
YouTube Dossier 

 

Please read the following articles regarding YouTube, its history and its relevance. 

Among the things you should also check out are several interesting / informative 

videos on YouTube itself: 

 

• George Allen’s racial slur: http://youtube.com/watch?v=r90z0PMnKwI 

• Stephen Colbert’s infamous White House Correspondents Dinner Speech: 

http://www.youtube.com/watch?v=OOprXKpuVRc 

• Stephen Colbert referencing YouTube: 

http://www.youtube.com/watch?v=YuV1YM_aOG4 

• An example of the Lonelygirl15 series: http://www.youtube.com/watch?v=-

NmQx5mrgTY&eurl= 

• The video viewed most often on YouTube: 

http://www.youtube.com/watch?v=dMH0bHeiRNg 

 

… and lots more – video blogs, music videos, original short films, … – feel free to 

browse for yourself. 
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YouTube serves up 100 million videos a
day online
Posted 7/16/2006 9:56 PM ET

SAN FRANCISCO (Reuters) — YouTube, the leader in Internet video search, said Sunday viewers are now
watching more than 100 million videos per day on its site, marking the surge in demand for its "snack-sized"
video fare.

Since springing from out of nowhere late last year, YouTube has come to hold the leading position in online 

video with 29% of the U.S. multimedia entertainment market, according to the latest weekly data from Web 

measurement site Hitwise.

YouTube videos account for 60% of all videos watched online, the company said. Videos are delivered free 

on YouTube and the company is still working on developing advertising and other means of generating 

revenue to support the business.

The site specializes in short — typically two-minute — homemade, comic videos created by users. YouTube

serves as a quick entertainment break or viewers with broadband computer connections at work or home.

News Corp.'s MySpace, the social networking site popular with teens, has a nearly 19% share of the market 

according to Hitwise. Yahoo, Microsoft's MSN, Google and AOL each have 3% to 5% of the video search 

market. Collectively, these four major Web portals have a smaller share than either YouTube or MySpace.

In June, 2.5 billion videos were watched on YouTube, which is based in San Mateo, California and has just 

over 30 employees. More than 65,000 videos are now uploaded daily to YouTube, up from around 50,000 in 

May, the company said.

YouTube boasts nearly 20 million unique users per month, according to Nielsen//NetRatings, another Internet 

audience measurement firm.

Copyright 2006 Reuters Limited. Click for Restrictions.

Find this article at:

http://www.usatoday.com/tech/news/2006-07-16-youtube-views_x.htm?

SAVE THIS | EMAIL THIS | Close

 Check the box to include the list of links referenced in the article.
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Is YouTube really worth $1.65b? Maybe
Google aims to dominate a medium that's starting to change politics, culture

By Hiawatha Bray, Globe Staff  |  October 20, 2006

Why would Internet search giant Google Inc. spend $1.65 billion for YouTube , a company less than two years old 
that puts brief video snippets online?

The reasons behind the landmark deal disclosed last week transcend bits and bytes, or even dollars and cents. It's
about an effort to dominate a new medium that's begun to change the culture of America and the world.

It's a medium in which the videotaped musings of a precocious teenager can make her an international celebrity; 
where a comedian's barbed comments about President Bush are watched by millions of political junkies; and where
fanatical Muslim extremists can terrorize their enemies and gain adherents by displaying videos of their latest
atrocities.

``We've reached a tipping point in the rise of media literacy," said Mark Tribe, assistant professor of modern culture
and media at Brown University. ``For the first time, we have a critical mass of people who know how to shoot video, 
transfer it to a computer, edit it, and upload it to the Web," said Tribe. ``The tools -- video cameras, computers, fast 
Internet connections, and sites like YouTube . . . are inexpensive and easy to use."

As a result, media professionals are no longer in sole control of the video images that set our political and cultural 
agendas.

The power of the camcorder reached an early zenith in 1991, when an Argentine immigrant named George Holliday
videotaped four Los Angeles police officers beating suspect Rodney King. The video, broadcast on mainstream TV
, led to the prosecution of the four policemen -- and a riot that killed 54 people when the officers were acquitted.

But today a video buff doesn't have to wait for a call from CNN. He can publish it online. And if the video is 
sufficiently shocking, funny, or embarrassing, it will spread across the Internet like a virus.

Just ask US Senator George Allen of Virginia. Allen was supposed to coast to re-election over his Democratic rival,
former Secretary of the Navy James Webb. Then came the rally where Allen saw S.R. Sidarth, an Indian-American
representative of the Webb campaign armed with a video camera. A vexed Allen pointed at Sidarth and called him 
an apparently meaningless name -- ``macaca." It was a weird moment that might have amounted to nothing a 
couple of years ago.

But thanks to YouTube, the video of Allen's insult was soon being watched by political junkies across the Internet.
Curious viewers began researching the word ``macaca." They learned that it's considered an ethnic slur in some 
parts of Africa. The resultant buzz caused major news organizations to trumpet the story, forcing Allen onto the 
defensive. Once considered a sure winner, he's now clinging to a narrow lead .

``The notorious `macaca' story would likely have gone nowhere had it not played on YouTube, gotten everybody's 
attention, and then made its way back to the bigger, traditional media outlets," said Robert Thompson, director of
the Center for the Study of Popular Television at Syracuse University.

