17, 51]. Our participants focused mainly on providing early access to content
when posting on subscription platforms like Patreon or Nebula to limit content placed behind
a paywall. Similarly, PBS has offered early access to Sesame Street through a partnership with
the streaming service HBO Max [72]. Some participants reported additionally making exclusive
documentary-style content for subscribers. Even though this content was exclusive, creators did
not post content behind a paywall that they felt could have an important educational
purpose. Instead, the content participants posted behind a paywall was about niche topics that
were generally not taught in academic settings or entertainment-style content (e.g., vlogs).
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This use of platforms like Patreon differs from other types of creators. Unlike the more per-
sonal connections creators developed with fans on subscription services [17, 51, 89, 142], our
participants reported limited one-on-one contact with their audience. Participants did not believe
highly exclusive content (e.g., monthly physical goods, one-on-one meetings) was necessary for
receiving support. Participants believed their supporters wanted them to spend time making new
public content. Future work could explore how educational YouTubers perceive their direct creator-
audience relationship. From our study, educational creators seem to create content on topics they
find interesting or would appeal to a broad audience, rather than content to appease financial sup-
porters. Understanding the relationship between educational creators, their paying audience, and
the content they create could further highlight the diverging experiences of educational creators.
In particular, this may illuminate opportunities for platforms like Patreon to better tailor their
platform to account for the various ways their users relate to their audiences.

6 Conclusion
While the concerns of commercialization have extended through the history of educational video,
YouTube creators face unique challenge on an algorithmic platform. After interviewing 12 popular
educational YouTubers, we find that while monetization and education are sometimes at odds,
participants used numerous monetization strategies to support their content. On an attention-driven
platform, participants worried that standard monetization approaches would threaten the integrity
and availability of their content. In response, creators have developed self-imposed strategies to
maintain the distinction between education and advertisements. We find that participants modified
popular monetization tactics to fit within their values (such as posting early access or rough draft
content on paid subscription platforms, rather than exclusive content).

We note that many of these trends mirror the history of public broadcast educational content in
the United States, where federal funding is insufficient and subject to change. Public access stations
similarly diversify their revenue streams while prioritizing free and accessible content for a broad
audience. However, participants often worked alone including managing multiple platforms and
building relationships with sponsors, on top of their content creation.
The decentralized nature of YouTube allows creators to set their own standards and serves as

a possible long-term platform for publicly accessible educational content. Educational creators
are able to survive on YouTube without grant-style funding and future work would need to be
completed to understand if this is a sustainable option. We suggest that YouTube continues to
provide an environment where creators are able to set their own priorities and limit the impacts of
commercialization. To support this environment, future work should look at how creators build
relationships with viewers and how platforms (like YouTube) can communicate programs more
effectively with creators. Though agency is beneficial to creators, it could also lead to deceitful
content. Further study of how monetization practices impact educational integrity and viewer trust
could help educational creators limit commercialization.
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A Interview Protocol
A.1 Introduction:
Hello, my name is [Interviewer Name] and I am a researcher at [University Affiliation]. Thank you
for taking the time to complete this interview. Our meeting today will allow us to better understand
how content creators understand the promotion of their content and how they monetize.
Today I will be asking you some questions about your monetization scheme. You can skip any

questions and we will move forward. We could also stop at any time. This meeting will be audio
recorded. This recording will be transcribed and then deleted. We expect the interview to take an
hour. You will be paid $15 an hour as an Amazon gift card.

Do you have any questions at this time?
Are you comfortable continuing with the interview?
I will begin audio recording the meeting now.

Warm-Up:

• How did you begin creating educational content on YouTube?
• When did you first start making money creating YouTube content?
– Where did you find this funding?

• Do you create YouTube videos full-time?
– How many hours a week do you spend creating YouTube content?
∗ Including planning and promotion. Everything to maintain your channel.

– Do you work any other jobs?
∗ How do you split your time between different platforms?

