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HE EdE ESHOAIE AMYS Pt
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MefM 2 E8H (2025-2026
OIT O CIAE 82 X108 SOt D10l SHEQ HGE AJCH, I HE2 SA 0=
S EH(YouTube)Jt Xiclatd ACH 2026 S IE= & MAHAUHA IIIE X2 REE AISXE
ERst2II2A,H=0 SHA SR 2B 22 S0 HA M ANEO| X AFSH
G20 HOZ XL 20250 U I FTOCR QGO REU 2) T2 H= M7 2129
34.1%01l &5+, 0l = 2+ 59 HOo| |2t A AL XHMAU)E 2/ 0|8HCH2 01248t Xl = 0]1=9
22954000 H=2 EN Mol 22, 8 MH SEE MEHHOWA 9 EDF XKl ot 8 A
EQASUEOR2LYUNUFTL OGO SEB A|E22024E H| 6.3%2 2t A RES
FO UASH |5t= 2 HFY
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,E0| 2HIY ENEO| MAIC 87%E It
<~ (Mobile-first) & 0 2

Oz RES 0| 58 U ASR APSHEN 45 24
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I RREAMNESNSY UASHESE =S 246HH 0l AIE0| 0L B0 HSHOIX &
= JACHL IS 2 AAE X 2152 25MI01 A 3441 AFO12 HETHE & X2l 30%(2F 12 4,700k
H)E XHXISHH, O FZ 18HI0I Al 24K DS 01 24%(2F 121 1,8000 H)2 B = Z D QUCH?

Z P‘*O§45/\1| Oletol AFE X E M2 80%E ot ) A0, 2t =2 A2lNO0IEHS 0 H=

2 AE Y LS NER JISEU> e 2X0AME 401 61.2%,
O#’\*OI 38.8%= LIEILI =22 HZ 0l Blof &2 AXIt ok ,LIDLZ‘EI AHOI O &
2IUOIE 2 ==It 40% SItotH e AIEUS2 20U E
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S 20| &= F A
QUCH?
FQNE S =X ZHA KIS ALE
ZELNEX S 52 ¥ (20254 102 JI &) M AHAAIF
SIHU AER E AESE 60.9% HA QB ABX B
SEZE IS HIE?
o2t S & E (YoY) +6.3% 202414 ThH| AF2 X B018
2
DY &5 IS 87.35% ADIEZE S8 Hat
AHIOLSEH?




HA AU QIR Al 722 0| A HOIJ|IZE LY BHR AIA
Al 2Hé
SEE ZR0IY B2E 0.2% (2 1008+ &) 229 B 3(4.95%) Uil
e S =2
AERES AE S22 2016E 2210 A X| 2(Reliance Jio)2l E& 015 M1 Z Ol 0l E
QIWESE ANEES 40l ot 2202 WEIAUCL UHH HEZ T Al(Tier-1)0
Z=C AU OO AH=O0IMEN-2L EIN-3XNO2 2AH5| 01S5tD JACH, 2
0129 65% It HZEBH= 0l (IR S S A9 U2 (Bharat) 0l2t E21H S EB A& MES
S20| T D QUCH 0SS S5t HEHHQHE AHZS U HZ 2L, IS 2=, EDA
N2ES LI AN SEFES MUY S22 AMZ AIE AFR X 98%It HEE
LIHLI M2 IS R AN SEEE LSS UD SHIH, 71%= SEE I} X429
2352 AANE BEot=e0 =82S =0 =204°

SE XY REE AHl= S5l S0I22 A4S 200 5 AT & 70%JF 2240 H %
AN A2 0ICHA SEEE RHE2CZ 0|E20l0], Sol =g Jl=, SAIEQ T 2, 0=
S4l(Vilage Food) 1t 22 60| H-22 2EHX (| =2 24 S 2L 0E2 IS s
ORAIQI TV CIXIE M E E26t= 01012212 2ES 2D A2 M, 2025 NHA| o1 0l
4% =30 KEZH E2 AN E A2 ==

A9 500 SEE MY ECS L JtH DelE 24

QIO M RESHE NEZT=E WE DICIO JIY =Xl A2 JHel 320 0IHE2
TAOIct=e LHAS ML UL 2 2L A EUH A H RFEHIL ARAS S&EOte 20 €al,
Ol = NSO SEHY OIS HSAIS0| 24 H2F X5 22| 2= (Bollywood) 2 &l < 9
TVAIPEJIBOZ RS2 AIHS &gt JACHY

