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PREFACE

Why ThisBook EXists

This book is for creators who did the work and are still waiting for it
to add up.

Not the ones starting out. The ones with a library behind them. Years of
uploads, a rea subject, an audience that turns up, and a growing suspicion
that the effort and the result stopped tracking each other somewhere around
the third year.

The premise is short. Everything taught as YouTube SEO stops at
YouTube's border. Past that border, the same topic is being ranked,
answered and cited every day by engines that never ask Y ouTube anything
about you. Somebody wins those. Thisis not a story about being invisible.
Itisastory about being second.

The second half of the book is the part nobody frames as business. A
channel is distribution. It was never an asset. The difference shows up the
first time your income has to survive a decision made somewhere else.

Distribution isrented. Assets compound.

What isin here, and what is not

Every figure in this book is either measured on my own server and shown
to you as a screenshot, or attributed to a named third party with a date and a
printed address you can type into a browser. Where a number is an estimate
rather than a measurement, it says so on the page it appears on, not in a note
at the back.
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There are no case studies about creators | have never met, no earnings
screenshots, and no promise about what any of this will make you. Thereis
onething | ask at the end. Everything else isjust the work.

Three earlier books cover the same discipline for businesses rather than
creators, and they are free. They are listed at the back with their addresses.

— Vikas, vSourceCode
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PART ONE

Discovery

Three engines are ranking your topic today. You are entered in one
of them, and it is the one with everybody elsein it.
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CHAPTER ONE

Ranking Is Only Half the Job

You can do this work perfectly and still lose. Not because you did it
badly — because you did all of it in one place.

Think about what you have been taught. Title and description. Tags and
chapters. Thumbnail design and click-through rate. Watch time, retention,
session duration. Posting schedule, playlists, end screens. It isareal craft. It
took the creator community fifteen years to work out, and most of it is
correct.

Now look at what all of it has in common. Every one of those techniques
feeds a single ranking system, on a single surface, judged on behaviour that
one company measures about itself. Watch time is not a fact about your
video. It is a number YouTube takes and keeps. Nobody else sees it.
Nobody else can.

The adviceisnot wrong. It isfinished.

There is a second problem underneath the first, and it is the reason the
advice stopped working for you specifically. Everyone has it now. It was
published, absorbed, and turned into the default. When a whole field
becomes competent at the same thing, being competent at that thing stops
separating anybody.

So the gains get smaller every year and you work harder for them, and the
natural conclusion is that you need to work harder still. That conclusion is
wrong, and the rest of this book is about why.

Theborder
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Here isthe idea this part turns on. Every technique in that playbook applies
up to aline, and stops. Not a wall, nothing hostile — just the point where
the optimization has no meaning any more, because the system on the other
side of it was never given the data your optimization produces.

INSIDE THE PLATFORM OUTSIDE IT

e Title and description ¢ Web search indexes

e Tags and chapters e Al answer engines

e Thumbnail and CTR e Everywhere elsetext lives
» Watch time and retention

 Posting time

* Playlists and end screens

They rank pages and cite sources. None asks
One index. One set of signals. the platform about you.

Figure 1. The standard playbook applies on one side of a line most creators have never been shown.

Past that line, two other things are ranking your topic today. Web search
indexes rank pages — a page being a stable address holding readable text.
Al answer engines do something different again: they write a reply and
attribute part of it, which means the thing being chosen is not avideo, not a
channel, but a source.

Neither one asks Y ouTube about your click-through rate. Not because they
are shut out. Because there is nothing in that data they could use even if
they had it.

Absent, not re ected

Which puts you somewhere very specific, and it is worth being exact about
it. Your work is good. It cost you research, a script, a shoot, an edit, and
whatever expertise you brought to the subject. It arrived in one index. In the
other two it was not beaten. It was absent. Those systems assessed what
they could reach, and your work was not among the things they could
reach.
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Thisisnot a story about being invisible.
It isa story about being second.

Which leaves one question for the rest of this part, and it is a smaller
guestion than it looks. The expensive part is aready done. You paid for it
months ago. So why is the finished thing reachable in one place and
nowhere else?

The live version of this chapter
vsourcecode.com/youtube/youtube-seo
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CHAPTER TWO

Who IsActually Reading

You do not have to take this on trust. Automated traffic is loggable,
and the log names names.

Every website keeps a record of who asked for its pages. Not just people —
machines too, and the machines say who they are when they knock. That
record is the closest thing there isto a direct answer to the question this part
is about, so hereis mine.

What follows is from vsourcecode.com. My own domain, around a hundred
and ten pages, no unusua authority, and no relationship with any of the
organizations named below. Ordinary traffic, ordinary hosting. The only
unusual thing about it is that everything on it is built to be read by a
machine, which is the entire point of the exercise.

OpenAl Google Amazon Microsoft Anthropic
ChatGPT-User  +2 Googlebot  +1 Amazonbot BingBot ClaudeBot  +2

Allowed requests Allowed requests Allowed requests Allowed requests Allowed requests
205 93 89 46 45
7 310.00 7 3478% 7 641.67% y 68.06% 7 150

310.00% 150.00%

Figure 2. Allowed requests by organization, top five, one 24-hour window, 10 August 2026. First-party
server-side data. [1]

Ten organizations turned up across the full list. Five of them run answer
engines. They arrive without being invited, they read what is published, and
they come back the next day.

That is the finding, and it is a simple one. There is a second audience for
your work that is not human, that is reading continuously, and that decides
what gets recommended when somebody asks a machine a question.

Do not read the ranking

© vsourcecode.com The Missing Half of YouTube SEO 11



One warning before you draw any conclusion from a chart like that,
because it is the mistake everyone makes with this data. The order moves.

9 Aug M 10 Aug Il 11 Aug
485

205 202
152

107 oq 95 104

89
0 65 46 54 45 43
0 = el :im .
OpenAl Google Amazon Microsoft Anthropic Perplexity

Figure 3. The same domain, three consecutive days. Nothing was published in between. [1]

Microsoft led on the ninth and was near the bottom by the eleventh. Google
fell on a site that had not changed. A deployment, a sitemap ping, or an
ordinary scheduling difference somewhere else in the world moves that
order overnight.

So nobody should quote you a one-day ranking of engines, and this book is
not going to either. What survives al three days is the part that matters: the
same organizations reading the same small site, every day, without being
asked.

The order isweather. The presenceis climate.

Threejobs, not one

Go one level deeper and it gets more useful, because these machines are not
all doing the same work.
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Crawler Category Bytes Transferred Requests Block Crawler
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;ii:%l::r: Search Engine Crawler 241M8 ‘” o ﬁjl::‘:.::es?ful o
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Figure 4. The same window, broken out by individual crawler. [1]

OpenAl appears three timesin that table, and each entry has a different job.
One isthe training crawler, gathering text for a future model. One builds a
search index, the same way a search engine does. And one fires on demand
— it goes and fetches a live page because an answer being written right
now needs something from it.

What it lookslike asit happens

Almost nobody has seen this view, including most people who work in
technology, so it is worth putting on the page rather than describing. Thisis
the same traffic plotted over time instead of totalled, with each crawler on
itsown line.
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Select crawle

~ {bw:\ccto)-:\:m VJ -+ Add filter ‘ Last 24 hours (GMT+5:30) B

Unsuccessful requests

30

Total requests

1k -~ 598.01%

A A A

Requests over time 2xc | 3xx 4xx  Sxx Al Groupby: Crawler | Category Operator Host (8 [@
Review Al crawler requests over time for your domain.
® ChatGPT-User ® Amazonbot PerplexityBot ClaudeBot ® OAl-SearchBot ® +5More

222 147 72 70 63 195

Aug 10, 08:30:00 - (UTC+5.5)
ChatGPT-
User
© Amazonbot 82 Reguests
PerplexityBot 42 Reguests

138 Requests

: ClaudeBot 45 Requests
i OAl-
80 33 Request:
® searcnBot avess
® Other 35 Requests

40

N /N

Figure 5. Requests over time, grouped by individual crawler, 24 hours to 11 August 2026. The tooltip

breaks a single moment out by name. [1]

And the same window measured in data rather than requests — how much
of the site each one actually took away withiit.

Selectcr ~ [ [select operator VJ + Add filter Last 24 hours (GMT+5:30) B8 ‘
Data transfer over time Groupby: Crawler Category Operator  Host B @

Review data transferred by Al crawlers over time for your domain.

@ ChatGPT-User ® Amazonbot PerplexityBot ClaudeBot ® GPTBot ® +5More

1MB 732 MB 3.64 MB 3.61MB 314 MB 7.66 MB

4MB

Aug 11, 07:30

Aug 10, 09:30 Aug 10, 14:30 Aug 10, 19:30 Aug 1, 00:30

Figure 6. Data transferred by crawler over the same window. Eleven megabytes to a single agent, on
a site of about a hundred and ten pages. [1]
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Two things are worth noticing in those charts, and neither is the ranking.
The first is that this is not a trickle. Megabytes of your work move in a
session.

The second is that it arrives in bursts rather than steadily. A machine does
not browse the way a person does — it turns up, takes what it came for, and
goes quiet. Which means a day with a flat line on it is not a day nobody
read you. It isaday between visits.

That third category is the one to hold on to. It is not a robot stockpiling text
for later. It is a machine reading a page because a question is being
answered, and the answer is about to name a source.

THE DISTINCTION THE WHOLE BOOK RESTS ON

Read isnot cited

A crawl is arequest for a document. A citation is a separate decision,
made later, by a different process, about whether that document was
worth naming in an answer.

Everything in this chapter is evidence of the first and evidence of
nothing about the second. Anyone telling you a crawl log proves your
visibility is selling something.

What it does establish is the precondition, and the precondition is absolute.
No system cites a source it has not read, and none of them can read what
has no address they can reach.

The creators being named in those answers are not necessarily better than
you. In a great many cases they are simply present in the place where the
guestion was being answered.

