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YOUTUBE: 2008 PARTNER MONETIZATION PLAN - CORE THOUGHTS
Kevin Yen, 11/08/07 40002

1. CONTENT PARTNERSHIP'S YOUTUBE MISSION
Obtain for users the most comprebensive cellection of online video anywhcrc, by offering to content
providers the best, sustainable value proposition (money, promgction, datd) in the industry.

H. EXECUTIVE SUMMARY
In 2008, we will extend Jeadership ih segiments where-we are #1 today, and establish key successes in
segments where we atenot yet #1.

Our current partners have been pleased thus far with the prometienal benefits of being on YouTube
but are deranding greater yeturns, inainly monetary, on their efforts:. We will inerease partner-
payouts,.as well as our value. proposition as a-whole,

L Plans Beneﬁtmg All Partners

. > | A Increase Monei:izahon thmugh mnproved ad sales, better drscovery, inventary eptimization

- Ky Dependencies: Packaging for ad sales; product navigation/search; control of promotions

B.Strengthen Premotion: through formal stuidies, better discovery, and promotion commitments
-Key Dependencies: Results.of studies; product navxgatiom'_search ‘bdlange with ad sales org
C. Deepen Insight: through more-detailed data and reporting
- Key Dependengies: Product reporting togls
D. Plus, Managc Content w1th Contcnt 1D, espemally in the Head

2, Segment-Specifie Plany _
We will 2lsa continbe to pursue each segment based on-our success in each segment:
A. Head —Create key successes to build on
- Concentrate ononly the best online-performing head content and willing partners
- [EMG ASK] Commit M@ to catalyze progress, re-assess.deal environment
- Importance: Users always want top content; key to:-ad sales/packaging; competition still intense
- Dependencies: Partner willingness; ad blocking; monetization rate; protected streams
B: Torso:(niche):Create success cases, extend #1 position
- Creale Sirong revenue. success cases, with Sports Comedy, Healih/Beauty, Music
- In¢rease scalable: a&qulsmon sfforts,. especially in top verticals
- Impertaice: Niche content is sustainable, competitive-advantage
- Dependencies: Current path ok
€. Torso: (oxig web series): Suppott, size the opportunity
- Assess user demand
-:Assess advertiser atiractiveness
- Importance: New, emerging model for production
- Dependencies: Competition aggressively vying for this.conterit
‘D. Top User:'Extend #1 position
~Qpen User Partner prograntto more users
- Importance: Ceuntral to-and popular-wiih YT commumnity
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- Dependencies: Current path ok

II. DETAILED STRATEGIC PLAN AND ANALYSIS

TORSO (niche)

4-0003

TORSO (original web) TOP USER

Create key Create success .
2008 MAIN GOAL successes to build |°259S fggggﬁr’,;fe e |Extend #1 position
on Extend #1 position
NFL Emeril o )
Target Content (sample) Maybe others ErJ'Lt:rsngtlz rl-::gﬂgeng Quarter Life numerous
Existing Partners g’gﬁ ﬁﬁtli_onal Geo Next Nevs_f Networks fir::ngv a
(sample) Universal Music | Ford Models Lonely Girl theWineKone
2007 PERFORMANCE
#,% panners (% on rev
share agmt)
#,% titles
#,% playbacks
Ad sell-through rate
$ payouts:
Aggregate
top 3
median
2008 PLAN/ACTIONS

Increass Monetization

Optimize promotion systems for ad inventory

Create demog raphic bundles for ad sales (Zurich tool)
Tig in to major, sponsored promotions (e.g., YouChoose)
Work with Product to Improve discovery of partner content.
Continue to evangslize with ad sales.

- Segment-Specific

Highlight in sales
package

Allow partner to sell
own ads

Create scalable,
success cases with
Sports, Music,
Comedy,
Healthy/Beauty
(Subsidize if
necessary).

Have patrtners
commit to schedule
of top content.

Use head content to
sell overall media
bundle

Deploy AFC with

Open to more users
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| setact partners

Allow partner to sell
owr ads

~

{0004

- Eét Increase (med)

$% .

7 .$'% ; 5 %=

1% %

Strengthen Promotion

Quantify benefit using Toolbar data.

|Create pfomotions prograrm with Marketing and Ad Sales.
{Work with Product to improve: dlscdvery of. parmar content.

1 Deapen Insight

| Provide incfeased détails iri feports

(MicroStrategy rollout)

| Manage Contert:{Content |
1) '

(subsidize?)

INTERNAL
: DEPENDENCIES

|Produgt.

Improvet Discovery

Toglbar data

Capabilities for “Panner Sells”
Ad blocking

‘ Protected streams

Marketing/Sales

Piomotional placements/packages

Ad Bales

" TAttractiveness of content/bundles

CPMs
Sellthrough rate _
Ad blogking

KEY EXTERNAL
VARIABLES

Hulu performance.

“Searcity”
approach (WMa).
| MySpace

Dallyshow:com |aggressiveness.

parfemiance.

Panner
willinghess.

{EMG ASKS

$2ZM pool for MG |

IV, ROLE OF CONTENT PARTNERSHIPS IN YOUTUBE'S SUCCESS

Content partners -- across the'head, torso, and top.users:---are critical 16 YouTube's success in every

way:

- Useér Experience (comprehiensiveness)

- Search [queries)

- Ad Sales (searches, brarids, inventory)

"Ihe most popular. queries are for head content -- Musie, Movies, 'I'V, Celebrities, and Sports -- whose
rights holders require negotiated partnerships for us to-obtain. “Forge content is a sustainable,
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strategic differentiator for us, as the torso strengthens: Google/YoriTube's leadership in
comprehenisivencss and is extremely costly for competitors to duplicate. Qur reverflBrograms for
top users allow us to continue gur pnmauy in origindlly created.content, another key video Gategory,
All these partnemhips are paramaunt in YouTube (3 contmued success, 4 cor.npenuon grows uiabated

Head, torso, and. top user content also drive YouTube's monetary success two-fold. First, more
partnerships means more content, which means more uset searches. Searches command top.ad
CPMs (data herc) and You’I‘ubc rctams all Seanch TCVERUCL: Second partncmhlps, c8pcc1a11y th

piayba.cks Advemsmg potenual isa deal prlonty in cvery reglon partlcula:rly in EM]:A and APLA

v

Revenue will be generated from ads primarily on Search pages (40%), Iand, secondarily, on the
Homepage (15%).and Partner Content watch pages (15%). Landing pages, sponsorships,. and
rernnant backiill comprise the reminder. User bploads, Which make0p >95% ol the playDacks, are

ad-free in-order to maintaln our' DMCA. safe harbor. [Get lastest, official % from Finance]
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