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To "Patrick Walker” <pjwatker @google com>
From: * Joanna Shislds® <joannas@google.come
Ce:

Bee: i

Received Data: 2006-06-28 15:24:42 CST

Subject: Fwe you ube .

Sent from my BlackBerry Wireless Handheld

--{figgnal Message~—-

Frony DBavid Eun :

To: Peter Chaneg; Jorathan Rosenberg; Susan Wojcicki; Jennifer Felking =oanna Shields; David Drummond
CC: Elliot Schrage; Sheryl S8andbery

Sent Wed Jurt 28 07:18:58 2006

Subjact: Re: you tube

Copying Efict and Shenyl)

{ think ii's clear that &l of us want to da what's best for Google =ideo. Nething is out of the question to consider,

including our =urrent.copyright erforcement policy. It's also clear that no one knows =xactly how the space wil
evalve, a0 iPs much aasier 10 fook back and =oint out course cortections we should have mads,

That saitt, hete are a few things o consider as we rontirue to discuss =ut copyright enforcement issue:

1. NBC has explicitly stated to us thet they recognize and appreciate =Ur proaciive copyright enforcement policy
and wart 1o do a large, =trategic deal with us, including but not imited to video. This fs a =eflection of their view
that we're a big company with resources that =gats it Tim A. and | are planning a megting with vafious senior
exeos =rom NBG to frame what this might look iike.

2. Intheir minds they are being vety pragmatic and co-opting YouTube as = promotional platform, creating the

equivalent of our Pantner pages =ith sorme one-time promotions, NBG has received assurances that YouTube

=il increase the level of scratiny 1o identify iilegal uploads going =orward, L.e., the direction is 1o Increase the level

of policing, not =screass and YouTubs recognizes this.

3. We shouldnt lose sight of the fac! that despite some fantasiic =eveloprmernts lately 1¢ improve aur product. and
Ul YouTube has been a =eader in traffic generation because of s toals and funclionality, not =ust its locse
copyright enforcement, We're losing the traffic batile =o them and will cortinue to unless we continue 1o improve
our praduct =xperience and acouire as much good content as possible {and not just sremium cortent},

4. Changing our policy has implications for othisr parts of caur business: =} the Print ault: whers owr interpratation
and erforcement of rights wssociated with copyright isin question; 1) ouiside the US: where the =MCA doasnit
appy and conlent owners are even more vociferous about =rotecting thelr content; and ¢} to Adveriaing and
Syndication: what we =hirk is THE tusiness opporturity for GV. This is not possible to bulld =ithout the support
of pramium gontent owners, the very paries who arg =ost sensitive about copyright enforcement, many of whom
*plame” us {or =dentifying sites withilegal content iy our search product and warnt us =0 refrain from monstizing
sites that traffic in legal uploads,

5. Trings are siff vety eatly. The large media companies are very, =ary siow and relatively disorganized. But,
just because they haverni =cted ort this doasi't mean they wor't.

5. Lastly, as Sergey poirtad out 2t ourlast GPS, is changing a policy =6 increase traffic knowing beforehand
that we'l profit from ilegal =owricads how we want e conduct our busingss? is this Geogiey?

My opinion is that we should continue to work aggrassively on improving =eatures and functionality; double down
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on efforts to get the most =ppealing conient possible for our ads and syndication trials, and push =ike crazy to
get content owners to clarify their pasitions on this =ssue. { think ultimately though we wont get parfect darity
frorn the =orfent owngrs, 50 what we'l have to decide Is whether the presumed =enefits {o traffic trom @ poficy
change cutwsigh the resulting risks =nd costs. :

As for me, I'm open to changing our paficy. I'm just not sure NOW is =he time to do it. Without mirimizing
YouTuba's achievernants, I'd =ather focus on increasing ow own Sffors to win now and inthe fonger =arm. im
interosted 1o hear what others think. .

Apologies for the fength of this emall. As Mark Twain said, | would =ave wiltten you a shorter response if thad
mors time, :

Dave

On B/28/08, Petar Chane «peterch @ google.coms> withs:

i think you are right about the lessen although n our most recent =isoussion about our corttant
acceptance policy the sentiment was against =aking a policy change for Google Video. | ihink that's a mistake
bt § =hink {'m in the minority,

 think Youtube is playing their hand briiantly by using thelr =raffic and the dmea to their atdvantage.
The NBC deg! validaiad them. = worry that they are setting themselves up to be much more than a site =0
watch stupid viral videos. .

Youtube is not just a Google Video competitor; they want to aggregate =edia traftic to their site and
captura these queries. And they are weveloping their own ad system to monetize videos which appear on many
=ites across the web. They are g search site with and Adwords/Adserise =fogram gatiing staned.

P,
On 27108, Jorettzn Roserivero S - - -

Seams to me liké the dyramic here worked out the opposite of whal wa =ad beerdisling sach
other. We were cautioning ourselves 1o avoid the =reewhesling users posting NBC material as this would
alienate nbe from =5 Meanwhile, we lost usars because YouTube had the content llegally. =ext, NBC worked
with themmore aggressively than us because they saw =hé viral nature and now they have a deal. Shouldn't the
lesson here be =o play faster and looser and be aggressive until either a court says =no’ or a deal gets stiuck. J
don't think there can be an in =etween..and we were on the wrong end.

ir

NBC Taps Popularity Of Online Video Site
By Sara Kehaulani Goo

Washington Post Staff Wiriter
Wednesday, June 28, 2008, D01

Online video company YouTube Inc. said yesterday that itwil promote =BC's fall television
lineup and sponsor a-contest related 1o a popular =etwork show, signaling & wave of martiages betwaen old-
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media firms and =ledgling video' Web sites.