Published audits, measured rather than described
vsourcecode.com/audit-vault-gallery
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CHAPTER THREE

Three Engines, One Topic

The other two competitions are not niches and they are not the future.
They ran today, on your subject, and they finished with somebody
named.

3 1 0

Engines ranking Most creators are Of them ask YouTube
your topic daily entered in one about your CTR

The only question this chapter answers is how large the other two are,
because the size decides whether this is worth an afternoon or worth a
strategy.

The chart nobody shows you

Here is the picture the standard advice leaves out, and the first thing to say
about it iswhich number in it you should trust least.

MONTHLY SEARCH INTENT BY SURFACE

YouTube search - about 3B
Bing and Copilot about 27B
Al answer engines about 25B

Figure 7. Estimates, last checked August 2026. Two of the three are third-party estimates rather than
platform measurements. [2] [3] [4]

The YouTube figure is the weakest one on that chart. Roughly three billion
searches a month is a number from the early 2010s that nobody has
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re-measured and Google has never confirmed. It is almost certainly low.
Multiply it by fiveif you like.l?

The ordering does not change, and neither does the point. The two surfaces
you have never optimized for are each several times the size of the one that
has absorbed al of your effort. Not several times more important — several
times more search intent, arriving with different rules and a different
scoreboard.

The engine that has been guessing about you

Take the middle bar first, because it is the one you will be tempted to skip
and it is the cheapest thing in this book.

Imagine you have spent five years becoming an expert. Five years of being
wrong, being corrected, and eventually getting it right. Hundreds of hours
of footage. A body of work that a serious person would recognize as one.

And all that time, a search engine you have never once logged into has been
quietly trying to understand it. Reading around the edges of you. Guessing.
Getting most of it wrong — because nobody ever told it anything.

Now here is the same fact, written the way the internet normally writes it.
Verify your domain in Bing Webmaster Tools and submit an XML sitemap
to improve crawl coverage.

Same information. Different emotion. One of those sentences made you
feel something, and the other one is the reason you have never done it.

Microsoft passed a billion monthly active users on Bing in April 2026.1% 1t
is built into Windows. It runs Copilot inside Microsoft 365 and Teams. It
serves the working professionals, business owners and decision-makers
whose browser defaultsto it whether they choseit or not.
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Then there is the part aimost nobody joins up. Bing's index is what several
Al engines reach into when they go looking for a source. Copilot runs onit.
ChatGPT's search draws on it. Part of what Perplexity retrieves comes
through it.

Bingisnot a fourth channel you forgot about.
It isthe shelf the Al engines pull from.

Verify your domain — it is free and takes about ten minutes
bing.com/webmasters

Thethird scoreboard

Which brings the last bar, and a myth worth killing before it costs you
another year.

Y ou will read that Al engines do not cite video. They do, heavily. YouTube
is now among the most-cited domainsin Google's Al overviews!! Gemini
surfaces it constantly. ChatGPT and Perplexity both name videos and
channelsin their sources.

So the question was never whether video gets cited. It is the same question
search has always asked, and it is narrower and much more uncomfortable.
They are citing a channel. Are they citing yours?

The three-engine breakdown, with live sources
vsourcecode.com/youtube/youtube-seo
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CHAPTER FOUR

The Room You Have Not Walked
|nto

Put the charts down for a minute and picture the thing they describe,
because the arithmetic is less persuasive than the room.

Five years ago this chapter could not have been written. Three years ago it
would have been speculation. The two engines in the last chapter were a
rounding error against YouTube in 2021, and anybody telling a creator to
worry about them then would have been wasting their afternoon.

That is not where we are. Somewhere in the last twenty-four months two
more places appeared where your audience goes to ask things, and both of
them are now measured in double-digit billions of searches a month. Not
millions. Billions, with the plural doing real work.

Nobody needs to defend a precise figure for the point to land, so this book
does not try to. The estimates vary and they are al in the same order of
magnitude, and that order of magnitude is the whole argument.

Now picturewhoisin that room

They are your viewers. The same people. Not a new demographic and not a
different audience — the exact humans who subscribe to channels like
yours, watch to the end, leave the comments you read twice, and share the
good ones.

They are just not on Y ouTube at that moment. They are at a desk, mid-task,
typing a question in a hurry. And the question is one you answered on
camera two years ago, properly, better than the person who is about to get
named instead of you.
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Somebody gets recommended in that room every single
day.
Today it was not you, and you were never told.

Sit with the scale of it rather than the unfairness. Every video you have ever
made already exists. Every hour of research is already spent. The scripts are
written, the edits are finished, the expertiseisreal and it isyours.

What would your reach look like if that finished body of work were also
readabl e in the two places where the questions are now being asked?

What that actually changes

Be concrete about it, because a daydream with no mechanism attached is
just amood.

« New viewers who never opened YouTube first. A person asks a
machine a question, gets an answer, and clicks the source. That is a
route to your work that starts in a search box rather than a
recommendation feed, and it does not compete with the feed — it adds
toit.

« Subscriberswho arrive already convinced. Somebody who found you
because an engine judged you worth naming turns up warmer than
somebody who clicked a thumbnail. They read something of yours
before they ever pressed play.

» Shares that survive the week. A page can be sent in a work email,
pasted into a group chat, and linked from someone else’s article two
years from now. A recommendation feed cannot be linked to.

« Merchandise sold to people who were looking for you. The creators
selling merch successfully are aimost never selling to a passing viewer.
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They are selling to somebody who came looking, and a search result is
where looking starts.

« Sponsors who found you rather than the other way round. Brand
teams research on the open web, not inside a recommendation feed. If
your subject and your name do not resolve there, you are not in the
consideration set at all.

None of that requires a single new video. It requires the ones you already
made to exist somewhere the other two engines can read.

Thewindow, and why it is open

Search has been rewritten roughly every four years for two decades.
Keywords, then links, then intent, then experience, and now citation. Each
time, the people who moved first spent a year competing against almost
nobody.

Thisisthat year. The door is open specifically because hardly anyone in the
creator space has noticed it opened — every competitor you have is still
running the same on-platform playbook you were taught, on the one surface
where everybody is already competent.

That will not last. It never does. But right now the second and third
scoreboards are close to empty, and the cost of entering them is a weekend.

The creator hub — every guide behind this book
vsourcecode.com/youtube
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CHAPTER FIVE

The Citation Gap

The distance between your name and the name currently being
recommended is not a mystery. It is measurable, and things that are
measurable can be worked on.

Ranking first used to mean being in the answer, because the two lists were
nearly the same list. Somewhere in the last two years they stopped being the
same list.

GOOGLE TOP TEN THAT ALSO APPEAR IN Al ANSWERS

Early 2024 about 70% overlap
April 2026 der 20% overlap

Figure 8. Analysis of 680 million citations across five Al engines, collected August 2024 to April 2026.

(5]

Of ten pages sitting on page one of Google, fewer than two now appear in
Al answers for related queries[S] Those are two competitions, not one, and
hardly anybody in the creator space is entered in the second.

Take the sceptical version of that number rather than the flattering one.
Independent studies put the same measure anywhere between seventeen and
thirty-eight per cent depending on method, and it comes from vendor
research rather than from any of the engines themselves. Halve the effect if
you like. It is still two competitions.
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DEFINED TERM

Citation Gap

The measurable distance between your citation position and the
benchmark competitor’s. Not a question of presence. A question of
placement.

Presence is binary and it is not the interesting variable. Placement is
continuous, it responds to work, and it is what every engine is actually
deciding.

What the distance is made of

If agap is measurable then it is made of components, and these are the five
that decide it. None of it is difficult. It is listed here so the rest of the book
has something concrete to point at.

SIGNAL 01

A verified property

An engine will not tell you how it reads you until it knowsthe domainis
yours. You sign in, prove ownership, submit a sitemap, and from then
on it reports back. Ten minutes, once, and it never has to be done again.

SIGNAL 02

Structured data on the page

Markup naming the video, its length, its chapters and its transcript. It
does not touch YouTube's own ranking — YouTube runs its own
signals — but it is how the other engines learn what the page contains
and where the good ninety seconds are.
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SIGNAL 03

Text that exists outside the player

Auto-captions are a caption track, not arankable asset. The same words,
published as edited prose underneath the video, are. This is the single
largest lever on the list and the one most creators skip because it feels
like doing the work twice.

SIGNAL 04

Speed

A slow page is crawled less and cited less, and a reader who bounces
straight back to the results tells the engine your page did not answer the
question. Video embeds are among the heaviest objects on the web,
which is how this cost arrives on a page that looked simple. Chapter
Eleven is entirely about it.

SIGNAL 05

Oneidentity everything agreeson

Engines resolve who you are by corroborating across sources. When
your channel, your site and your profiles disagree about your name,
your subject or your location, the engine hedges — and hedging costs
you placement.

All five are measurable. That is the whole reason for listing them, and it is

the difference between a grievance and a task.

Which leaves the obvious objection, and it is a good one. If those two
engines are that large, why not simply optimize your YouTube pages for

them?
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Because optimization needs a surface you can tune, and awatch page is not
one. That is where Part Two starts — but not before you have a number of

your own to compare against later.

The Citation Gap, defined and cross-referenced
vsourcecode.com/concepts/citation-gap
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CHAPTER SIX

The Salf-Test

Twenty minutes, no tools, no signup, and a number you can write in
the margin of this page and check again in sixty days.

Everything in this book is easier to act on once you know where you
actually stand, and you can find that out this afternoon. This is the version
of aprotocol I run for businesses, rewritten for a channel.

Do it before you build anything. A baseline you did not take is a result you
will never be able to prove.

STEP 01

Open the three engines

ChatGPT with browsing on, Perplexity, and Google in Al Mode or with
Al Overviews showing. Use a private window so your own history does
not flatter the results.

STEP 02

Write ten questions your viewer would actually type
Not keywords — questions, in the words a person uses. “What lens
should | buy for indoor video?' rather than “best indoor lens’. Pick ten
you have already answered on camera, in full, better than most people
have.
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STEP 03

Record threethingsfor every answer

Whether you are named. Whether a competitor is named. Whether
anybody in your subject isnamed at all. That third column matters more
than it looks — if nobody is being named, the opportunity is wide open
rather than lost.