Then there's comedian Stephen Colbert. The star of the Comedy Central cable TV channel was invited to crack
jokes at the White House Correspondents Dinner in May. Colbert's biting criticisms of President Bush were heard 
only by the people in a banquet hall and a few thousand political junkies tuned into the C-Span cable channel on a
Saturday night.

But some of those viewers captured the videos and posted them on YouTube and Google Video. Within a week,
the routine had been viewed 2.7 million times at YouTube alone. Newspapers and TV networks that had barely 
covered the speech now scrambled to catch up.

``The fact that the routine could be watched on the Web . . . has an amplifying effect. You've expanded the set of 
people you can reach with the discussion," said Jennifer Urban, clinical associate professor of intellectual property
law at the University of Southern California.

Apart from capturing events, online video buffs are creating original material capable of attracting vast audiences.
That's what happened in June, when a quirky, wide-eyed teenager using the pseudonym Lonelygirl15 began
posting a series of videos on YouTube. Lonelygirl's wry commentaries on her life attracted a global audience, with
some episodes being viewed over 600,000 times. Fans of the series debated whether Lonelygirl was a real 
adolescent or an actress. Many of them created videos to lay out their own theories.
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Other Lonelygirl buffs went further, scouring the Internet for clues to her identity. Last month, their efforts bore fruit 
and Lonelygirl15 was outed. She's really Jessica Rose, a 19-year-old actress from New Zealand, and her moody 
musings were the carefully scripted work of several aspiring filmmakers in Los Angeles. It's unclear whether the
news will mean the end of the Lonelygirl15 series, but Rose is unlikely to suffer much. The controversy has already 
landed her on NBC's Tonight Show and the MTV music channel, and she's been hired to portray Lonelygirl15 in an 
online antipoverty video to be produced by the United Nations.

Some applications of online video are far less benign. Islamic extremists in Iraq, Afghanistan, and many other 
countries routinely videotape suicide bombings, sniper attacks on US troops, and even the beheading of hostages. 
These videos have often made their way onto YouTube and other public sites. The videos violate YouTube policies, 
but the company doesn't screen videos before they're posted, so it must wait for viewers to complain. YouTube has 
also removed videos that include commentary highly critical of Muslims and the religion of Islam, spawning 
complaints by conservative bloggers that the site is bowing to pressure from Muslim extremists.

Now that it's part of the vast Google empire, YouTube will no doubt be very careful about the videos it shows. But 
there are plenty of other video-hosting sites out there, presenting limitless opportunities to amuse, to shock, and to 
tweak a media establishment that is no longer the only source for ``must-see TV."

Hiawatha Bray can be reached at bray@globe.com.  

© Copyright 2006 The New York Times Company

  



Print - Google-YouTube Deal: "We Paid a Fair Price" - International -... http://www.spiegel.de/international/0,1518,druck-442072,00.html

1 von 3 04.12.2006 17:33

Google

Philipp Schindler, head of Google 
Northern Europe.

SPIEGEL ONLINE - October 11, 2006, 05:11 PM 

URL: http://www.spiegel.de/international/0,1518,442072,00.html

GOOGLE-YOUTUBE DEAL

"We Paid a Fair Price"

Google's Northern Europe chief Philipp Schindler is enthralled with YouTube. In an interview 

with SPIEGEL ONLINE, he explains why the price of $1.65 billion is justified, why Google 

wants two video platforms, and what German managers in the Internet business have yet to 

understand.

SPIEGEL ONLINE: How long have you known that Google would buy 

YouTube?

Schindler: It is such a logical next step that we've already had it in mind 

for quite a while.

SPIEGEL ONLINE: The purchase price of $1.65 billion is astronomical -- 

this for a business that has never once made a profit. Aside from that, 

Google already has a video-sharing service of its own. Can you help us 

understand what makes this acquisition so logical?

Schindler: YouTube has managed to establish the most successful video

service on the Web -- an exciting, high-quality and accepted product. 

What speaks against combining such a good product with a successful 

firm like ours?

We have a similar product in Google Video, but it hasn't achieved the 

same success as YouTube -- particularly since Google Video is still in 

beta mode, so it's still not a finished product.

SPIEGEL ONLINE: How long will it be before you earn money with YouTube?

Schindler: That is, of course, difficult to answer one day after the deal has been made public. Of course 

there is an interesting model for revenue. But I can't comment on that today. Indeed, we are completely 

convinced that we've bought YouTube for a fair price. We've conducted several analyses, and we know 

that YouTube is a very strong brand with an extremely wide range. And we believe that when we 

combine it with our strengths -- namely operating a high-volume automated advertising system -- it is 

an absolutely intelligent step to take. We know that the next evolutionary step for the Internet will be 

built on an audio-visual basis.

SPIEGEL ONLINE: Advertisement by search words works with text -- when I search for "glove" and 

then I get "glove" advertisements. That makes sense. How is that supposed to work with videos, where 

some young girl is talking about being lovesick?

Schindler: One element that we haven't really followed until today is something called "flow tracking." 

You see the profile of consumers -- what are the consumers interested in? Say for instance you watch a 

video from "lonelygirl15" this evening on YouTube, but earlier this afternoon you were on financial Web 

pages interested in bank accounts. Then it could also be relevant for you, when you're looking at a 

"lonelygirl15" video, to have an advertisement for bank accounts blended in.