[
Aol AP 1O &'%é OEU#IOH O'EV SET Indla(Son Entertainment Television) 2} Zee Music
Company S Al TVEE GHOI2I0IE S4 RAYHICLE Soll =< Hol AlE
AUCLM0IHE HE MHEZSS LS AR AIZAS B RGIH AES =2 25222 g4AstCH"

S22 2026F 22 D=, =0l A OHE S &S Ue 495000 RFE ME 2 =2 HO0IEO0ICH

=7 Heg =2 Jtel el ==Xk = SH X3




1 MrBeast SH/IEN 468.5 112.0
2 T-Series SL/HA 310.6 331.6
3 SET India A/AEHH OIS 188.6 186.1
E
4 Zee Music = H/CHA 122.5 86.0
Company
5 Goldmines A3t 109.4 48.0
6 Sony SAB A/AEHEH OIS 105.5 139.9
E
7 Alan's Universe /A AKX 99.6 60.0
8 Zee TV SAIEX 97.2 113.4
9 BANGTANTV olrel 82.3 42.0
S0l
10 KL BRO Biju IS/ A& 81.7 92.0
Rithvik
11 T-Series Bhakti sS24/sSW 81.5 45.8
Sagar
12 ZAMZAM L2/ 0 81.3 41.5
BROTHERS
13 5-Minute DIY/& & 80.9 28.4
Crafts
14 Tips Official S/ A 80.7 34.0
15 UR - Cristiano H&E/2H0l A 78.2 12.0

Et




16 Aaj Tak FAAE X 74.7 42.0

17 Shemaroo Filmi | 3/ 74.2 70.0
Gaane

18 ISSEI/ Lyt LY S M/DIY 73.2 45.0

19 YRF A3t 71.4 58.0

20 Sony Music = e 2 70.1 55.0
India

21 Wave Music N 69.5 48.0

(BEX2=E2l0)