STEP 04

Scoreit

One point for each engine, for each question, where you are named.
Thirty is the maximum. Most creators score zero to two, and a zero is
not an insult — it is the expected result for anybody who has only ever
published on one platform.

STEP 05

Repeat at sixty days

Above fifteen is strong progress. Twenty-five or more means you are
landing across all three engines. The same ten questions, the same three
engines, the same scoring — changing the questions makes the second
number meaningless.
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WHAT THE NUMBER IS FOR

Not for feeling bad. A low baseline is the most useful thing in this book,
because it is the only number here that is about you specifically rather
than about the market.

It also settles the argument you are going to have with yourself in about
three weeks, when the work feels theoretical and the channel is till
paying the bills. Sixty days later there is either movement or thereis not,
and either way you will know.

One honest note on method. This measures placement in answers on the
day you ran it, with the phrasing you chose, from your location. Answers
vary between sessions and between countries. Run the same ten questions
the same way both times and the comparison holds; change anything and it
does not.

Search the knowledge base for anything in this chapter
vsourcecode.com/search?g=Citation+Gap
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PART TWO

Lead Them to
Your Own Platform

The audience was never hard to move. It was never asked.

© vsourcecode.com The Missing Half of YouTube SEO
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CHAPTER SEVEN

Your Channed IsNot Your Business

It is your best marketing channel, which is a different thing — and a
better one than most creators give it credit for.

Read that title twice, because everything in this part follows from it.

A marketing channel is a thing that brings people to you. Judged as one,
YouTube is close to the best ever built — free distribution, a
recommendation engine that works while you sleep, and an audience
arriving with intent. Nobody sensible walks away from that, and nothing in
this book is going to suggest you should.

But notice what a marketing channel is not. It is not where you keep your
customer list. It is not where you measure what worked. It is not the thing
that still exists when the channel has a bad quarter.

Every business that ever ran an ad understood the
difference. Creators are thefirst generation handed a
marketing channel so good it looked like the whole
business.

What every successful creator eventually does

Have you noticed that they nearly al end up building a website? Not
because Y ouTube stopped working for them. Not because they lost interest
in video — most of them are uploading more than ever.

At some point they worked something out. Their channel was doing an
excellent job of helping people discover them. It was doing almost nothing
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to help them build anything on top of that discovery. Those are two
different jobs, and only one of them can be done on a page somebody else
owWns.

DEFINED TERM

Creator website

A site on a domain you own, holding pages you publish, used
alongside a channel rather than instead of it. Not a portfolio and not a
shopfront — the surface where your work exists in a form search
engines and Al engines can read, index and attribute to you.

That definition is doing more work than it looks. A domain you own is the
whole of it. Everything a creator website can do that a channel cannot
comes from that one fact, and every workaround people reach for instead
— alink-in-bio page, a shared document, a pinned comment — fails for the
same reason. They are all pages somebody else owns.

You aready have a website, incidentally. Your channel page is one. It is
simply a website belonging to Google, tuned by Google, for Google's
purposes. Those purposes overlap with yours a great deal of the time. They
stop overlapping the moment you want to do something Google has not
built a button for.

Who thisisnot for

Honest answer, and it costs me a customer to write it down. If you make
videos because you enjoy making videos and the money is not the point, a
channel is genuinely enough, and anyone telling you otherwise is selling
something. None of the rest of this applies to you, and that is a perfectly
good place to be.
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The moment it changes is the moment you first think about earning from
the audience — sponsorship, a product, a service, anything at all. Every
argument in the next four chapters applies at a thousand subscribers exactly
as it does at a million. Tracking tags do not care about your subscriber
count. Neither does an Al engine choosing which page to cite.

The cost of building early is aweekend. The cost of building late is the two
years of pages you did not publish — which is aso two years of traffic you
never saw, because there was nothing of yours for an engine to send it to.

Creator website: why YouTubers need one and what goes on it
vsourcecode.com/youtube/creator-website
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CHAPTER EIGHT

What Each Surface Will Accept

Before you read this chapter, open YouTube Sudio and go to
Customization. It takes under a minute and it is more convincing than
anything | can write.

What you are looking at is the complete list of what you are permitted to
change about your channel. Here it is beside the list for a page you own.

YOUR YOUTUBE CHANNEL YOUR OWN DOMAIN
* Banner image e Google Tag Manager

* Profile picture e MetaPixel

* A few links e Microsoft UET tag

e Channel trailer e Microsoft Clarity
 Description text e Structured data

e Email capture
e Full transcript

Everything YouTube Studio offers. [6] All of that, plus whatever comes next.

Figure 9. The left column is the positive list Studio offers; platforms do not publish documentation of
what they disallow. Verify it in your own Studio settings. [6]

Enough to run a channel. Not enough to build a business on.

The least-discussed fact in the creator economy

You cannot install a tracking tag on a YouTube channel. Not Google Tag
Manager. Not the Meta Pixel. Not Microsoft's UET tag. Not Clarity. There
is nowhere to put them, because there is no page of yours for them to live
on.
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What that costs you is easy to miss until you try to spend money. Without a
tag you cannot build a retargeting audience, so the viewer who watched
eleven minutes and left is gone. You cannot track a conversion, so you
never learn which video actually sold the thing. You cannot build a
lookalike audience, so every ad you ever run starts from cold.

Every view stays an anonymous impression
you rented for the length of the watch.

On your own domain all four of those tags install in an afternoon, and the
same viewer becomes someone you can reach again. Thisiswhy creator ad
campaigns so often underperform. The budget points at a channel where
nothing can be measured, instead of at a page where everything can.

Pass-thr ough ver sus accumulation

Which raises the reasonable objection: is a link-in-bio page not the same
thing? No, and the difference is structural rather than a matter of quality.
Linktree, Beacons and Stan are well-made products. They are also pages
you rent.

CAPABILITY LINK-IN-BIO YOUR OWN DOMAIN
Hosts your actual content No Yes

Builds sear ch authority over time No Yes
Acceptstracking tags Rarely Yes

Can becited by an Al engine No Yes

Survivesthe service shutting down No Yes

Costsyou a subscription Usually Rarely
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Figure 10. A link-in-bio page is a redirect with a good layout.

Traffic passes through it and lands somewhere else, and nothing
accumulates on the way. Ten thousand visits through a bio link leave you
exactly where you started.

On your own domain those same ten thousand visits land on pages that get
indexed, fire your tags, and add to how well everything else on the domain
ranks. That is the compounding a rented page cannot give you.

Rented, open, owned

Three floors, and most creators are optimizing only the first.

FLOOR 01

Rented — YouTube, Instagram, TikTok

Enormous reach, zero control, and every competitor running the
identical playbook. Keep it — it isthe best distribution in history — and
stop expecting it to do the other two floors work.

FLOOR 02

Open — Google, Bing, the Al engines

Ranking your topic daily, on signals you can influence, with ailmost no
creators competing. This floor only scores you if there are pages with
your words on them.

FLOOR 03

Owned — your domain, your archive, your list
Where the compounding happens, and the only floor that does not reset
when a platform changes its mind.
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Not independence from YouTube — that would be foolish and this book
would be lying to you. Independence from dependence on it. Keep the
reach. Add the surfaces. Compete on all three floorsinstead of one.

The full capability comparison, with sources
vsourcecode.com/youtube/creator-website
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CHAPTER NINE

Watching People Read You

There is a free tool that records what visitors actually do on your
pages, almost no creator has heard of it, and the people you compete
with for search traffic are already running it.

Start with the observation, because it is the reason this chapter exists at all.

The largest YouTube statistics site on the web — the one that ranks above
every creator for the questions creators ask, including what a channel earns
— loads Microsoft Clarity on the very page where it answers that question.
Open it, look at what the page loads, and the tag is there.l]

They know. Most YouTubersdo not. And it isfree.

What it actually showsyou
Analytics of the ordinary kind tells you how many people arrived and how

long they stayed. That is a summary of an audience. Clarity is a different
category of thing: it records sessions and shows you individual behaviour.

01

Session recordings

An anonymized replay of areal visit. Y ou watch where the cursor went,
what got scrolled past, where somebody stopped, and the exact moment
they gave up. Twenty minutes of this teaches you more about a page
than a month of averages.
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02

Heatmaps

Every click and every scroll on a page, aggregated. You find out how
far down the page people actually get, which is ailmost always shorter
than you assumed, and which of your links nobody has ever noticed.

03

Rage clicks and dead clicks

It flags the moment somebody clicks the same thing repeatedly because
nothing happened, or clicks something that was never alink. Those are
the two clearest signals of a page that is frustrating to use, and neither
shows up in any traffic report.

04

Wher e people quit

On a sales page, a sponsor page or an email sign-up, the drop-off point
is the whole story. Clarity tells you which sentence people were reading
when they |eft.

Why a creator should care morethan a business does

Because your pages have a job that a company brochure does not. They
have to convert a person who came for a video into a person who joins a

list, buys athing, or contacts you about a sponsorship.

You aready do this instinctively on the channel. You look at the retention
graph, find the dip at 1:40, and work out what you did wrong there. Clarity
is a retention graph for a page — the same skill, applied to the surface that

actually holds your business.
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You already know how to read a retention curve.
Nobody told you your pages have one too.

Therest of the stack, and what each oneisfor

Clarity is the one nobody knows about. These are the other three, and
between them they cover everything a channel structurally cannot do. All
four install once and are then left alone.

« Google Tag Manager. A container that holds every other tag, so you
never touch the site again to add or remove one. Install this first and the
rest become a five-minute job each.

« The Meta Pixel. Lets you build an audience of people who visited a
specific page, and advertise to them on Instagram and Facebook. Thisis
the retargeting your channel cannot do.

« The Microsoft UET tag. The same for Microsoft Advertising, which
matters more than most creators expect for reasons Chapter Fifteen gets
into.