SPIEGEL ONLINE: Do you want to keep an eye on Internet users' every move? Data protectors will be 

thrilled.

Schindler: As I said, we haven't done this yet because we want to better understand how consumers 

feel about it, how the problem of data protection looks, and so on. But we're paying close attention to 

this subject.

SPIEGEL ONLINE: What do you have in mind as far as that is concerned? Is YouTube not expected to 

bring in any money?

Schindler: I can't yet concretely say, but of course, as I said earlier, we have a revenue model. One 

idea, for example, is sponsoring specific content. Another possibility is that certain content might be 

offered for a fee, just as we already do with Google Video. Another one would be to show an ad before 

the video. Right now we can't say, "This will be our strategy." We need to work on it so our targeting 
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system, which works well for text-based content, also carries over into the audio-visual world.

SPIEGEL ONLINE: Several videos on YouTube consist of pieced-together stolen material. How will you 

prevent copyright infringement?

Schindler: For us protecting content providers' copyright is of highest priority. For one thing, we advise 

our users that no copyright-protected material may be posted on our platform. For another, both Google 

Video and YouTube have a system that enables copyright holders to inform us if their copyright has been 

breached, and we react as quickly as possible.

SPIEGEL ONLINE: At the moment you're pursuing a double strategy: solidarity with copyright holders 

on the one hand, and on the other hand filtering out copyright-protected material, at least when users 

won't give up the rights. Doesn't that go against the anarchical charm of YouTube?

Schindler: I believe YouTube is attractive for many reasons, not only because of copyright protected 

material. The strategy must be to preserve the attractiveness while at the same time protecting the 

rights of content providers. An automated system has already been tested that is supposed to recognize 

whether content is copyright-protected - we're working hard on that.

SPIEGEL ONLINE: Now with Google Video and YouTube you have two services that do basically the 

same thing. How will the two of them go forward?

Schindler: We want to carry on each brand and each product as it is. We don't plan to phase out 

YouTube or to completely combine the two firms.

SPIEGEL ONLINE: The value of Google stocks continues to climb - 

you're worth more today than General Motors, Ford, Walt Disney, 

Amazon and the biggest American newspapers combined. Then you 

make an investment of 1.65 billion dollars -- have you just created the 

next Internet bubble?

Schindler: We believe the current development of the Internet and 

digital media consumption is standing on solid ground. Look at Amazon 

or eBay -- they're highly profitable business models. The idea of a bubble

is in my view fully mistaken. The Internet will be a fundamental part of 

our lives. That's where acquisitions will be prepared and carried out, 

that's where future branding will be done, that's where media will be 

consumed. In contrast to the so-called New Economy of the late '90s, 

today's Internet firms are earning good money.

SPIEGEL ONLINE: In Germany, there is still a lot of hesitation -- also 

amongst your advertising clients. Have German marketing professionals 

yet to grasp the internet?

Schindler: The Internet has for a long time been perceived by advertisers to be not as important as it 

actually is. Internet ads make up a very small percentage of total advertising expenditures. German 

managers lack speed for innovation.

SPIEGEL ONLINE: Why is that?

Schindler: An example: We know that many consumers do their shopping around online but actually 

make purchases offline in stores. That's very difficult to track. An American manager asks his circle of 

friends, "Is that how you guys do it?" and then goes to work the next day and says "This is how everyone

does it." The German manager believes it happens the same way, but first he conducts a scientific 

market survey that complies with German standards. We wait until we have absolute proof of something 

that we may already know to be true.

SPIEGEL ONLINE: The number of Google products is gradually becoming indiscernible -- what strategy 

is Google actually following?

Schindler: We have a very simple mission: We want to organize the world's information and make it 

available to people. Information is not only text-based -- there we're already pretty far along -- but also 

audio-visual, saved in books; geo-information plays a role, information that emerges from 

communication, and so on. I can't find a single product at Google that you can't classify under this 

mission.

SPIEGEL ONLINE: Calendars, spreadsheets, word processing -- that is private information that one 
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doesn't necessarily want made available to the whole world ...

Schindler: That's true. And that's why the user decides for himself in those products you mention, who 

is allowed to see and handle which documents. Google's mission is of course not to infringe on private 

data protection. The decisive rule that we maintain is that the consumer, in the end, must decide what 

information he wants made available to us.

SPIEGEL ONLINE: When a business becomes too big, its image changes. How do you keep from being 

perceived as a powerful, unscrupulous business and mysterious data troller?

Schindler: That's a topic we take very seriously. No one has to use Google or Google products, all users 

come voluntarily. We haven't bundled any programs, we aren't marketing pre-installed operating 

systems. Google is, therefore, used because customers find us attractive; we are always only a click 

away from not being used. We have to hold back and be humble in everything we do, precisely because 

we are so big. Google's success stands and falls with the trust of the user.

A concrete example: We are massively involved around the world developing local platforms, like in 

Norway and Switzerland -- because have ascertained that the consumer wants a high level of localization 

in our product. We can't have an exclusively American perspective, or else we will go in the direction 

your question suggests.

