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“I think it’s going to be an 
exciting 2016 for YouTube.” 
— Sundar Pichai, CEO of Google, when asked 
on the company’s Q4 earnings call about the 
potential for YouTube to pursue more original, 
scripted long-form content as well as licensed 

TV content. YouTube Red, the subscription 
version of the over-the-top service, will release 

its fi rst batch of originals on Feb. 10.

NUMBER

6.3 
billion
Total impressions tallied across six 

NBC Sports Facebook pages in 2015, 
led by a 79% surge on its main page. 

NBC Sports said it also ended the year 
with 2.5 million followers across seven 

Twitter handles: @NBCSports, 
@SNFonNBC, @NHLonNBCSports, 

@NBCSN, @NBCSportsSoccer, 
@NASCARonNBC, and 

@NBCOlympics. Of that group, 
@NASCARonNBC had the highest 

year-over-year growth (+303%).

CONNECTIONS

“No promises, but want to get feedback: Who would be interested in 
buying a bundle of all the Rift launch titles?” 

— Palmer Luckey (@PalmerLuckey), founder of Oculus, as the company pre-
pares to start shipping the Oculus Rift on March 28. Of the more than 4,600 
votes tallied, 64% said they are “interested,” 17% were “not interested” and 
19% posted a “joke answer.” 

“@PalmerLuckey I can tell you as a woman I want to throw fireballs 
with my hands, turn men into frogs and act out my fantasies can I do 
that?”

— Lindsey Brooks (@drgroovy77), a “pitchwoman” and VR enthusiast, 
presumably providing one of several joke answers to Luckey’s inquiry.

TECH TWEETS

VIDEOPHILE

AWARENESS IS VR’S HIGH HURDLE 
Consumer adoption of new headsets is a 
big hurdle for virtual reality, but so is general 
awareness of the emerging platform, accord-
ing to new study from Greenlight VR. 

A recent survey of about 1,000 consumers 
in the United Kingdom found results similar to a 
survey conducted last fall in the U.S. Only 8% 
of the U.K. respondents claimed to know much 
about VR technology, compared with 10% in 
the U.S. study. About 23% of U.K. participants 
said they had never heard of VR, roughly the 
same (25%) as in Greenlight VR’s U.S. study. 

Greenlight VR also found that just 8% of 
the U.K. sample and 10% of the U.S. group 
claimed to “know a lot” about different VR 
brands or recent technological developments 
about virtual reality. 

 “[H]eadset cost and lack of content to be 
choke points for the consumer adoption of 
virtual reality near term, but VR’s greatest ob-
stacle for 2016 may be consumer awareness,” 
Greenlight VR senior research analyst Howie 
Leibach said. 

— Jeff Baumgartner

Why YouTube Cares About Content Quality
After the launch of YouTube Red, Richard Lawson of Vanity Fair declared, “YouTube 
videos are, by and large, hot stinky garbage. But we watch them, because they are 
free garbage. And we love free things!”

This deliberately incendiary comment doesn’t take into account the fact that value 
itself is subjective, and that one man’s trash is another man’s treasure. YouTube and 
its more than 1 billion users and 4 billion video views daily are, in many ways, proof 
of that. It is the viewer’s experience that video content providers like YouTube need 
to care about.

Despite being delivered through technology, YouTube content resonates so strongly 
with viewers quite simply because it speaks to aspects of the human condition. In what other single place in the 
real or virtual world can a person access content that can make them laugh, cry, learn or have an experience? To 
consumers, the quality of their viewing experience is just as important as what they are watching. On YouTube 
and other OTT properties, just like in the real world, viewers want their experiences to be immersive.

Diane Tarr-Smith is a strategic marketing consultant at IneoQuest Technologies, a provider of video analytics 
and service assurance solutions. For more of this blog, please visit multichannel.com/Feb8.
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