« Microsoft Clarity. The recordings and heatmaps above. Free, with no
traffic limit worth worrying about at creator scale.

There is a second reason to prefer measurement that runs on your own
property, and it is the one that surprises people. A large share of visitors
block client-side tracking outright — browser defaults, extensions and
privacy modes al strip it. Measurement taken at the server, on a domain
you control, sees the traffic that the tags miss.

Which means the number you are working from is closer to true, and being
closer to trueis the entire value of measuring anything.
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Clarity is free and takes about ten minutes to install
clarity.microsoft.com
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CHAPTER TEN

Rent the Sender. Own the List.

Every creator gets told to start a newsletter. Almost nobody gets told
the part that decides whether it was worth starting.

You do not own your subscribers. You have permission to reach them,
granted by a platform, revocable without notice, and already throttled by an
algorithm deciding how many of them see any given upload. A hundred
thousand subscribers is a hundred thousand people you are alowed to
contact under conditions somebody €else sets.

An email address is different. It goes in a file you can export. It arrives
without an algorithm in between. It still works on the morning your channel
does not — which is Part Five, and not something this chapter will lecture
you about.

Thetwo things a newsletter actually is

A newsdletter is two separate things, you should own one of them and rent
the other, and most creators do it the wrong way round.

The list is the asset — the addresses, and the permission to use them. The
sender isatool that puts mail in inboxes. Substack, Beehiiv, Mailchimp, Kit
and the rest are senders. They are largely interchangeable, and arguments
about which is best matter far less than people think.

What matters is where the sign-up happens. A form on your own domain
means the list is yours and the sender is a supplier you can replace on a
Tuesday afternoon. A newsletter that lives entirely inside a publishing
platform means the platform holds the relationship, sits between you and
your readers, and shows your subscribers other people's writing in its own
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app.

Rent the sender. Own thelist.

There is a discovery argument too, and it is the one that ties this chapter
back to Part One. Newsletter archives published on your own domain are
pages — indexable, citable, adding to the same authority as everything else
you publish. Inside a closed platform they are pages that make that platform
rank.

The part nobody says about your audience

Hereisthe thing | got wrong for along time, and it is more optimistic than
the version usually sold to creators.

The standard framing is that moving an audience is hard — that people are
lazy, that friction Kills conversion, that you will lose most of them at the
door. That framing was built for businesses whose customers are indifferent
to them.

Your situation is not that. These people did not arrive for a product
category. They came for a person. They know your voice, they have
opinions about your last three uploads, and a meaningful number of them
would follow you to a different address today if there were one and you
mentioned it.

The audience was never hard to move.
It was never asked.
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AN HONEST CONSTRAINT, HEARD HERE FIRST

You cannot export your commenters. The platform will not hand you a
list of the people in your comment threads with any way to contact them,
and no tool that claims otherwise isdoing it legitimately.

What you can do is give the same conversation somewhere else to
happen — a discussion surface on your own domain, where the
guestions your audience writes become pages, and the pages become the
thing an engine reads. That is a slower mechanism than an export, and a
considerably more durable one.

Your other audiences count too

One more thing, because creators consistently undercount what they
already have.

You are probably not only on YouTube. There is an Instagram following,
an X account, a Facebook page, a Discord, maybe a TikTok that does better
than any of them. Most creators treat those as separate audiences that
happen to share a name.

They are not separate. They are the same person, reachable through five
doors, and every one of those doors can point at the same address. A link in
abio, apinned post, aline at the end of a Short. Five surfaces feeding one
list, rather than five surfaces feeding five platforms.

And there is a discovery benefit on top of the obvious one. Every profile
and post pointing at your domain helps the engines resolve that al of these
accounts are the same person — which isthefifth signal from Chapter Five,
arriving for free from accounts you already run.

What goes on the thing, minimally
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A page for each topic you are known for. Written out as text, not just
a video embedded under a title. The text is what gets indexed and
quoted.

» Your videos, embedded properly. Which is the whole of the next
chapter, because the obvious way to do it isatrap.

» Oneemail capturethat reportsto you. On your domain, feeding alist
you can export in thirty seconds.

« Your tags, installed once. The four from the last chapter. Ten minutes
each, then never again.

« A way for sponsorsto contact you. Brands should not have to find you
through a comment section or aDM request.

Where your newsletter actually lives — the long version
vsourcecode.com/youtube/creator-website
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CHAPTER ELEVEN

ThePlayer That Breaksthe Page

Hereisthe trap almost every creator walks into on day one. You build
the site, you embed your videos on it, and the site is now slower than
the channel you were trying to escape.

The embed code YouTube hands you under the Share button is heavy.
Genuinely heavy — around 1,243 kilobytes and more than twenty separate
network requests, all of it loading the moment somebody opens the page,
whether or not they ever press play.[S] Put three videos on a page and you
have shipped severa megabytesto a reader who wanted to read.

SAME VIDEO, TWO WAYS OF PUTTING IT ON A PAGE

Standard embed 1,243 KB

Click-to-play I 27 KB

Figure 11. Measured for a single embed. Wider testing puts a standard iframe between 1.3 and 2.6
MB. [8] [9]

The fix is called a click-to-play placeholder and it is not complicated. The
page shows a thumbnail that looks exactly like the player. The real player
loads only when a viewer actualy clicks. The same video that cost more
than a megabyte costs about twenty-seven kilobytes — and the viewer
notices nothing except that your page opened immedi ately.[g]

Why this matters mor e than it sounds

A slow page gets crawled less often and cited less often, and a reader who
bounces straight back to the search resultstells the engine your page did not
answer the question. Both of those are Chapter Five's fourth signal, arriving
through avideo player.
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There is a second cost, and it is the one that shows up in money. A
one-second improvement in mobile load time has been measured as
increasing conversions by around twenty per cent and reducing bounce by
around a third.[*%! That research was done on retail sites, not creator sites,
but the mechanism is the same: people leave pages that make them wait,
and they leave before they have read the reason to stay.

So the most common reason a creator site underperforms is not the writing
and not the topic. It is that the site was built by somebody who did exactly
what the Share button told them to do.

WHAT YOU DO NOT LOSE

The video still streams from Y ouTube. Plays and watch time still count
on the channel exactly as they do now. You are changing how the page
loads the player, not where the video lives.

This is worth being specific about, because the fear that a website
competes with the channel is the single most common reason creators do
not build one — and it is backwards. Embedded video on your own
domain is additional distribution, not diverted distribution.

The embed-weight measurements, in full
vsourcecode.com/youtube/creator-website
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PART THREE

What Y ou
Actually Get Paid

The number, the arithmetic underneath it, and the buyers a channel
structurally cannot reach.
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CHAPTER TWELVE

RPM, CPM and the Number on the
Dashboard

Two numbers get confused constantly, and the confusion is worth
roughly double or roughly half depending on which way round you get
it wrong.

CPM is what an advertiser pays for a thousand ad impressions. RPM is
what reaches you per thousand views of your video, after the platform takes
its share and after views that carried no ad are counted in. RPM is the
smaller number, and it is the one on your Studio dashboard.

Thearithmeticisthreelines

Daily views divided by a thousand, multiplied by RPM, gives daily
revenue. Multiply by 30.42 for amonth and by 365 for ayear.

That last figure matters more than it looks. A widely used calculator
multiplies the daily number by 360, which understates every annua
estimate it prints by about one and a half per cent — quietly, on every
result, for everyone who has ever used it.[ll]

55% 45% 365

Creator share of Creator share of the Days in a year, which
long-form ad revenue Shorts allocation isnot 12 x 30

On long-form the creator receives fifty-five per cent of ad revenue. On
Shorts the money is pooled across the whole Shorts feed, your sliceis set by
your share of eligible views, and you receive forty-five per cent of that
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allocation — which is why Shorts pay one to two orders of magnitude less
per view than Iong—form.[lz]

The RPM shown in Studio is aready net of both. It must never be
discounted a second time.

THE ERROR IN EVERY CALCULATOR YOU WILL TRY

If atool asks you for CPM and does not then apply the creator share, it
overstates your earnings by roughly double. If it asks for RPM and
applies the share anyway, it halves them.

Both are common, and neither is disclosed. It is the reason the calculator
on my own site prints the arithmetic underneath the answer instead of
only the answer.

What each surface actually pays

SURFACE PAYS PER HOW THE MONEY IS WORKED OUT

VIEW?
YouTube Yes Ad revenue attributed to your video, 55% creator
long-form share.

Shared pool by eligible-view share, 45% creator

YouTube Shorts Yes, pooled . o .
allocation, less music licensing.

Content Monetization Program, which replaced
Facebook Qualified views In-Stream Ads, Ads on Reels and Performance
Bonuses on 31 August 2025.

No genera revenue share. Invite-only bonuses,

Inst Reel N
nstagram Reels © brand deals and commerce.

Figure 12. Platform payment mechanics, read August 2026. [12] [13] [14]
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The Instagram row is the one most calculators get wrong. A tool that
returns a per-view Instagram figure is quietly pricing sponsorships and

calling it platform revenue ™l

The Facebook row hides a second trap. Only roughly thirty to fifty per cent
of total views become eligible plays, so the effective rate against your total
view count sits well below whatever headline figure gets reported.[13]

Run your own numbers, with the arithmetic shown
vsourcecode.com/youtube/youtube-money-calculator
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CHAPTER THIRTEEN

The Table Nobody Prints Honestly

Published creator reporting for the same niche disagrees by three to
five times. The spread is the honest finding. Any single number would
be invented.

Which is why the table below has bands rather than figures, and why the
bands are as wide as they are. A calculator that returns one confident
number for your niche is not more accurate than this. It has ssimply picked a
point inside arange like this one and not told you that it did.

Read it as a position rather than a prediction. What the table is good for is
telling you which end of the market your subject sits in, and that is
genuinely useful — it explains why a channel half your size in a different
niche out-earns you, and it is the first thing to know before you decide
whether platform advertising is worth optimizing for at all.