Interview conducted by Hasnain Kazim and Christian Stöcker
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  MSNBC.com

Stone:  Is YouTube the Napster of Video?
Only a year old, YouTube has already rocketed past Google and Yahoo to become No. 1 in Web 
video. But can it survive the fear of a copyright crunch?
WEB-EXCLUSIVE COMMENTARY
Updated: 4:12 p.m. ET March 7, 2006

March 1, 2006 - YouTube.com, one of the leading video sites on the Web, should present a disclaimer to its 
users: may consume large chunks of otherwise productive time. In a single, wasteful afternoon this week, I
watched 10 minutes of highlights from NBC's "The Office" and nearly the entire pilot episode of the network's,
"My Name is Earl"; I took a small tour of various curiosities, such as the surreal David Hasselhoff "Hooked on a
Feeling" music video, and a brilliant lampoon of what iPod packaging would look like if Microsoft designed it. I
laughed at a hilarious, decades-old Richard Pryor stand-up performance and groaned at some of the worst ads
from the last Super Bowl, then concluded my binge with an entire episode of "The Simpsons"—the one where
Homer adopts a monkey.

There are of two distinct categories of clips on YouTube: short movies like the Microsoft parody, produced by
creative folks and voluntarily distributed free to the world, and the professional fare like the network shows,
which TV viewers typically upload straight from their sets to the Net—without permission. The
copyright-infringing video that sits on YouTube's servers sticks a big, fat finger into the eye of media
companies, who no doubt want to sell this material in online video stores like Apple's iTunes.

It would be easy to call the venture-backed, San Mateo-based YouTube the Napster of video, an outlaw startup 
rocketing onto dotcom radar screens on the backs of rights-holders. But that's a designation that the year-old 
company desperately wants to avoid. YouTube is far friendlier to copyright owners than the peer-to-peer 
sharing pioneer, and offers to take any material off its servers when a rights-holder complains (as NBC did 
earlier this month, asking the company to remove the popular Saturday Night Live "Lazy Sunday" clip from its 
site.) YouTube execs point out that, unlike Napster, they control what's on their site and can boot users who are
breaking the law.  "This is not 1999. Those guys [Napster] were renegades. They thought no one could touch
them," says Kevin Donahue, YouTube's VP of marketing and programming. "We want to be in business with 
content owners, not in conflict." 

Hollywood execs aren't reaching for the emergency telephones that connect them to their lawyers—at least not
yet. A representative from the Motion Picture Association of America said that YouTube is generally "a good
corporate citizen." Rick Cotton, general counsel for NBC Universal, said he felt the network was "getting good
cooperation in taking down material" from YouTube. "Although there is a lot of material we have questions
about, our sense is that they are engaged and recognizing that that they do have obligations."

YouTube is riding the online video wave like few other Internet firms. It gets more visitors a week than the 
video sections of either Yahoo or Google and the average user spends almost twice the amount of time there, 
according to Hitwise researcher Lee-Ann Prescott.  

The seeds of YouTube's popularity stretch back to the origins of the company, and the founders' intention to 
make watching video on the Web as easy and infectious as possible.  Former PayPal employees Chad Hurley,
29, and Steve Chen, 27, started the company in Hurley's garage after complaining about the clunky experience 
of watching video on the Net. Users often had to choose which media player they wanted to use, then download
a bulky clip.

Chen, a programmer, used Adobe's flash development language to let users stream video clips inside their
browser. Hurley, a user interface expert, designed ways to let users easily share the video they liked and put
descriptive designations or "tags" on their favorite clips. Ingeniously, the founders decided to let users paste
YouTube clips right into their own Web pages—a trick that led to exploding popularity of YouTube, especially on
the site of another high-flying Web business, MySpace.

YouTube is still a young firm, and it shows. It has 21 employees and sparsely decorated, Ikea-infested digs 
above a pizzeria in downtown San Mateo. A rubber chicken hangs from the rafters, and a large stretch of empty
carpet awaits new employees. Staffers keep long hours, and despite their promises to work with Hollywood, 
they are often outmaneuvered by their users. Earlier this week, for example, despite all the publicity and 
controversy around NBC's efforts to remove the SNL's "Lazy Sunday" from YouTube, a user had reposted the 
clip, which was nestled amid other user-created sequels and parodies. (An NBC spokesperson responded: "We'll
continue to request that they take down material put up on the site without our permission.")

The company faces a conundrum when it comes to copyrighted material: its rapidly growing user base loves the
wide-ranging video content, some of which may be infringing. YouTube can pull just enough off its servers to 
keep the lawyers at bay, or it can try to get media companies to contribute material for promotional purposes. 
The company has had a few successes so far; execs point to a grainy video of soccer star Ronaldhino trying out 
new sneakers, which was watched millions of times before YouTube learned that sneaker giant Nike had 
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intentionally slipped it onto the site. Music labels such as Warner Records and EMI are also using YouTube to 
get more exposure for their music videos.

But when it comes to potentially infringing content, things get even trickier when YouTube starts trying to make
real money—which it hopes to do later this year by selling its own ads on the site. That could aggravate its
already shaky legal status. Its "beg for forgiveness" approach—taking copyrighted content off its site only when
faced with a complaint—probably places them comfortably within the safe harbor provisions of 1998's Digital
Millennium Copyright Act. But as Electronic Frontier Foundation attorney Fred von Lohmann points out,
companies that benefit financially from infringement don't necessarily enjoy the same legal protections.
"There's a real question whether an advertising-based business model creates extra risk" for a company like
YouTube, von Lohmann says. 