22 Anaya Kandhal | Jt=/DIY 67.9 35.0

23 PANDA BOI s=/80 62.5 28.0

24 Shemaroo A SHAEH QI 61.4 450

HE

25 Saregama SA/HA 61.0 32.0
Music

26 Dangal TV & 59.8 53.9
Channel

27 Acharya AZ/I I H 58.7 4.7
Prashant

28 StarPlus IS/ A 56.2 64.2

29 Real fools =0 52.7 18.9
shorts

30 Ishtar Music =20/ A 52.5 26.4




31 BETER BOCUK FO/EEZ 51.9 15.2

32 T-Series A st 51.9 38.4
Classics

33 Techno HICI2 A 50.1 15.3
Gamerz

34 Dushyant DIY/Ot = 49.9 18.0
kukreja

35 ABP NEWS FAIEX 49.8 32.0

36 MR. INDIAN sl = 49.3 12.0
HACKER

37 BeatboxJCOP SA/HA 49.2 10.5

38 Speed Records | S/HA 48.3 25.0

39 Shorts Break = H/DIY 48.3 22.0

40 Sony PAL Ol AE2 47.2 35.0

41 Ultra =kl 46.6 38.0
Bollywood

42 Priyal Kukreja 2A E0lz0 46.0 15.0

43 Gaane Sune S/HA 45.6 28.0
Ansune

44 Akshay el 455 12.0
Nagwadiya S0l

45 CarryMinati RO/I2AE 45.3 4.5

46 Total Gaming HICI2 A 45.3 8.5




47 Gulshan Kalra =1L 4 42.3 21.5

48 Zee News FAIEX 42.0 30.3

49 Rajshri &5t 41.0 19.8

50 T-Series Apna S/ A 40.8 28.7
Punjab

el Aelulole e Fal Z=22| CHE gt

WHO = AEHHQIHE} HIA IR SSSAS JHl 22lN0IE S H=It20264E S =
MAHIOIH E 2l Y (Sustainable Living), St0IIH-22 " A, § W& DIY ZZ2HME SOZ 2
CH¥ol 8 Cr.7 CarryMinati(Ajey Nagar) @t 22 A G Xl& SO M € 0l L Techno Gamerz, Total
Gamingt Z2 A MHES st I Y2EE EH HS o 2SE HRLIEISE EH5HH
SMESE D QAL =3 Total Gaming2l 2 =2 2l (Face Reveal) 0] 8l E = 3,7008 H 9
+=Xt= AMOIOIA ACHEE 2FHIDF 2 A EH Ole ol& A XIE0] 221001 Ef 2k2) Il H ol
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OIEol A2lGIOIe BAlet Bl ALIA 24
ZH E I 24 & (Contentpreneurship)
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O Z DTS2 EF0I 0l A HF O A D] QIEHCH
2HE = IH D2l Ol & RPM (2! &= Ol & CPM (2 &= =k
&) =)
SEE =X $0.01-$0.08 $0.02 - $0.15 =2 23| fH|
(Shorts) e Aoy 27
S 2 (Music) $0.75 $1.36 JHE =& 0l Lt
™| xlgs ¥
AIHHICIHE/IS=2 $1.00 $1.82 ZHAS =Y H
&8 20
H ' (Gaming) $2.50 $4.55 =2 AEX
EHEA =LY
1W< (Education) $5.00 $9.09 =2 JIXI2 2 Al E
A2t st %
=3/CIAE 0tAE $8.00 - $20.00 $14.55 - $36.36 =2 2A4E2
JI28t= LIXI Y
2D oz =ME0 HEI S0 HEE2 21 A2I00IEHHS2 BEHHE Z(Brand
Deal)Oll 2/ &ESHCEH QI BHEO 2% I CIEZAHAN OHAHE oAt S EHEID JU2H, E6
Ol HMH A(23%) 2 FMCG(19%) At 0] O] A &S F=Eo6t1D % Ch2 20244 5t 5ff SOt REE
Al OlEf MEFH O 01 = GDPOl J1 04 &t 2H 2 16,000 S 1| (2F 16,000 cr) 0] 40104, 01
S5 930 D Ol &S] AR E A X2 It RS E AL
CIZE=20N &Y HIE JI0IE
QIC A CIEZAHANQ SOl s 228 BC =S 22 HESE )t 2XE 0lolol Of
SHCEO L o1 Z 2 A A (IK~10K)= O |H-2Z EAE ) =2 20 S(8~12%)= M 20ot=
B BIDI I ZE2AM(IMA)=E S EQI QXE 2 MIAE R=5t= Ol Relstih”
IEZAHA 2EA £ SEB ¢ KREENE SEE ==X
S AA (1-22) A (EA) (Shorts)
LI = (Nano) 1K - 10K 23,000 - 35,000 - 32,000 -
38,000 215,000 35,000




o122 10K - 100K 210,000 - 20,000 - 38,000 -
(Micro) 350,000 21,20,000 330,000
Ol SEI 100K - 500K 350,000 - %1,50,000 - 330,000 -
(Mid-Tier) %2,00,000 %5,00,000 %1,00,000
02 2 (Macro) | 500K - 1M 32,00,000 - 35,00,000 - 31,00,000 -
%8,00,000 R25,00,000+ %3,00,000
0l Ot M+ 38,00,000+ 325,00,000 - 33,00,000+
(Mega/Celeb) R1Cr+
S0l HH A, 1,0l 20t A2I0O0IHS2 LB AHHEI QI HEZCCH20~50% U =&
HES Q76 20l UA2H, SHIOIAL 22 HEAIQ 0012 UEFHN= X
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b XIS A O (Vernacular Language) 2 &
SO =S WEH 22 = JAUS HIZ2
TESH7M SR HY EE
Ol ZAITHS 77%0t XHAl2] D202 Hale 22
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ool 222 otk AE U =2 AHlL | RREUHSRE
(2025) NS S3
&l CI 0 (Hindi) 62 910 SRASF U HE 2 ANE, =2
& o AHE *
& = 0f (Bengali) 291 8,4302H & Nd=, EclFet M22l o0, s&
Of &t A XpO| SHAI3S
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=22 2gollh Esh AE2 2RSS N'OZ2 AFHOZ SAS HAHLIHASS TS
M= BtEAl QEES AFE6HO0F 8HCHY

o M LEELOHE HES:B3ELAUA NS HE E8E HEDI SIIAIEH, A2
CEO AT M2 LR B4 XA0ILLE S AIENAN 2 HELS Lo 4 ALY

o =NEH: =2 RIAIFCZ IEFHOZ AKX £2H,HE sH EH2 EEH
ZE o2 HIHEA 4 AN Fo0F HR5HCHY

o AIIAO0IZE:AMT Z32A L2 AZTUHAM= AIHLI0IEES SHELZ 0|0F)|ot= A2
THEelM, 012 SH AN A= A2 2HEE & UCHY

21 L HO0IeH 25 #H (ASCI 2 DPDP Act)
CICOIM I ERHN 2SS & e A II0IEetel S HAG| &0 0F StCt.

e ASCIJIO|EetRl:olE B NHFEEHI(ASCE =& S Al AIE XL HES| QIXIE 2
UL = #ad, #sponsored, #partnership S 2 SHAIEH 1S S&f =Bt EH k0l BFE A
LEolC2 #&6tD UACH*®