NICHE LONG-FORM SHORTS FACEBOOK
Personal finance & investing $8 —$40 $0.05 - $0.25 $4-$20
Business & marketing $7 - $25 $0.05 - $0.20 $3-$14
Technology & software $6 — $20 $0.04 —$0.18 $2-$12
Real estate & property $6 — $22 $0.04 — $0.18 $2-$12
Health & fitness $4-$14 $0.03 - $0.12 $1.5-$8
Education & how-to $4-$12 $0.03-$0.10 $1.2-9%7
Food & cooking $3-9$9 $0.02 — $0.08 $1-$5
Travel $3-$10 $0.02 —$0.08 $1-$5
Beauty & fashion $3-$10 $0.02 — $0.08 $1-$5
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NICHE LONG-FORM SHORTS FACEBOOK
General interest / viog $2 - $7 $0.02 — $0.07 $0.8-$4
Gaming $1-$5 $0.01 - $0.06 $0.5-$3
Entertainment & comedy $1-%5 $0.01 - $0.05 $0.4-$2.5
Music $0.8-$4 $0.01 —$0.05 $0.4-$2.5

Figure 13. US audience, US dollars per 1,000 views, creator share, read August 2026. Apply your

audience-geography multiplier on top. [15] [16]

Two inputs beat your subscriber count

Niche and audience geography. That is the finding, and it is the one most

creators have backwards.

A genera-interest channel doing roughly two thousand views a day to a
mostly United States audience sits in the two-to-seven dollar band and
earns something in the region of a hundred and twenty to four hundred and
twenty dollars a month from platform ads. The same channel, the same
views, with a mostly South Asian audience carries a multiplier of around

one-eighth and lands nearer fourteen to fifty dollars.

Nothing about the work changed. Nothing about that audience's value to a

sponsor changed either, which is the point this part is walking towards.

Your subscriber count is not an input to this.
It never was.

What this number is not
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Everything above is ad revenue only. For channels above roughly ten
thousand subscribers, sponsorship, affiliate and product income are usually
larger than the figure this table produces — and none of it is paid per view.

Which means the number you have been optimizing towards is, for most
working creators, the smallest of the several numbers available to them. It is
also the only one that arrives through an account somebody else controls.

The calculator, the method, and every source behind this table
vsourcecode.com/youtube/youtube-money-calculator
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CHAPTER FOURTEEN

What a Channel Cannot Be Paid
For

The revenue argument for owning a page is not that ads pay better
there. It is that most of the ways a creator earns money are
structurally unavailable on a channel.

0 1 4+

Third-party tags you Ad network that will Ad networks that will
can put on a channel point at a channel point at a domain

Start with the middle number, because it is the one that surprises people.
Without a site of your own, your only paid lever is Google Ads, pointed at
Google's platform, measured by Google's reporting, inside the same
ecosystem that decides whether the channel you are advertising stays up.

A domain changes the destination. Meta, Microsoft Advertising, Reddit and
the native networks all accept a real website as a landing page. Meta does
not ban links to YouTube; it deprioritizes off-platform links, which is
precisely the problem a destination you own solves.

A paid click becomes an owned asset

On your domain the tag fires, retargeting becomes possible for the first
time, and email capture turns a paid click into a subscriber you keep instead
of aview you rented.

The videos stay embedded, so plays and watch time are still credited to the
channel. The site feeds the channel. It does not compete with it. That
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sentence is worth re-reading, because the fear that it doesis what stops most
of thisfrom ever being built.

Therevenue line nobody mentionsto a creator

Your own website can carry advertising on its own account, approved
separately from your channel. Same advertising business, different surface,
its own relationship.

Which means it fails independently. A decision about your channel does
not travel to it. This is the closest thing that exists to a direct replacement
for channel ad revenue, and it is the one almost nobody mentions to a
creator who hasjust lost theirs.

It is not the only one either. Once a site is genuinely getting traffic, the
display networks that sit above basic ad programmes become available —
the ones with minimum monthly session requirements, which pay
materially better rates because they sell your inventory to real advertisers
rather than filling it. Reaching those thresholds is a traffic problem, and a
traffic problem is what Part One was about.

The sponsor test

A brand manager finds your channel and clicksthe link in your bio. The site
takes five seconds to appear on mobile. They are evaluating thirty creators
this week.

They move on before your headline finishes rendering, and you never find
out it happened. There is nothing in Y ouTube Studio that reports a sponsor
who |eft.
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A fast page communicatesinfrastructure quality
before a singleword isread.

And the second half of that iswhat sponsors actually pay for: being able to
tell them which video sent the enquiry. Analytics on your own domain
answer that question. A screenshot of a platform dashboard does not, and
every serious brand knows the difference.

Merchandise, and who you are actually selling to

The creators selling merchandise well are almost never selling to a passing
viewer. They are selling to somebody who went looking — typed a name
into a search box, or asked an engine where to buy the thing.

Which makes merch a discovery problem wearing a commerce costume. A
store on a platform storefront produces a sale. The same store on your
domain produces a sale and a buyer: an address, atag that fires, a page that
gets indexed for the product name, and a record you can advertise to next
quarter.

A view isan event. A buyer isan asset.

Payment processors underwrite websites, not channels. Print-on-demand
removes the inventory problem but not the storefront problem — it till has
to live somewhere with your name on the door.

Fivedoors, not one

Count what is now available against what was available before. Site
advertising, sponsorship backed by real numbers, merchandise on your
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margin, digital products, and affiliate revenue written into pages that
outlive the video that first mentioned them.

That is five income lines with five different counterparties, against the one
the dashboard shows you. Part Five explains why the count matters more
than the total.

What one deployment of all of this looks like
vsourcecode.com/youtube-lifeboat
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CHAPTER FIFTEEN

Advertising Your self

Almost every creator who hastried paid promotion has done it the one
way the platform has documented as not counting.

This chapter contains the single most expensive misunderstanding in the
book, and unlike most of what is written about creator advertising, the
source for it is the platform’'s own documentation.

Therule nobody reads

YouTube publishes what counts towards the thresholds you need for
monetization: a thousand subscribers, and four thousand valid public watch
hours in twelve months. It aso publishes what does not count.

The exclusion list is short. Private videos. Unlisted videos. Deleted videos.
Shorts. Livestreams that were never converted. And ad campaigns.[m

READ THAT AGAIN, BECAUSE IT IS THE WHOLE
CHAPTER

Watch time bought through advertising does not count towards the
watch hours required to become monetized. It is on the platform’s own
exclusion list, in the same sentence as deleted videos.

The same exclusion applies to the Shorts route. And separately, the
platform reserves the right to serve ads on al content regardiess of
programme status — so a creator below the threshold may have
advertising running on their videos while receiving no share of it.[17]

Now picture the thing this describes. A creator, not yet monetized, spends
money advertising their videos in order to reach the threshold that unlocks
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monetization. The watch time they buy is excluded from that threshold by
definition. The views may be real, the viewers may be genuine, and it still
does not count.

They are paying to get closer to aline that the payment cannot move them
towards. It is the cleanest example in this book of a system whose rules you
cannot see from inside it.

So wher e should the money go instead

Not nowhere. The instinct behind the spend was correct — paying to
accelerate something that is working is ordinary business. The destination
was wrong.

Point the same budget at a page you own and every objection above
disappears. There is no threshold to be excluded from, because the page is
not applying for anything. The click lands somewhere that can hold a tag,
so the visitor is measurable and reachable again. The address gets captured,
s0 you keep the person rather than renting the impression. And the video is
embedded on that page, so it plays anyway — with the watch time credited
to the channel in the ordinary way, because it is an ordinary organic view
rather than an ad-served one.

Advertising at a channel buys attention you cannot

keep.
Advertising at a page you own buys an audience.

And thisiswhere Microsoft Advertising earnsits place

Chapter Three made the case for Bing as a discovery surface. There is a
second reason to care about Microsoft, and it isacommercial one.
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Microsoft Advertising will accept a real website as a destination, the way
Meta and Reddit and the native networks will. And it sits on a search
network that professionals, business owners and buyers use by default —
the same audience characteristics that make Bing worth optimizing for
organically make it worth advertising on.

Competition there is aso thinner. Every advertiser in the world runs Google
Ads first and Microsoft second if at al, which historically shows up as
lower costs for the same intent. This book is not going to quote you afigure
for that, because it varies by subject and by month and anybody quoting a
single number is guessing. Test it against your own numbers.

What is worth saying plainly is the structural point. The tag you install for
Microsoft Advertising is the same tag from Chapter Nine. The destination
is the same page from Chapter Seven. Nothing here is a separate project —
it isthe same infrastructure being used a second way.

Microsoft Advertising
ads.microsoft.com
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PART FOUR

| nfrastructure

The unglamorous part that decides whether any of it holds.
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CHAPTER SIXTEEN

TheBuild, Plainly

A weekend, a small monthly cost, and most of it done once. This
chapter isthe shopping list.

Nothing in this chapter is technically difficult and none of it needs you to
become a developer. It is written as things that exist rather than things you
configure, because the configuring is somebody's afternoon and the
deciding isyours.

01

A domain with your nameon it

The one address that cannot be switched off by anybody except you. It
costs less per year than a single day of the revenue a mid-sized channel
earns, and it is the thing every other item on this list depends on.

02

A page for each subject you are known for

The video embedded, and the answer written out underneath it as edited
prose. Not a transcript dump — the actual answer, in your voice,
readable by a person who will never press play. Thisisthe work, and it
isthe only item here that takes real time.
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03

An email capturethat reportsto you

A form on your domain, feeding afile you can export in thirty seconds.
Where the mail gets sent from is a supplier decision you can change
later. Where the addressiis collected is not.

04

Your four tags, installed once

A tag container, a Meta pixel, aMicrosoft tag and Clarity. Chapter Nine
covers what each one is for. Ten minutes each, and then you never
touch them again.

05

Analyticsthat survive an ad blocker

A significant share of visitors block client-side tracking entirely.
Measurement taken at the server sees the traffic the tags miss, which
matters most when you are quoting a number to a sponsor.