If nothing else, all the copyrighted content on YouTube—what one rival calls the "cloud of
infringement"—actually puts the firm at a disadvantage in the rapidly evolving online video marketplace. Yahoo
and Google can keep their video portions of their site ad-free and subsidize it with other parts of their business.
YouTube doesn't have those deep pockets. And though its impressive traffic statistics should make it an
attractive acquisition candidate to a number of new and old media firms, the possibility of lawsuits will probably
keep potential suitors away for now.

To really turn its current winning streak into profits, YouTube will have to get serious about policing its network 
for copyrighted content while retaining much of the user-creativity that makes it such a fantastic place to waste
an afternoon. Just like the video clips on the site itself, that's a story worth watching.

URL: http://www.msnbc.msn.com/id/11617588/site/newsweek/

© 2006 MSNBC.com
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YouTube Deletes Nearly 30,000 Files
Action taken after complaints from Japanese copyright holders.

Martyn Williams, IDG News Service
Friday, October 20, 2006 08:00 AM PDT

The online video site YouTube has deleted close to 30,000 files after complaints from an organization representing 

Japanese copyright holders, the organization said today.

The Japanese Society for Rights of Authors, Composers and Publishers (JASRAC), which collects royalty payments for 

musicians, submitted a list to YouTube of 29,549 files that it judged infringed on the rights of 23 Japanese content 

companies, said Masato Oikawa, a spokesman for the organization in Tokyo.

File Types

The files are mostly entertainment and music TV programs and were discovered during a five-day audit of the site that 

started Oct. 2, Oikawa said.

The 23 companies that backed JASRAC include all of Japan's major TV networks, public broadcaster Nippon Hoso Kyokai 

(NHK), some regional and cable TV broadcasters, and other organizations including the Recording Industry Association of 

Japan (RIAJ) and Yahoo Japan.

A History of Complaints

It's not the first time YouTube has been in the cross hairs of Japanese broadcasters. Earlier this year NHK asked the site to 

remove a clip of a children's song and said it would go after other files on the site.

YouTube has a lot of Japanese TV clips compared to those of other nations because of the strong cult following that 

Japanese pop culture has around the world.

It's also growing in popularity with Japanese users. The site posted massive growth in Japan between December 2005 and 

March this year, with the number of monthly users grew from 201,000 to 2.1 million, according to an estimate from 

NetRatings Japan in April.

Legal Questions

YouTube agreed to be acquired by Google earlier this month in a $1.65 billion stock transaction. Analysts have wondered 

about YouTube's ability to avoid lawsuits over the vast amount of copyright material that exists on the site, and some 

predicted the company would soon be hit with lawsuits.

Universal Music Group, Sony BMG Entertainment and Warner Music Group each signed deals with the companies earlier 

this week to display their content, which could help shield the video sites from some lawsuits.
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By Mike Connery on August 20, 2006 - 7:59pm.

Cross-posted at Future Majority

Scott Stringer over at MyDD beat me to the punch in commenting on the article in 
today's NY Times Week in Review about the effects that YouTube is having in this 
election cycle. Scott hits most of the points I was going to highlight (so go read the 
post), but he didn't touch an important point at the end of the article:

Then again, YouTube’s impact on politics may be exaggerated. For one,
the site’s users are generally young and not highly engaged politically.

“Most social networking sites cater to younger audiences, 18 to 24,” says
Michael Bassik, vice president of Internet advertising at MSHC Partners,
which advises candidates on media strategies. “For the most part, it’s
not political conversations taking place there.”

Interesting, except (a) myself and just about everyone I know watches YouTube - 
including my non-geek coworkers - and all of us are above 24 years of age, (b) the 
18-24 year olds that Mr. Bassik discounts have played an increasingly important role 
in 2004, 2005, and 2006 elections, and (c) a search for "Colbert" on YouTube will 
yield clips that have been viewed 30-60,000 times, and a search for The Daily Show 
will get you clips that have been viewed as many as 100,000 times. I'd say that's 
pretty indicitave of a political conversation - or at least a substantive interest in 
politics - on YouTube. And, shockingly, it's a conversation happening among those 
apathetic youth everyone keeps talking about!

So while it may indeed be true that at the moment the amount of press exposure that 
YouTube is getting is disproportionate to the amount of influence it wields, a look at 
the blatantly obvious facts that (a) YouTube or similar services are only going to 
become more mainstream, and (b) old peole die and young people replace them, 
reveals what should have been a no-brainer for the good folks at the New York 
Times: YouTube's influence will only grow, and it will have a significant - and I 
believe positive - impact on the way we evaluate and interact with our elected 
officials. At first among "young people," and eventually the broader electorate.

(Sidenote - for comparison's sake, the only thing I could find in a quick search on 
YouTube more popular than The Daily Show was Snakes on a Plane.)

You tube is slowly becomming

Submitted by Aila on August 21, 2006 - 11:32am.