The deal follows ar announcament by Wamer Bros. on Monday that & =it sell dowricads of
200 fims and TV episodas through Guba, ancther =niing video site, The paninersiips seek 1o solve two
problams for the =nlertainment industry: Old-media companies need popular Intermet =hannels o fight declining
TV and movie-theater viewership, and =rtemet video slait-ups need a revenue siream ko capitalize on thelr

=xploding popularity.

Since the beginning of the year, amateur video clips posted to the =ntermet have become a
huge phenomenon, making onlinas video sites some =i the most-visited places onthe intemet, YouTube.com
says it attracts =0 million unique visitors a month, up from @ million in Aprl, Lt it =nd many competitors are
privataly fundad and are siill searching for =leady revenue.

For YauTube, which has $1 1 milfion in vanture capiial furding and =oliests rost of its revenus
by seiimg banner ads, the NBC deal is“a =ey milestong i our company’s history,” said chisf exscutive Chad |
=urley. “iI's a dear proof point that we're building a viable, =ong-ténn business, and #'s showing there's common
ground batween =raditional and new media."

YouTube attracted atiention this ysar for spreading a popular onfine =ideo that was llegally
piicked from NBO's “Saturday Night Live® =regrarn. The dlip depicted comedians rapping in a skt called "Lazy
=unday” and as it spread, 8 helped thousands of internet users leam =hat thay could shave video as easlly as
forwarding an e-mail.

At the time, NBC executives dermanded thal YouTube remove the video =rom its site, But then,
seeing its popularity, NBC posted the same =ideo.on its own Web site. "The fact that ["Lazy Sunday"] virally
spread =ike wildfire, that clearly told us something — that we could maybe. =uplicate that and create promos that
peopie could share. The mechanism =as there,” said John Miller, chief marketing officer for NBC Universal

- =glevision Group, Now, he said, *we want 1o fully ambrace the viral =clivity that YouTube embraces.”

Firarcial detals of the YouTube-NBGC deal were rot discloser. YouTubs =greed 1o 56l upan
NBC page on its Webs site on which viewers can waich sommertials and other features, such as irtenviews with
actors, for six =rograms on NBC's fall fineup and other programs including "Saturday =ight Live" and "The
Tonight Show with Jay Leno. * In exchange, NBC will =romote YouTube on TV with a contest that encourages
viewars to submit =unny videos-of their ofﬁce ervironments to YouTube.com. NBC will air =he winner's video in
coriunction with the sitcom *The Office.”

* Tomaks ths deal happen, hawevar, YouTube has had to rain in some of =ts freswhesling,
Wild-Weast-like appeal. The sife used 10 take a =ommunity policing approach under which it would consider
removing only =idecs that users reponed as inappropriate of as a possible copyfight =iclation. Now, YouTube
said it has. set up onfing features that will =flow NBC 1o patrol YouTube's entire Web site for possitle
infringement =f NBC's copyrighted material and enable YouTube to quickly remove it.

“This really shows how proastive we're being” about protecting =opyrighted material, Hurley
said. The same lools will ba available to =ther users, he said.

YouTube said the NBC deal is the first of several relationshing with =edia companizs that it
expacis to announce in the coming monihis. Media =xecutives said such deals are low-cost opportunities to
expenmem with =ays 1o tap Intermet audiences for promotions ard sales, For Wamer =tos., the arrangernant
with Guba is an experiment in using an sltemative outist for selfing movies and TV snows irtaddition to a more
=stablished online vehicle such as Apple Compltter Inc.
=R, google. conun 7sa=D8g=http%3aA%2F% 2Financial washingtonpos={.com%ZF custom % 2F wpost %
Ertmib-gen.asp’s3Fdispravy3Dbusiness% 28rmwpage % S30ae="%288ymb% 3DAAPL 36 28nave.3Dels 's (Tunes.

“We domt know whab's going to work at this point,” seid dim Wuthrdeh, =enior vice president of
digital distribution of Wamer Bros. home =niertalnment group, *Obviougly, thete's consumet demand for this
=gntent. The question is, are those people witling to pay jora _th-quanty delivery of that cortent? We believe
s0, but we dorit know =hat content they're more interested in.”
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Gube 110 said ifs deabwith Wamer Bros. essentially recorfigrred s =svenue model, so it is
ro longer aff ad-suppontad, and Guba sees less =f its future tied to video content gererated from the public,

While video posted by users is competling, it is ot going to pay thi =ert, the company said.

o *A lid falling off & skateboard, of a kid lip-syneing - 1 don't know =f il has lsgs or endurance,”
said Thomags Molnernay, chief executive of =tba. "Peuple ans used 10 paying for films, whithto us prasents a
very =lear revenus opporiurity. The challenge for YouTube is how to keep the =ommunity happy and also make

- morey.”

@ 2006 The Washington Post Company
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