06

A build that updatesitself

Your pages held in one place, published automatically whenever they
change. You edit something and the live site updates. No plugins to
maintain, nothing to patch on a Sunday, and no maintenance contract
with anybody.

What compounds, and why the second year iseasier
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Here is the property that makes this different from posting. Each page you
add makes the next one rank more easily, because the engines are assessing
the domain as well as the page. Links accumulate against one address
instead of dispersing across somebody else's URLs. Audience questions
arrive without being commissioned and become pages of their own.

None of it resets. That is the whole distinction between infrastructure and
activity, and it is why the second year outperforms the first without more
effort going in.

Effort on a rented surface is spent.
Effort on an owned one accrues.

The full build, scoped and priced
vsourcecode.com/youtube-lifeboat
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CHAPTER SEVENTEEN

|nstead of a Backup Channel

A great many creators keep a second channel in reserve. It isthe right
instinct aimed at the wrong place.

The logic is sound. If the main channel has a bad day, there is somewhere
else to publish. Plenty of serious people do this and it costs nothing to set

up.
The problem is what a backup channel actually is. It is a second account, on
the same platform, under the same terms, judged by the same policies,

reviewed by the same systems, and reachable only by people who already
know it exists.

A second key to the same building
Isnot a second building.

It also carries none of your history. No subscribers, no watch time, no
standing. On the morning you need it, it is an empty room with your name
on the door and no way to tell anybody the address.

What a library on your own site doesinstead

Picture the same insurance, built somewhere that cannot be switched off by
the same decision.

Your videos, on your own address. Every title, every description, every
thumbnail. A search box that works across your whole back catalogue
rather than just the last twenty uploads. A page per video that a search
engine can index and an Al engine can quote, with your name attached to it
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rather than a platform'’s.

And the video still plays through the norma player, so plays and watch
time still count on your channel exactly as they do now. Nothing is
uploaded twice and nothing is moved.

WHILE EVERYTHING IS FINE

It isdoing real work every day

This is the part that separates it from a backup. A reserve channel sits
empty until the bad day. A library on your own domain is bringing in
search traffic, collecting addresses, getting cited, and taking sponsor
enquiries on every ordinary Tuesday between now and then.

ON THE BAD DAY

Nothing hasto be built

It is aready running, aready indexed, already holding an audience you
can reach directly. The interruption hits one route instead of al of them.
Y ou send an email saying where you are, and people are already there.

Thereisastronger version of thisfor creators who want it — keeping afull
copy of the source files themselves, so the archive survives even the
platform's own copy. That is a storage cost rather than a complicated one,
and it is worth scoping honestly against what you actually publish. Most
creators need the pages indexed and citable far more than they need the raw
files.

The comparison, plainly

A BACKUP CHANNEL A LIBRARY YOU OWN

Judged by the same policies Yes No
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A BACKUP CHANNEL A LIBRARY YOU OWN

Findable by people who do not know it

exists No ves
Earning while the main channel isfine No Yes
Can becited by an Al engine No Yes
Collects an audience you can contact No Yes
Survives a decision about your account No Yes

Figure 14. The reserve channel is insurance underwritten by the same party you are insuring against.

What a self-hosted library looks like when it is built
vsourcecode.com/youtube-lifeboat
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CHAPTER EIGHTEEN

The Fifth Column

In June 2026 Google added a fifth score to its page-speed tool, and it
is the one that tells you whether an Al agent can use your page at all.

Most people know PageSpeed Insights as four numbers: performance,
accessibility, best practices and search. There is now a fifth column, and it
checks three things the other four never covered.!*®

« Whether the page exposes a structure an agent can navigate. Not
whether it looks right to a person — whether a machine reading it
programmeatically can tell what the parts of the page are.

« Whether elements stay where they were put. An agent that decides to
click abutton reads the page first and clicks second. If the button moved
while the page was till loading, it clicks the wrong thing.

« Whether the site publishes a machine-readable map of itself. A short
plain-text file that hands an engine a clean index of what is on the site
and where. It costs nothing and amost nobody has one.

Sites built on page builders and heavy themes fail the first two routinely,
without anybody noticing, because none of it shows up as a visible
problem. The page looks fine. It is simply unusable by the thing that was
about to recommend you.

What a passlookslike

Here is my own domain through the same tool, on both mobile and desktop,
with the verification address printed underneath each one so you can open
the report yourself rather than take the screenshot on trust.
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Figure 15. Mobile, knowledge base page. 100/ 100 / 100 / 100, and Agentic Browsing 3/3.
pagespeed.web.dev/analysis/https-vsourcecode-com-kb/r6xatpm4gd?form_factor=mobile

ra PageSpeed Insights @ CopyLink  Docs
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1 Discover what your real users are experiencing © NoData

« Diagnose performance issues

Link:- b.dev/
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Figure 16. Desktop, homepage. 100 / 100 / 100 / 100, and Agentic Browsing 3/3.
pagespeed.web.dev/analysis/https-vsourcecode-com/546k3vv85n?form_factor=desktop

Those are not a target and they are not a boast. They are a demonstration
that the numbers in the last twelve chapters describe something buildable,
on ordinary infrastructure, by one person.

Y ou do not need four hundreds. A creator site in the nineties on mobile is
comfortably past the point where speed stops being the thing holding it
back. What matters is the fifth column, because that one is close to binary
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— an agent can either work with your page or it cannot.

WHY THIS SITS IN THE INFRASTRUCTURE PART

None of these scores is a content problem, which is why writing better
will not move them. They are decided by how the site is built — what
loads, in what order, and whether the structure underneath the design is
intact.

Which is good news rather than bad. Structural problems get fixed once
and stay fixed. Content problems come back with every upload.

The same measurements on real client sites, published
vsourcecode.com/audit-vault-gallery
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CHAPTER NINETEEN

Four Weeks

A sequenced plan with nothing technical in it. One thing a week, in an
order that makes each step easier than the last.

Run the self-test from Chapter Six first, so there is a number to compare
against. Then this.

WEEK ONE

Claim the ground

Register a domain with your name on it. Put a single page on it saying
who you are and what you cover, with a way to contact you and one
email capture.

Then verify that domain with the search engines — the ten-minute job
from Chapter Three that turns you from something they are guessing
about into something they are reporting on.

WEEK TWO

Publish thefirst three answers

Pick the three questions your audience asks you most, that you have
aready answered on camera. Write each one out as a page: the answer
in the first paragraph, the video embedded, the detail underneath.

Three pages is enough to start. The instinct to wait until you have thirty
isthe thing that stops most people at zero.
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WEEK THREE

I nstall the measur ement

The tag container, the pixels you will actually use, and Clarity. Then
leave them alone for a fortnight and look at the recordings when thereis
something to look at.

Point every profile you run at the new address in the same sitting — the
bio links, the pinned posts, the channel banner. That is Chapter Five's
fifth signal, done in twenty minutes.

WEEK FOUR

Makeit readable to machines

The plain-text map of your site from the last chapter. Structured data on
the video pages. A sitemap submitted to the engines you verified in
week one.

Somebody competent does all of this in an afternoon. Ask for it by
name and it stops being a vague brief.

And then the boring part, which isthe part that works

Add a page when you publish avideo worth writing out. Not every video —
the ones that answer something people ask. One a fortnight is a rate that
compounds; one aday is arate that stopsin March.

At sixty days, run the self-test again with the same ten questions. That isthe
whole measurement plan, and it is more than most creators have ever had.
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WHAT NOT TO DO IN THESE FOUR WEEKS

Do not redesign anything. Do not move your videos. Do not stop
uploading, reduce your posting rate, or treat any of this as a replacement
for the channel.

Everything here is additive. The channel keeps doing the job it is best in
the world at, and the four weeks build the surface it has never been able
to reach.

The knowledge base behind every step here
vsourcecode.com/kb
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PART FIVE

Risk

Short, and last, because by now it reads differently.
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CHAPTER TWENTY

Decided Before Anyone Watched

The yellow icon appears next to a video you were counting on.
Nothing about the work changed. Only the money did.

The views keep climbing. The comments keep arriving. Your editing did
not get worse overnight and the people watching did not change their minds
about you.

Which tells you something worth sitting with. Your audience and your
income were never the same asset. They only looked like it, because they
arrived through the same door.

DEFINED TERM

Demonetization

The removal or limiting of advertising on a video or channel, applied
because the content was judged unsuitable for advertisers. The content
stays published, the audience stays subscribed and the watch time
keeps accruing. Only the payment stops.

Why it happens, and what the causes havein common

Almost none of the common causes are a judgement about whether the
work is good.

» Thecontent isfinefor viewers and not for advertisers. Monetization
standards are written for the people buying ads, not the people watching
videos. News, conflict, crime and medical detail are all legitimate
subjects a brand may not want to sit beside.
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« A classifier decided before a person did. Most decisions are
automated and land within minutes of upload, before the video has
meaningful views. Human review exists, but it is a request you have to
make and it runs on its own timeline.

« A copyright claim redirected the money. Often a few seconds of
background music, or a false positive against a track you licensed
correctly. The effect on your account isidentical either way.

« The rules changed underneath work you already published.
Standards get revised, and revisions reach libraries built years earlier.
Nothing about the video changed. The terms did.

« Reused or inauthentic material. Content largely repurposed or
assembled without meaningful origina input is treated as ineligible
rather than merely unsuitable, and this is where enforcement has
tightened most sharply.

Read that list again and notice what it has in common. Four of the five are
decisions made somewhere you have no access to, about work that is
already published.

What thelossis actually worth

Here is the part creators consistently underestimate, and it is not the daily
number.
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DECISION LANDS HERE

EVERYTHING RIGHT OF THE LINE IS LOST

Published First weeks Years later

Figure 17. lllustrative shape, not measured data. The tail is long and shallow, which is exactly why it
gets underestimated.