You tube is slowly becomming more popular with 25+. My friend's father for example

loves going on it constantly for "entertaining idiots". Also politically connected,

YouTube is home of all those 9/11 Conspiracy videos popping up on the net.
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The First YouTube Election:

George Allen and “Macaca”

George Allen: Digital foot in twenty-first century mouth

There have already been strong intimations that Virginia

Republican Senator George Allen has a “race problem.” Now the

2008 GOP presidential pretender has shown off his unique

sensitivities again by repeatedly calling an Asian operative from his

competitor’s campaign “Macaca.” A Macaca is monkey native to

Asia. The man, S.R. Sidarth, is of Indian decent.

Not content with insinuating that Sidarth is a primate, Allen also

said to him, “Welcome to America and the real world of Virginia!”

For the record: Sidarth was born in Virginia.

Unluckily — more than unluckily, stupidly — for Allen, Sidarth’s job

is to videotape Allen’s public appearances, in the hopes, it would

seem, of capturing a revealing off-color moment of candor such as
this one. Today, the video evidence of Allen’s apparent race

problem is all over the Internet, thanks to the wonders of YouTube.

There’s a paradigm shift under way and politicians like Allen, and to

a lesser extent Joe Lieberman and Barbara Boxer, are learning it 

the hard way. The barriers to video broadcast are now gone. So an

opposing campaign no longer has to rely on a local news station or 

CNN or CSPAN to run video of a gaffe. Any dolt with a handicam 
now can capture the unscripted reality of a candidate and 

disseminate it worldwide.

If it generates enough buzz in the blogosphere, the cable networks

will even pick it up, as happened almost immediately with Allen’s

monkeyboy dig.

What does this YouTube revolution mean for politics? It’s far too

early to tell. One might hope that the omipresence of handicam

reporters would mean that all of the artifice of advance teams and
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printed backdrops and hand-picked crowds of supporters only will

be erroded. Unlike the professionals at CNN who play along and

film the fakeness because it makes for pretty TV, the YouTubers

out there are dedicated to exposing such artifice as an

embarassment. And embarassing it is.

On the other hand, this YouTube threat could also hurtle the stage

management of politics into hyperdrive, curtailing the kind retail

politics and informal “Listening Tours” like the one Allen was on

yesterday. Every candidate suffers from foot in mouth disease

occasionally, if left alone without a script in front of a live audience.

The consultants and advance men may stop deploying their

candidates to the real world to every extent practicable.

Whatever the case, it’s clear that YouTube is already changing the

game. And politicians of all stripes had better watch out.

-- Tim Dickinson 
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Anon | 11/11/2006, 8:20 pm EST

George Allen lost, hehehehehe

flash | 11/9/2006, 3:09 pm EST

I just wanted to wish Sen. Redneck GOOD RIDDANCE!!!!

The people have spoken and they don’t want a bigoted,

noose-wielding, confederate flag worshipping idiot representing

them.

I guess now you have plenty of time to get drunk off Budweiser
and ride through town in your pickup, yelling N****R and stuffing

deer heads in black peoples’ mailboxes!

Once again, GOOD RIDDANCE and go kiss a big, black a**!!!!!

flight florida | 11/6/2006, 5:14 am EST

flight florida

Grant C. | 10/5/2006, 4:35 pm EST

I didnt know what macaca meant until now - how bad can it be? A

strom in a teacup. But for Dems “any port in a storm”. apparently.

Hey Shari | 10/2/2006, 9:47 pm EST

You’re full of “macaca”.

Franni Libovitz | 10/1/2006, 3:23 am EST

George Allen is a hero for white people everywhere who are sick 

and tired of the flooding into this country of illegal and brown 

immigrants, those vermin who steal our jobs and wreak havoc on 

our schools and criminal justice systems.

When Mel Gibson dared to utter negativities against the Jews he 

issued a formal apology. But George Allen did not even insult this 

dark skinned Indian mutant - George Allen did not even know what

a Macaca was! And certainly he was not aware of his Jewish 

heritage because his mother tried to protect him from persecution, 

which he is facing now. And I do not believe one word of his sister 

Jennifer that George Allen used to beat up his family members 

regularly. And keeping a noose in his law office? That was all just 
fun and games, like his love for the confederate flag and dislke for 

illegal immigrants and other criminal dark skinned immigrants in 

this country, draining our tax dollars for no reason.

Finally there is a tough honest man who is not afraid to tell it like it 

is - he is a real cowboy, much like the men who founded this great 

country, and I for one am going to vote for this great man for U.S. 

Senate as well as for the Presidency of the United States - G_d 
Bless him!
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Thanks to YouTube Fans, 'Nobody's Watching' May Return 
From the Dead

By BILL CARTER

For television writers and producers it has always been about getting your show on the air.

These days? Not so much.

At the moment the most talked-about situation comedy in the United States isn't on television at all. It's on 

your computer, though, and you can find it on www.youtube.com, where thousands of videos of all levels of 

quality are posted every day.

A comedy called — with intended irony, but not in the way that it has worked out — "Nobody's Watching"

has been available on YouTube for about two weeks. As of yesterday it had been downloaded more than

300,000 times by a growing legion of fans.

Most remarkable of all, the talk that the show has generated has already caught the ears of executives at 

several networks, some of whom are wondering if maybe this is a virus they might enjoy getting infected 

with.

"Nobody's Watching" seems to be another example of a story that the Internet world loves: the power of the 

amateur over the professionals. It is also the story of "viral video," which is what YouTube is all about. People 

post a snippet of self-made video, and word spreads about how funny, shocking, stupid or embarrassing it is.