• Describe your content and how it is educational?
• What do you do to make your content entertaining?

Questions About Creator’s Specific Content:

• What was the most recent piece of content you have posted? [Decide if you want to ask
about it, or ask for another recent pieced of content]
– Could you describe the process behind creating and posting this content?
∗ If they do not answer it, followup with: What prompted you to create this piece of
content?

∗ What was the type of this content?
∗ Who was your intended audience?
∗ Who ended up being your audience?
∗ What had to be paid for to create this content?

· Did anyone help you pay for these resources?
∗ Was this content monetized?

· Could you describe what you did to make this content monetized?
∗ How do you think this content was promoted by the platform you posted it on?

· How do you feel about the ways your content is promoted?
∗ Could you describe any advice you got about gaining viewers that you utilized when
creating content like this?
· Where did you get this advice?

∗ Could you describe any advice you got about gaining profit with your content that you
utilized when creating content like this?
· Where did you get this advice?

• If previous is not Youtube content: What was the last YouTube video you posted about?
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– Could you describe the process behind creating and posting this content?
∗ If they do not answer it, followup with: What prompted you to create this piece of
content?

∗ What was the type of this content?
∗ Who was your intended audience?
∗ Who ended up being your audience?
∗ What had to be paid for to create this content?

· Did anyone help you pay for these resources?
∗ Was this content monetized?

· Could you describe what you did to make this content monetized?
∗ How do you think this content was promoted by the platform you posted it on?

· How do you feel about the ways your content is promoted?
∗ Could you describe any advice you got about gaining viewers that you utilized when
creating content like this?
· Where did you get this advice?

∗ Could you describe any advice you got about gaining profit with your content that you
utilized when creating content like this?
· Where did you get this advice?

• What was the last YouTube video you posted that was different from your conventional video
style?
– Could you describe the process behind creating and posting this content?
∗ If they do not answer it, followup with: What prompted you to create this piece of
content?

∗ What was the type of this content?
∗ Who was your intended audience?
∗ Who ended up being your audience?
∗ What had to be paid for to create this content?

· Did anyone help you pay for these resources?
∗ Was this content monetized?

· Could you describe what you did to make this content monetized?
∗ How do you think this content was promoted by the platform you posted it on?

· How do you feel about the ways your content is promoted?
∗ Could you describe any advice you got about gaining viewers that you utilized when
creating content like this?
· Where did you get this advice?

∗ Could you describe any advice you got about gaining profit with your content that you
utilized when creating content like this?
· Where did you get this advice?

General Perceptions of YouTube:

• What factors do you believe are favored on YouTube?
– Either:
∗ For getting viewers?
∗ For the promotion algorithm?

• Is there any content that you would not post on YouTube (that you would like to post)?
• At this moment, what is the most difficult aspect of monetizing your YouTube content?
• At this moment, what is the most beneficial resource for monetizing your YouTube content?
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– Follow up: Have you recently found any benefits to posting videos on platforms other than
YouTube?

• What is the most profitable monetization strategy you currently utilize?
Retrospective:

• What would you tell a friend with a mid-sized YouTube channel to do to maximize profit?
– Either:
∗ What would you do off platform?
∗ What would you do on the YouTube platform?

• What would you tell a friend to do to maximize profit from YouTube videos only utilizing the
YouTube platform and programs?

• How do your monetization strategies for creating a video today compare to your strategies
when you first started creating profitable content on YouTube?

Forward-looking:
• Do you see Youtube creation as a long-term career?
– What would you do if YouTube was no longer profitable?

• Have you ever considered moving your videos to another platform?
– How would you (or would you) maintain your audience when migrating to a new platform?

• How would you like your content to be funded in the perfect world?
Close-out:

• Is there anything else you would like to share regarding online video content and finances?
• Can we reach out to you with further questions?
• Do you know any other YouTube content creators who would be interested in participating
in our study?
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