A video on YouTube earns for years. Demonetization does not remove a
day of income from it. It removes the entire remaining tail, from today until
the video stops being watched. On an evergreen upload that tail is
frequently larger than everything the video earned in its opening weeks.

Which is also why winning the appea and recovering the revenue are not
the same outcome. Review runs on its own clock, and a video earns most of
what it will ever earninitsfirst days.

ONE THING WORTH KNOWING BEFORE YOU SPEND A
WEEK ON THIS

Nobody outside the platform can intervene on your behalf. Not an
agency, not a consultant, not a service, and not me. There is no liaison
desk and no partner back door.

Anyone offering to get your monetization back is selling access that
does not exist, and paying them will not shorten the review by a single
day.[lg]

The full recovery guide, cause by cause
vsourcecode.com/youtube/youtube-demonetization
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CHAPTER TWENTY-ONE

One Door With Four Handles

The most expensive misunderstanding in the creator economy is the
belief that on-platform diversification is diversification.

A creator earning from ad revenue, channel memberships and viewer tips
will tell you they have three income streams. They have one, wearing three
names.

All three are features of the same programme membership. A decision that
removes the channel from that programme removes every one of them on

the same afternoon, along with the advertisi ng.[zo]

DEFINED TERM

Single Point of Income

A business condition in which one policy decision, algorithm change
or account action can remove the majority of a person’s revenue,
because every income line arrives through the same platform. Distinct
from platform risk, which concerns who owns the audience. This
concerns who is able to switch off the payment.

So the useful question is not how many income streams you have. It is how
many separate counterparties they run through — how many different
people would have to independently decide to stop paying you.
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INSIDE THE PROGRAMME OUTSIDE IT

* Adrevenue ¢ Sponsorship — you and the brand
* Channel memberships ¢ Merchandise — you and the buyer
* Viewer tips and Supers ¢ Products and courses

» Platform shopping Affiliate — you and the merchant
e External memberships
e Advertising on your own site

Four features. One membership. One
decision closes all of them. Six counterparties. Six separate decisions.

Figure 18. That is not a portfolio. It is one door with four handles.

Look at the right column and notice what nearly al of it requires.
Sponsorship needs a page a brand can verify. Merchandise needs a
checkout that a payment processor will underwrite, and processors
underwrite websites rather than channels. Affiliate revenue needs pages that
outlive the video. Site advertising needs a site.

Diversifying income was never a motivation problem.
There was nowhereto put the alternatives.

Which is why the advice to diversify is something creators agree with and
then cannot act on. Everything in Parts Two and Four was, quietly, the
prerequisite for this chapter.

Every income line, and who holds each relationship
vsourcecode.com/youtube/youtube-demonetization
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CHAPTER TWENTY-TWO

The Morning the Channel |sNot
There

Nothing about your knowledge, your work, or your audience’s opinion
of you changed. What changed is that people can no longer reach it.

Search your own name and see what comes back. If the only result is a
channel that no longer loads, you have found the actual problem.

Y our audience is till out there. Some of them are looking for you right now
and finding a dead page. A sponsor part-way through a conversation cannot
verify you exist. An Al engine asked to recommend somebody in your
subject has nothing left to point at.

None of that is a policy problem. It is an architecture problem, and it was
decided long before the email arrived — on the day the channel became the
only place your work lived.

The number every other system in a business has

Any established company has already answered questions most creators
have never been asked. What happens if the office is inaccessible? If the
payment processor goes down? If the main supplier fails?

The vocabulary is boring on purpose. A recovery time objective is simply
the agreed answer to: how long until we are operating again. Every system

inabusinessis expected to have one?H
SYSTEM HOW LONG UNTIL IT IS WORKING AGAIN
Website host goes down Minutes — contracted
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SYSTEM HOW LONG UNTIL IT IS WORKING AGAIN

Payment processor fails Hours — afallback exists
Officeinaccessible Same day — planned for
Channel suspended Unknown — decided by someone else

Figure 19. Every other system in a business has a number in the right column. This one has never
been given one.

No business would accept that on any other system. Creators accept it on
the system that carries everything, because nobody ever framed it as a
system.

DEFINED TERM

Digital Continuity

The ability of a creator’s audience, business and knowledge to remain
discoverable and reachable when a platform account becomes

unavailable. It is not a backup of your files. It is a second route to you
that does not depend on the first one working.

The one thing that does not come with you

If you still have account access, export everything today. The platform's
own takeout tool returns your videos, thumbnails, descriptions, captions,
comments and analytics history — every file you ever upl oaded.!?

It will not return one email address.

Your subscriber count isa number on a dashboard,
not a list you can contact.
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That single asymmetry is the argument of this entire book, arriving in its
least comfortable form. A thousand addresses you can write to is worth
more on a morning like that than a hundred thousand subscribers you
cannot.

Why a bunker isnot the answer either

Thisisthe part that separates a plan from a panic room.

Growth without resilience is fragile. Resilience without growth is not a
business. A backup site nobody visits is not continuity — it is a tombstone

with your name on it, at an address you will have forgotten the login for by
the time it matters.

Continuity only works when the second surface is doing real work every
day the channel is fine. Bringing in search traffic. Collecting addresses.
Getting cited. Taking sponsor enquiries. Selling something.

Then, on the bad morning, nothing has to be built. The suspension becomes
an interruption to one route rather than the end of all of them.

Not a fire escape.
A second front door that people already use.

What actually helps on that morning
vsourcecode.com/youtube/channel-suspended
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CHAPTER TWENTY-THREE

| ndependence From Dependence

Not independence from the platform. That would be foolish, and this
book would be lying to you.

It is the best distribution ever built and it should be used hard. Nothing in
these twenty-three chapters asked you to leave, upload twice, move a video,
or post less.

What it asked was narrower. Keep the reach. Add the surfaces. Compete on
all three floors instead of one.

Theorder thiswaswritten in, and why

Notice what came last. Four parts of this book are about growth —
discovery, ownership, money, infrastructure — and only the fifth is about
risk. That order was deliberate.

The fear-based version of this argument is easier to write and it converts
worse, because it asks you to spend a weekend on something that pays
nothing until a disaster arrives. That is a bad trade and creators are right to
refuse it.

The version in this book is the opposite trade. Everything described here
earns while the channel is working. The search traffic is rea traffic. The
emall list isareal audience. The pages are real citations from engines your
competitors have not entered. The revenue lines are real revenue.

That it also survives a bad Tuesday is a consequence.
It was never the pitch.
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What to do on Monday

Register the domain. Run the self-test from Chapter Six and write the
number down. Publish one page — the question you get asked most,
answered in text, with the video underneath it.

That is the whole first move. Everything else in Part Four follows from
having done it, and nothing in Part Four is possible without it.

The engines are reading right now. They were reading while you read this.
The only question this book has ever been asking is whether there is
anything of yours for them to find.

THE ONE THING | ASK

If any of this was useful, the most useful thing you can do in return is
test it rather than believe it. Run the self-test. Build the one page. Run
the self-test again in sixty days.

And if you would rather have somebody ook at your setup and tell you
plainly what is missing, that is what a sovereign audit is. It costs
nothing, it is a written report rather than a sales call, and the address is
on the next page.
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BACK MATTER

Glossary

The terms this book uses, in plain language. Canonical definitions,
with their sources, live at vsour cecode.com/concepts.

Citation Gap
The measurable distance between your citation position and the benchmark
competitor’s. A question of placement rather than presence.

Citation Engine Optimization
The work of improving that placement — clarity of the written answer, speed of the
page, consistency of identity, recency of the material.

Creator website

A site on a domain you own, holding pages you publish, used alongside a channel
rather than instead of it.

Digital Continuity
A second route to you that does not depend on the first one working. Not a backup of
your files.

Discovery Architecture
The deliberate arrangement of the surfaces your work can be found on, so that every
engine ranking your topic has something of yours to rank.

Ghost Traffic
Visitors that ordinary client-side analytics never records, because the tag was blocked
beforeit fired.

Pogo-Sticking Penalty
The cost of areader who clicks your result and immediately returns to the search page.
The engine readsit as an answer that did not answer.

Platform Risk
Exposure arising from who owns the audience and the distribution. Distinct from
Single Point of Income, which concerns who can switch off the payment.
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RPM
What reaches you per thousand views, after the platform’s share and after counting
views that carried no ad. The number on your dashboard, and always smaller than
CPM.

Single Point of Income
A condition in which one decision can remove the majority of your revenue, because
every income line arrives through the same counterparty.

Sovereign Node
The complete owned surface — domain, archive, list and measurement — operating
aongside the platforms rather than instead of them.

Technical Tax
The compounding cost of infrastructure decisions. slower pages, fewer crawls, fewer
citations, and conversions lost before anybody read aword.
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BACK MATTER

Sources and M ethod

Every figure in this book, with who measured it and when. Addresses
areprinted in full so they can be typed rather than tapped.

[1] FIRST-PARTY CRAWL DATA

Cloudflare Al Crawl Control, domain vsourcecode.com, 9-11 August 2026, three
consecutive 24-hour windows, GMT+5:30. Allowed requests, server-side. Daily totals
394, 553 and approximately 1,000. Tool in beta at time of capture; figures reported as
observed. Figures 2 to 6 are unedited screenshots from that interface.

[2] YOUTUBE SEARCH VOLUME

The widely quoted figure of roughly 3 billion searches a month dates from the early
2010s and has never been re-measured or confirmed by Google. Reproduced here
flagged rather than presented as current.

[3] BING SCALE

Microsoft reported Bing passing 1 billion monthly active users in April 2026.
Query-count estimates from third-party trackers range from 13 to 33 billion a month;
the figure used in Figure 5 sits mid-range and is an estimate, not a Microsoft number.
Verify your own domain and see what it reads:

bing.com/webmasters

[4] Al ENGINE VOLUME, AND YOUTUBE AS A CITED DOMAIN

Al-engine volume derived from OpenAl’s reported 2.5 billion prompts a day (July
2025), counted at only the share that triggers a live web search, plus cross-engine
usage data from Similarweb, 2026. Y ouTube as a most-cited domain in Google Al
Overviews: third-party analysis, February—March 2026 — vendor research rather than
aGoogle figure.