But the big story behind "Nobody's Watching" is that a sitcom left for dead 18 months ago may actually

spring back to life — on actual television — because its creators were too passionate about it to let it die, and

because it really might be funnier than most everything else that is passing for comedy on television these

days.

The man at the center of the story is Bill Lawrence, creator of "Spin City" and "Scrubs." Mr. Lawrence knows

how insane the television business can be. For example, for a few years after "Scrubs" made its debut on NBC

in 2001, all Mr. Lawrence heard from network executives was that the show would never be a hit because it 

was a single-camera filmed comedy. Only multi-camera taped comedies worked, he was told.

In the last two years Mr. Lawrence said, he has gotten into arguments with network program chiefs who have

told him, "The multi-camera comedy genre is dead."

Both stances struck Mr. Lawrence as ridiculous. "The challenge," he said in a telephone interview, "was to 

reinvent the genre."

That was the goal of "Nobody's Watching," which Mr. Lawrence conceived with two writing partners, Garrett

Donovan and Neil Goldman, who had both worked on the Fox animated comedy "Family Guy."

Their thought was that most traditional sitcoms had begun failing not because of form but because of quality:

they were all bad. And so they created a couple of characters, Derek and Will, from Ohio, who believed the 

same thing, and they decided to let them try to make a show of their own.
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The gimmick is that the two characters come to California to make their own sitcom, but at the same time 

they are doing it in the form of a fake reality show conceived by some fictional network executives. The 

studio behind the (real) project was NBC Universal Television, so NBC had first crack at the show. But Mr. 

Lawrence said that it was clear from the start that NBC's programming boss, Kevin Reilly, though he liked 

the freshness of the idea, did not think it was appropriate for NBC.

So it wound up on the development slate of the WB network. That seemed a hospitable place because WB

was youth oriented, and "Nobody's Watching" was a show definitely aimed at young viewers. Mr. Lawrence

said all the younger executives at that network loved the show.

The show was cast with an eye toward keeping it fresh and innovative. The two leads, Taran Killam and Paul 

Campbell, had extensive improvisational backgrounds. Mr. Lawrence said he insisted they become 

inseparable for weeks leading up to shooting the pilot, and the actors indeed became fast friends.

The other important characters included a network boss named Jeff Tucker. (Mr. Lawrence credited Jeff 

Zucker, the chief executive of the NBC Universal Television Group, with being such a sport that he told them 

he didn't mind if they used his actual name.)

The pilot, which appears intact on YouTube, pulls no punches in disparaging sitcoms the creators clearly 

believe have damaged the genre. By name, "According to Jim," "Coach" and "Yes, Dear," among others, are 

mocked by the characters.

Mr. Lawrence acknowledged that that had caused a bit of a rift between him and Greg Garcia, creator of "Yes,

Dear," though he said he loved and respected Mr. Garcia's newer comedy, "My Name Is Earl," which is 

shown on NBC.

All went well with "Nobody's Watching" until the testing phase. Then, Mr. Lawrence said, he and his 

partners journeyed to a "sweaty test-screening room" in the San Fernando Valley where issues were raised by

the screeners about whether the premise was confusing. That seemed to Mr. Lawrence to be the unspoken 

concern of WB executives, although once it was spoken, the test audiences seemed to glom onto it.

Still, those young executives at WB encouraged him the show was a sure thing. Mr. Lawrence left for New

York in May 2005, ready to hear "Nobody's Watching" announced on the WB schedule. "I was not in the 

business to fly to New York to feel like an idiot," he said. But that's what happened. WB passed on the show.

Now his precious baby was labeled a loser. "Who was going to pick up a show that the lowly WB had 

rejected?" Mr. Lawrence said. He and his partners pestered their agents to try to find it a home, only to have 

the agents begin to beg them not to make them mortify themselves that way.

In the eyes of everyone who counted, as Angela Bromstad, the head of the NBC Universal studio, put it, "It 

was essentially a dead project."

Mr. Lawrence resisted that fate, but he knew he could not hold onto his cast members very long. If they got 

other offers, they would be gone. Paul Adelstein, who played Jeff Tucker, was hired as a semi-regular on the 

Fox series "Prison Break." 

The earth began to move just a few weeks ago. That's when Mr. Lawrence heard that the pilot had somehow 

made its way onto YouTube. He said he knows who posted the video but will not reveal the name because it 

looks as if it turned out to be a major favor. 

In the first week that "Nobody's Watching" appeared on YouTube, it was not a featured video and attracted 
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only about 4,000 viewings. But the reaction was powerfully positive from those who saw it, prompting the 

site to begin featuring it. Then the viewings exploded.

Even television executives have been downloading it. Ms. Bromstad said that the Comedy Central channel 

called last week and asked for a DVD of the pilot, and that ABC had also expressed interest.

But NBC retains a first shot at the show. Mr. Lawrence said that Mr. Reilly had called from his vacation in 

Mexico last week and said he wanted to take another look. The show's offbeat characters and rapid-fire 

dialogue might make it an ideal partner for another comedy on NBC, Ms. Bromstad said, a show the network 

has struggled to find a match for: Mr. Lawrence's "Scrubs."

