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ABSTRACT

Thepurposeofthisresearchistoimproveunderstandingofhowdemocratizedvideotechnologyis
changingthemarketforvideocommunicationduringpoliticalcampaigns.Thesamecontentanalysis
methodologywasappliedtoUnitedStatessenatecampaignYouTubevideosduringboththe2006
electionwhenYouTubefirstmadeitsmarkonpoliticsandthe2016electionadecadelater.The
evidencedoesnotsupportthetheorythatdemocratizedvideotechnologywillproducenewwinners
communicatinginnewwaysaboutpoliticalcampaigns.The2016electionwasmarkedbyaslight
increaseintheproportionofrepurposedtelevisionadscomparedtothe2006election.Overthecourse
ofitsfirstdecade,themarketforpoliticalcampaigncommunicationonYouTubehasincreasingly
struggledtoattractinvestorsofcreativecapital.
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INTRoDUCTIoN

“You”hadaphenomenalawardsseasonin2006.ThemagazineBusiness 2.0putyouatthetopofits
listof“ThoseWhoMatterMostNow”(EditorialBoard,2006).Thiswasnotyouronlyredcarpet.Time
magazinenamedyou“PersonoftheYear”(Grossman,2006).Youevengotyourownawardsshowin
theinauguralYouTubeVideoAwardsforuser-generatedcontentfirstuploadedin2006.Adecadeafter
youmadeyourmark,itisappropriatetoexaminehowyourcareerhasprogressed.Specifically,this
researchwillexaminethesuccessofthenetworkedyouincompetingwithestablishmentparticipants
inpoliticalvideosonYouTube.

CommunicationaboutpoliticsonYouTubeisagreatplacetoexaminethecompetitionbetween
user-generatedandprofessionallygeneratedcontent.Itwasanareaofachievementhighlightedby
Timeinjustifyingitspersonoftheyear.Inaneraoffragmentedmedia,politicsremainsonefacet
oflifethatimpactseveryone.Whilecharactersinmoderntelevisionshowsarefarremovedfromthe
livesofallbutasmallnumberofpeople,politiciansremaincharactersthatarerelevanttoall.There
areincentivesforalltocompeteincommunicatingaboutasubjectthataffectseverybody.

CommunicationaboutpoliticsonYouTubeisalsoagreatplacetoexaminetheformatsofpolitical
video.Modernvideoisadiversemedium.Onbroadcasttelevision,however, thevideoformatis
profoundlylimitedbyeconomicconstraints,especiallyforvideorelatedtopoliticalcampaigns,which
isalmostexclusivelylimitedto30-secondadvertisements.Incontrast,YouTubeallowsarangeof
videostyles.LaunchedasavideosharingwebsitebyformerPayPalexecutivesin2005,YouTube
firstmadeapoliticalsplashinthe2006USSenateelections.Mostnotably,theprohibitivefavoritein
Virginia,RepublicanGeorgeAllenwasvideotapedusinganethnicslurtodisparageacollegestudent
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ataneventspeech,whichgalvanizedopponents(Karpf,2010)andfacilitatedanupsetinstrumental
toaSenateDemocratictakeover.Eventspeechesarejustoneofthemanyformatsthatarelargely
absentfrombroadcasttelevision,butcanfindahomeonYouTube.

InrevisitingYouTubeadecadeafteritfirstmadeitsmarkonpolitics,thisstudywillmakean
importantcontributiontoe-politics.First,itwillarticulateatheoryofwhyYouTubeisespecially
well-suitedtoempoweringnewcommunicatorsandencouragingnewformsofcommunication.The
theorysuggeststhatYouTubecanchangethemarketforvideocommunicationinpolitics.Nothingis
moreimportanttothemarketforvideocommunicationthanwhogetstocommunicateandhowthey
communicate.Second,itwilltestthistheorywithauniqueempiricaldesign.Itwilluseacensusof
themostpopularvideosassociatedwithUSSenatecandidatesinboth2006and2016.Ratherthan
thesnapshotperspectiveofpreviousstudies,thisstudymakesobservationsattwoimportantpoints
intime.WhatemergesfromthestudyisasystematicportraitofthenatureandevolutionofYouTube
campaigncommunication.Itshedsinsightintothetheoryandpracticeofhowthemarketforpolitical
videoisaffectedbydemocratizedvideotechnology.

THEoRETICAL BACKGRoUND

Thereisacompellingtheorywhyvideosharingtechnologywillalterthenatureofvideocampaign
communication.ThelandscapeforvideocommunicationinpoliticalcampaignsbeyondtheInternet
isfairlystraightforward.Itisdominatedbybrieftelevisionadsfromcandidates,politicalparties,
andgroups.Mediaoutletssupplementthiswiththeoccasionalcampaignnewsstoryandtelevision
debate.Thereislittleevidencethatthislandscapeisaproductofthedesireoftheelectorate.Citizens
generallyexpressdisapprovalofthebriefadsthatdominatethevideopresenceofcampaigns.Rather
thancitizendemands,thevideolandscapeisaproductofthestructureoftraditionalmediathatmakes
ubiquitousthe30second-ad.Scarceadtimeisreasonablyaffordableonlytoestablishedparticipants
likecandidates,groups,andparties.

Theoretically, without the economic and regulatory structure of traditional media, both the
producerandtypeofvideocontentshouldincreaseindiversity.Thelackofregulationwillgiveany
potentialcontentproducerthefreedomtopursuethemostcompellingformofcommunication.Since
YouTuberesolvesthelogisticalproblemofdistribution,peoplearefreetodirecttheirenergytothe
creativeprocess.WhileofficeholdershavenotpushedWeb2.0tofundamentallychangepolitical
communication(Collins&Chen,2017),thoselessinvestedinthecurrentsystemhavemoreincentive
toinnovate.WritingintheInternational Journal of E-Politics,BravoandDelValle(2017)foundthat
resource-challengedpartiesinCataloniahadhigherengagementwithFacebookfollowersthanlarger
parties:“Althoughthesesmallerandnewerpartiesdonothavethehumanandmaterialresources
ofthemoreconsolidatedandbiggerparties,theyaresurpassingthemoreestablishedpartiessince
socialmedia arenot so costly anddifficult todominate as traditionalmedia” (p.45).Similarly,
citizenswithlessinvestmentinthecurrentsystemmayalsohavegreaterincentivetoinnovatein
videocommunication.

Astechnologicalandresourcebarriersareerodedbyinexpensiveuser-friendlyvideoproduction,
ordinarycitizenswillbeabletocompetewithprofessionalcontent.Indeed,thisabilitywascriticalto
thefamousawardfromTimemagazine:“Forworkingfornothingandbeatingtheprosattheirown
game,Time’sPersonoftheYearfor2006isyou”(Grossman,2006,p.38).Partoftheargumentis
thattraditionalgatekeepersthwartedcreativitybeforeYouTube.Eliminatingthesegatekeeperswill
allowcreativitytoflourish(Ricke,2014).Iftechnologyallowsordinarycitizenstocomealittlecloser
toprofessionalsonproductionvalues,theycanwinthepopularitybattlewithprofessionalsbyvirtue
oftheirgreaternumbersandbetterabilitytorelatetoaudiencemembers.Aformatavailabletoand
oftenemployedbyamateurs,theface-to-camerastyle,hasbeenshowntobepositivelyrelatedto
perceivedauthenticity(Ferchaud,Grzeslo,Orme&LaGroue,2018).
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