e DPDPAct(2023):CIXIE OB SOl et A HOIHE =&8SHHU E2E
= HEot) REAHO SO/E A0{0F o0, OlS AIEX 23 OOl Hele =
A2AS MBS gt

o ZHXAIA:FR=ZZ2OTTLCXNE DICHE Az AL AL EHUH ==
ZH =0l CHoll 22t BNEBUHD JLH, EE SUL EXNE == S| =
AME ZHZ IO MIHE 22 4= ACHS

2026F R FE Jl= B3tet OlcH MENH &
S=A

no J

202649 7 & D=2 MENH B0 Ol AIGHH A2INIOIE 2 AIE XIS 2E S A 26t
UL K EE CEO Y 28H(Neal Mohan)2 AIDF 22| ERO0IAFLDN2|&o a0l & Y
2 XS
25 0F & 2026 0| E
1. HEIZ 2t0IE 1S (Vertical Live Translation): 2/ Al 2t AE2|2 S CHet AHE HEO
s HAD O & MAH A A2 ZE ASE = U= %%% HZB8tcHY
2. AlD|BHAsSK' S AIE XL A AE S =38 0 dlAID BE, AL 2101 S)=
AZoHADIGA UHESS 2460 5ol == JIs2 2, 20254 12£OHDPZOOODF =S
Ol &2 AF2 XFDF Ol 2§ CHS®
3. ZH= IIEHY o E (Creator Partnerships Hub): =2 = 0§ =(Google Ads) L 0l 2= =
Ol SHS2S SHE CHHAIDLAIS =X S 20H Kbl 2 4 H Q10 DS & &6t
FelMO0IE S 210 HAS &= AT S X ASHCES®
4. AlE=XGI0|CI0IE: 22 FAO0ILI 2I0|E AEC2|US 2 E6H ADIIE E0I2:
S NSO 2 HE ==2 M&EWH == IJIs22, ACI00IH2 HE AlZtS 90%
Ol & SH=0off =%
5. OI1HHA S8 D& =50l SEGt= NS=S ADtAS2Z AlEof B AT



HEBHIE SO, AIZN=E WS MUK LXDE SA| POHE 2= A="01H HDHADL
S5 QA C}.5°

S

igol= S F2l00IE 252 A MY POZ S4Gles sNAS 2

LH OHLIGH Ol &, AlZF S BH(VFX), H L At ZE MOl 4EHO 2 &3
X &l el S

Z20[JtCIXNE HEEXZ AE0 &

CICo REEANME2E=0l =Nt E2 AES S0, 238 W5 JI=H MEIF 288
It S48t ASHO MEHHOICH S 2L EHE=2 L2008 I Ol HUHE D12 E &I
FloiAM= ChS2 Ul JHXl sha Hets Aol OF ettt

W, ‘Bt (Bharat)' & M= 8ol OF &tCh & &2 S&2 0l M HE Al Ot
S AT Al(Tier-2,3)0ll ACH OIS 2] ctOIZAEY, AU A D

NG E 2E=(0:CI0IH MOIES A8t ==, QI Al E RE)JH 2 Q6T

=M, 20 = 0l 8=80] Ot E2=0ICL elLIHE Jl2l2 otH, =0, 28720, 820 S
TR ANA AN UL EHS =XNHOZ T0FECLAI NS HE SS 8o = HIES
XD US0| ZE2 A0AS SAUCR G0 H-22 MES S Xote YA S THECE®
AW, St AE Ss2 BEe £AH0ICH U2l 22 U= UHE Slle A2 =
ZCtOICIOILE JelADA Ol FMA LS8 = AL Ol AJI0le =t 20 =220

&, Us, ME2 MR 2 ERA FNEE=2 L

4 IH Bl 21 M E (Shoppertainment) & A1 2 2 & 5f OF 8tCH

HN
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A
o
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CIRH, A2 DBl HRLIEl R=0ICEL QT AZHES HIBLIEIS 2D 3210016 22
MNUUS 2ABL ERQ0tH H2AULH SFXBH EALIA APILF K EE HELIE JIsSE Sl
ANEXL AAZZCZ 2S00, 012 OIEHE 2= &N BtE6l= 458 =0] 422
2AH0(CHY