Could it happen? Could a dead network show be revived because of the power of individuals supporting it on 

the Internet?

Ms. Bromstad was cautious in her prediction. "I think it will be interesting to find out," she said.

Mr. Lawrence said he believed this was exactly the kind of development that television needed to break all

kinds of hidebound traditions, including presumptions about what people will and won't watch as comedy, 

and decisions that are made based on small organized focus groups.

"This is so much a better way to see if people are going to respond to a show," he said.

Of course even if a network does want to take a chance on "Nobody's Watching," there is still that issue of 

keeping the cast together. And Mr. Adelstein is already gone, right?

"We're hoping he gets killed off this season on 'Prison Break,' " Mr. Lawrence said. Mr. Adelstein plays a 

special agent on that series.

What Mr. Lawrence really wants right now is for so many people to start talking about his comedy pilot now 

featured on YouTube that some network executive will decide, "Now I can pick this up and I won't look 

dumb."

Copyright 2006 The New York Times Company
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Hey There, Lonelygirl
One cute teen’s online diary is probably a hoax. It’s also the birth of a new art form.

By Adam Sternbergh 

here are thousands of people who post video diaries on YouTube, and, by all rights, Lonelygirl15 should be just as

annoying as the rest of them. Even more so, actually, since in all likelihood, Lonelygirl15 is a fake. She’s a

suspiciously photogenic teen who films first-person confessionals in her bedroom, detailing the dramas of her

so-called life. Most of them revolve around her study-buddy Daniel, who secretly (okay, not so secretly—is anything a

secret in the YouTube world?) has a crush on her. This is all supposedly done without the knowledge of her religious,

homeschooling parents. From her first video, posted June 16, she’s doled out new chapters in two-minute chunks, each

with an alluring title such as “Boy Problems,” “Dad ‘Talks’ to Daniel,” and “What Did Daniel and Dad Talk About?”

And lots of viewers are caught up in her micro-soap; her videos have totaled almost 2 million views, her “channel” is

the fourth most popular on YouTube, and the New York Times’ Virginia Heffernan recently lobbied for her to get her

own TV show.

Along the way, people have started questioning whether she even exists, and for good reason: She’s just a little too

charming, her videos a little too well edited, and her story a little too neatly laid out. As such, her saga’s taken on the

brimstone whiff of viral marketing. Some skeptical YouTubers are posting short films dedicated to debunking her,

while others wave a smoking gun: The domain name for her fan site was registered a month before her first video went

up.

Ironically, her most prominent critic—a YouTuber named Gohepcat, a film-geek hipster in mirrored sunglasses and a

cowboy hat—has become a mini–YouTube star in his own right. And because anyone on YouTube can post responses

or theories about Lonelygirl (and plenty have), her story now has its own metastasizing, David Lynch–worthy cast: Not

just Lonelygirl, Daniel, and their monkey puppet (don’t ask), but the Javert-like Mirrored Cowboy; her defender, Nerd

With the Headset; a nemesis called Lazydork; and Richard Feynman. (Yes, Richard Feynman, the famous physicist. He

doesn’t appear personally—it’s a long story.)

But wait a minute—what if the Mirrored Cowboy is in on it, too? After all, networks routinely spray the Internet with
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fake reality-show spoilers to throw intrepid fans off the scent. Wouldn’t this be the ultimate viral-marketing technique—to

create not only the cute-girl phenomenon but the she’s-a-fake controversy as well? And what about the other characters?

Et tu, Headset Nerd?

Of course, not everyone commenting on Lonelygirl can be part of the hoax (if it is a hoax). But they’re all, in their own

way, now part of her story.

And presto: Just like that, Lonelygirl’s tale goes from Web-based melodrama or viral-marketing trickery toward

something like a brand-new art form. It’s the birth of WikiTV: a television show created by a broad community of

participants and built not of sequential, hour-long episodes, but of two-minute interconnected parcels. The story line is

both linear (will Daniel get the girl?) and expansive (enter the Mirrored Cowboy!), and anyone can join in. I, for example,

could don a tuxedo and eye patch, and post a video claiming that the Cowboy’s a double agent. Then someone could post

a video refuting me, now known as the Dapper Pirate.

Which means that, of all the possible outcomes to the Lonelygirl story, the one in which she actually turns out to be just

some cute teen with preternatural editing skills will be the least interesting of all. The second-least-interesting

outcome—and the one I dread, and half-expect—is that once her page views reach critical mass, she’ll start popping open

the Mountain Dews and talking about how deliciously refreshing they are.

The best scenario is that she’s a sleeper agent in the employ of MTV, or VH1, or some as-yet-unidentified entity, and that

others will follow her fictional lead. Imagine how much fun J. �J. Abrams of Lost could have with a YouTube-based

conspiracy story. Or forget that—imagine what fun you could have with a camera, a computer, and a catchy idea. Of

course, as a necessary side effect, YouTube will be flooded with crap. (Or even more flooded with crap.) But the weak

story lines will wither and the smartly crafted ones will blossom, just as Lonelygirl’s have. And maybe this, and not some

NBC shows for sale on iTunes, is the future of television—or the promised land of a new narrative form. If so, we might

look back at Lonelygirl15 as Moses with a monkey puppet.

Find this article at:

http://www.nymag.com/arts/tv/features/19376/index.html
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