[5] GOOGLE TOP-10 AND Al CITATION OVERLAP

5WPR Al Platform Citation Source Index, May 2026, synthesizing 680 million
citations across ChatGPT, Claude, Perplexity, Gemini and Google Al Overviews
collected August 2024 to April 2026; the overlap figure is attributed within it to
Brandlight analysis. Independent studies place the same measure between 17% and
38% on differing methodol ogies.
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[6] WHAT A YOUTUBE CHANNEL ALLOWS
Taken from the customization options YouTube Studio offers a channel owner —
banner, profile picture, links, trailer, description. Platforms do not publish
documentation of what they disallow, so this is the positive list rather than a cited
prohibition, and it is verifiable in your own Studio settings in under a minute.

[7] MICROSOFT CLARITY IN THE WILD
First-party observation, re-verified in-browser on 11 August 2026: socialblade.com
|oads the Microsoft Clarity tag script on its Y ouTube calculator page. Reproducible by
anyone in about thirty seconds — open the page, view the list of scripts it loads, and
look for clarity.ms. No claim is made here about which other pages or subdomains
carry it. Clarity itself isfree:

clarity.microsoft.com

[8] STANDARD YOUTUBE EMBED WEIGHT
Approximately 1,243 KB for a single embed and over 20 network requests, measured
independently and consistent with wider testing that puts a standard iframe between
1.3and 2.6 MB. Rob O’ Leary, February 2024.

[9] CLICK-TO-PLAY PLACEHOLDER WEIGHT
Approximately 27 KB for the same video using the lite-youtube-embed facade pattern,
from the same measurement. Google documents the facade approach as a
recommended third-party loading pattern:

web.dev/articles/vitals

[10] MOBILE LOAD SPEED AND CONVERSION
Deloitte, “Milliseconds Make Millions’, 2020. Source for a one-second improvement
in mobile load time increasing conversions by approximately 20% and reducing
bounce by approximately 32%. Retail and travel data; the mechanism generalizes, the
magnitudes are sector-specific.

deloitte.com/ie/en/services/consulting/research/milliseconds-make-millions.html

[11] INCUMBENT CALCULATOR TEARDOWN
socialblade.com/youtube/cal culator, measured in-browser 4 August 2026: 255 words,
no H1, zero structured data, INP 371 ms, and a 360-day year that understates every
annual figure by about 1.4%. First-party, vSourceCode.
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[12] YOUTUBE SPLIT AND SHORTS POOL MECHANICS

Long-form creator share 55%. Shorts revenue is pooled rather than per-channel, with a
45% creator allocation; licensed audio routes roughly half the alocation to rights
holders before the split. Mediacube, June 2026; Chartlex, May 2026.

[13] FACEBOOK CONTENT MONETIZATION PROGRAM

CMP replaced In-Stream Ads, Ads on Reels and Performance Bonuses on 31 August
2025; those cannot be joined as standalone programs. Roughly 30-50% of total views
become €ligible plays, so effective rate on total views sits well below reported rate.
2026.

[14] INSTAGRAM REELS

Instagram does not run a general revenue share on Reels. Bonuses are invite-only;
brand deals and affiliate are the earning paths. 2026.

[15] RPM BY NICHE, FIRST READING

Aggregated creator-reported ranges. Published sources disagree by three to five times
on the same niche, which is why the bands are wide. FluxNote, March 2026.

[16] RPM BY NICHE, SECOND READING

Independent aggregation, used to widen rather than average the bands. TubeAnalytics,
2026.

[17] AD-CAMPAIGN WATCH TIME IS EXCLUDED FROM
MONETIZATION THRESHOLDS

YouTube Help, “YouTube Partner Program overview & eligibility”. Under valid
public watch hours, the exclusion list reads. private videos, unlisted videos, deleted
videos, ad campaigns, Y ouTube Shorts, and livestreams that are unlisted, deleted or
not converted to video on demand. The same exclusion is repeated for the Shorts
views route. The same page states that Y ouTube retains the right to serve ads on all
content and that creators below the threshold are not yet eligible to receive a share of
that revenue. Read 11 August 2026.

support.google.com/youtube/answer/72851

[18] AGENTIC BROWSING AUDIT

Google added the Agentic Browsing audit to PageSpeed Insights in June 2026. It
checks accessibility-tree completeness, cumulative layout shift of zero, and the
presence of a machine-readable content map. Figures 15 and 16 are unedited
PageSpeed Insights reports with their verification links printed on the page.

pagespeed.web.dev
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[19] NO THIRD-PARTY ROUTE INTO MONETIZATION
DECISIONS

Appeals are submitted by the account holder through Studio. There is no published
partner, agency or reseller escalation path for monetization status. Stated here because
the absence is not documented anywhere, and that absence is exactly what the scam
services rely on. Community Guidelines strike mechanics:
support.google.com/youtube/answer/2802032

[20] PARTNER PROGRAMME FEATURES ARE BUNDLED

Channel memberships, Super Thanks, Super Chat and Shopping are features
conditional on Partner Programme participation rather than independent products.
Confirm the current feature list in YouTube' s own documentation before relying on it
— the bundle has been revised more than once.

[21] RECOVERY TIME OBJECTIVE

Standard business-continuity vocabulary, borrowed deliberately rather than coined. It
refers to the maximum acceptable time before a system is operating again, agreed in
advance. The point of the comparison is that channels are the only business-critical
system routinely operated without one.

[22] WHAT AN ACCOUNT EXPORT RETURNS
Videos, thumbnails, descriptions, captions, comments and analytics history are all
included in a'Y ouTube data export; subscriber contact details are not, because creators
are never given them. The export interface lists the contents before you request the
archive.
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BACK MATTER

Whereto Read theLiveVersions

Everything in this book exists in a longer, continuously updated form
on the site. Where a figure here is dated, the page it came from carries
the current one. Addresses are printed in full.

The creator hub
vsourcecode.com/youtube

Every guide behind this book, in one index.

YouTube SEO: ranking isonly half thejob

vsourcecode.com/youtube/youtube-seo

Part One, the three engines, and the citation argument with live sources.

Creator website: what it isand what goes on it
vsourcecode.com/youtube/creator-website

Part Two in full, including the capability comparison and the embed measurements.

YouTube money calculator
vsourcecode.com/youtube/youtube-money-calculator

Part Three as a working tool. Enter your own views, niche and audience geography
and it prints the arithmetic under the answer.

Y ouTube demonetization
vsourcecode.com/youtube/youtube-demonetization

Chapters Twenty and Twenty-One at full length, cause by cause.

Channel suspended

vsourcecode.com/youtube/channel-suspended

Chapter Twenty-Two at full length, including what to export while you still can.

vLifeboat Node

vsourcecode.com/youtube-lifeboat
Parts Two and Four built as one deployment, scoped and priced, with the speed proofs
on the page.
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The Audit Vault

vsourcecode.com/audit-vault-gallery

Real before-and-after scores from live engagements. Published rather than described.

Conceptsindex
vsourcecode.com/concepts

Every defined term in the glossary, cross-referenced and sourced.

Knowledge base
vsourcecode.com/kb

The technical material underneath all of it.

Search it instead of browsing it

The site runs its own search index across everything above, so any term in
this book can be looked up directly. These addresses work as typed.

The Citation Gap - vsourcecode.com/search?g=Citation+Gap

RPM and the money arithmetic - vsourcecode.com/search?q=YouTube+RPM
Speed, and what slowness costs - vsourcecode.com/search?q=Technical+Tax
Platform risk and continuity - vsourcecode.com/search?g=Platform+Risk

Al search and citation - vsourcecode.com/search?q=Al+Search

© vsourcecode.com The Missing Half of YouTube SEO 92


https://vsourcecode.com/audit-vault-gallery
https://vsourcecode.com/concepts
https://vsourcecode.com/kb
https://vsourcecode.com/search?q=Citation+Gap
https://vsourcecode.com/search?q=YouTube+RPM
https://vsourcecode.com/search?q=Technical+Tax
https://vsourcecode.com/search?q=Platform+Risk
https://vsourcecode.com/search?q=AI+Search

BACK MATTER

Also by Vikas

Three earlier books, all free, all on Google Play and readable in full
on the site. Same discipline, written for businesses rather than

creators.

GE%ENE Generative Engine Optimization for Website Owners
TP The full method behind Part One and Part Four, written for site
oz owners. How Al engines choose what to cite, the five signals, and a
S orked example on alive site. Read this next if the discovery chapters
were the useful part.

Read free on the site
vsourcecode.com/reports/book/geo-for-website-owners

Google Play store
play.google.com/store/books/details?id=d2zxEQAAQBAJ

Play identifier GGKEY:R33YLEOP4ZC
s The Advocate's Client-Acquisition {formula}
Client-Acquisition ) ) . .
{formula} Written for law firms, and the closest thing to a case study in the set
- — what happens to enquiry volume when the intake path is
engineered rather than assumed.

Read free on the site
vsourcecode.com/reports/book/advocates-client-acquisition-formula

Google Play store
play.google.com/store/books/details?id=n4PKEQAAQBAJ

Play identifier GGKEY:G4GZQKB70A4
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Halt the Technical Tax on Your Business Websitein
48 Hours

LLEELIPIRIVE  The speed book. What actually makes a page slow, what it costs in
conversions, and how to fix it without rebuilding anything.

HALT THE

Read free on the site
vsourcecode.com/reports/book/the-technical-tax

Google Play store
play.google.com/store/books/details?id=FrDJEQAAQBAJ

Play identifier GGKEY:802X11SNGJ6

THE FREE SOVEREIGN AUDIT

A written report on your current setup — what you have, what is
missing, and what it would take. No pitch and no sales call. Response
within twenty-four hours.

vsourcecode.com/youtube-lifeboat

A creator-business architecture book built around the problem
of YouTube' s border.
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