QIC O KEE MEIHE=20268S J|EOZ U=t HA AHIE N 1R & 0]atel o2t
AHIX XSO SES2 01X HUHE M EZHZC2 AL CACLO0|HE SE SHM O S
A& NREtAES &EFotD A A D= XNHs Mets 2e6t= 320 0lE BHO| I & D}
M Zot= 2otst &2 D3 E XHalo Aoz Bt= 4 U= 240IC

FSIINE=

1. YouTube Statistics 2026 [Users by Country + Demographics] - Global Media
Insight, 22 21, 202601 24 Al A,

https://www.globalmediainsight.com/blog/youtube-users-statistics/
2. YouTube Users in India 2025: 491M Users, Premium Penetration & Demographics,

2& 21,2026 01 2 Al A, https://couponsly.in/fyoutube-users-in-india-statistics/


https://www.globalmediainsight.com/blog/youtube-users-statistics/
https://couponsly.in/youtube-users-in-india-statistics/

9.

10.

1.

12.

13.

14.

15.

16.

Digital 2026: India — DataReportal — Global Digital Insights, 22 21, 202601l 25 Al A,
https://datareportal.com/reports/digital-2026-india

Digital 2025: India — DataReportal — Global Digital Insights, 2& 21, 2026 0{l 2 Al 2,
https://datareportal.com/reports/digital-2025-india

83% of Gen Z are content creators? Here's where India's new creator class is
coming from, 22 21, 202601 24 Al A,
https://timesofindia.indiatimes.com/technology/tech-news/83-of-gen-z-indians-a
re-content-creators-youtube-india-report-says-wave-led-by-small-town-wome
n/articleshow/1253592466.cms

This is how much time Indian adults spend on YouTube every day - The Times of
India, 2& 21, 202601 24 Al A,
https://timesofindia.indiatimes.com/technology/tech-news/this-is-how-much-tim

e-indian-adults-spend-on-youtube-every-day/articleshow/123832181.cms
Digital Revolution India: Smartphones, Internet & Trends, 2& 21, 202601l 2 Al A,

https://redseer.com/articles/the-3-2bn-bharat-opportunity-how-tier-2-cities-are

-driving-indias-interactive-media-boom/

‘Bharat is now decisively video-first and social-led, says the Rukam
Capital-YouGov report, 22 21, 20260 4 Al A,
https://mediabrief.com/bharat-is-now-decisively-video-first-and-social-led-says-

the-rukam-capital-yougov-report/
YouTube India: Latest Updates & Trends, 22 21, 20260 24 Al A,

https://ccgit.crown.edu/cyber-reels/youtube-india-latest-updates-and-trends-17
64804085

How YouTube is Fueling India's Next Wave of Growth, Knowledge, and Culture,
2E 21,202601 Al A,
https://blog.google/intl/en-in/products/platforms/how-youtube-is-fueling-indias-
next-wave-of-growth-knowledge-and-culture/

How Rural India is Consuming Youtube Channel - Ascent, 2& 21, 20260 24 Al A,
https://ascentgroupindia.com/blog/how-rural-india-is-consuming-youtube-chann
el/

Youtubers from rural bengal are winning hearts of millions of netizens: A study on
transforming rural livelihood - ResearchGate, 2& 21, 20260 24 Al A,
https://www.researchgate.net/publication/379944026_Youtubers_from_rural_ben
gal are winning hearts of millions of netizens A study on transforming rural |
ivelihood

Hybrid Media Consumption and Rising Digital Engagement Transform Rural India,
28 21,202601 XAl A,
https://www.wppmedia.com/news/media-engagement-rural-india
Most-subscribed/viewed YouTube channels 2026 | Epidemic Sound, 2& 21,
202601 H Al A,
https://www.epidemicsound.com/blog/most-subscribed-and-viewed-youtube-c
hannels/

The Top 50 Most Subscribed YouTube Channels in 2026 - Tasty Edits, 2& 21,

2026011 X Al A, https://Iwww.tastyedits.com/top-subscribed-youtube-channels/
List of most-subscribed YouTube channels - Wikipedia, 2& 21, 20260l 24 Al A,



https://datareportal.com/reports/digital-2026-india
https://datareportal.com/reports/digital-2025-india
https://timesofindia.indiatimes.com/technology/tech-news/83-of-gen-z-indians-are-content-creators-youtube-india-report-says-wave-led-by-small-town-women/articleshow/125359466.cms
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