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YouTube	
  is	
  a	
  site	
  of	
  participatory	
  culture	
  where	
  non-­‐professional	
  

content	
  creation	
  intertwines	
  with	
  official	
  discourse,	
  which	
  makes	
  the	
  

site	
  an	
  interesting	
  locus	
  of	
  research	
  to	
  understand	
  the	
  changing	
  

relationships	
  between	
  new	
  technologies,	
  business	
  and	
  popular	
  culture	
  

(Burgess	
  &	
  Green,	
  2009).	
  In	
  a	
  moment	
  where	
  social	
  media	
  sites	
  sustain	
  

the	
  majority	
  of	
  online	
  sociability	
  and	
  creativity	
  (van	
  Dijck,	
  2013),	
  the	
  

study	
  of	
  platforms	
  and	
  their	
  role	
  as	
  content	
  curators	
  is	
  crucial	
  to	
  

understand	
  the	
  techno-­‐cultural	
  constructions	
  of	
  public	
  debates	
  

(Gillespie,	
  2010,	
  2013).	
  In	
  2012,	
  YouTube	
  changed	
  its	
  video	
  discovery	
  

features––how	
  its	
  viewers	
  find	
  videos	
  to	
  watch	
  via	
  search	
  and	
  suggested	
  

algorithms––to	
  surface	
  videos	
  that	
  drive	
  watch	
  time	
  over	
  clicking	
  

(YouTube	
  creator	
  Blog,	
  2012).	
  With	
  this	
  move,	
  the	
  platform	
  sought	
  to	
  

increase	
  user	
  engagement,	
  which	
  increases	
  revenue	
  opportunities	
  for	
  its	
  

business	
  partners	
  (YouTube	
  creator	
  Blog,	
  2012).	
  This	
  economic	
  driven	
  



algorithmic	
  change	
  is	
  part	
  of	
  YouTube	
  rationale	
  for	
  content	
  curation,	
  

which	
  influences	
  the	
  way	
  we	
  consume	
  information	
  and	
  get	
  to	
  know	
  

about	
  things.	
  However,	
  algorithms	
  are	
  constantly	
  changing	
  due	
  to	
  

machine	
  learning	
  components	
  and	
  the	
  process	
  to	
  understand	
  the	
  

decisions	
  mechanisms	
  involved	
  in	
  the	
  ranking	
  of	
  videos	
  in	
  YouTube	
  

search	
  is	
  complex	
  (Rieder,	
  2015).	
  	
  

	
  

Building	
  on	
  Rieder’s	
  (2015)	
  approach	
  to	
  describe	
  the	
  structure	
  and	
  

dynamics	
  of	
  outputs	
  of	
  the	
  YouTube	
  ranking	
  algorithm,	
  this	
  paper	
  seeks	
  

to	
  interrogate	
  YouTube’s	
  role	
  in	
  the	
  curation	
  of	
  content	
  and	
  culture	
  

production	
  with	
  regards	
  to	
  different	
  socio-­‐cultural	
  issues.	
  By	
  examining	
  

over	
  time	
  the	
  ordered	
  videos	
  returned	
  by	
  YouTube	
  when	
  querying	
  

“Islam”,	
  “Syria”,	
  “Trump”,	
  “refugees”	
  and	
  “Gamergate”	
  we	
  seek	
  to	
  

explore	
  YouTube	
  ranking	
  culture	
  around	
  different	
  issues.	
  First,	
  we	
  

describe	
  and	
  compare	
  the	
  outcomes	
  of	
  the	
  algorithmic	
  work,	
  and	
  

second	
  we	
  qualitatively	
  analyse	
  the	
  top	
  results	
  over	
  time	
  and	
  for	
  each	
  

issue.	
  	
  

	
  
	
  

	
  

	
  

	
  

	
  

	
  

	
  

	
  



	
  

References	
  

Burgess,	
  J.,	
  &	
  Green,	
  J.	
  (2009).	
  YouTube:	
  Online	
  Video	
  and	
  Participatory	
  
Culture	
  (1	
  edition).	
  Cambridge ;	
  Malden,	
  MA:	
  Polity.	
  
	
  
Dijck,	
  J.	
  van.	
  (2013).	
  The	
  Culture	
  of	
  Connectivity:	
  A	
  Critical	
  History	
  of	
  
Social	
  Media.	
  OUP	
  USA.	
  	
  
	
  
Gillespie,	
  T.	
  (2010).	
  The	
  politics	
  of	
  ‘platforms’.	
  New	
  Media	
  &	
  Society,	
  
12(3),	
  347–364.	
  	
  
	
  
Gillespie,	
  T.	
  (2013).	
  The	
  Relevance	
  of	
  Algorithms.	
  In	
  T.	
  Gillespie,	
  P.	
  
Boczkowski,	
  &	
  K.	
  Foot	
  (Eds.),	
  Media	
  technologies:	
  Essays	
  on	
  
communication,	
  materiality,	
  and	
  society	
  (pp.	
  167–93).	
  Cambridge ;	
  New	
  
York:	
  MIT	
  Press.	
  
	
  
Rieder,	
  B.	
  (2015,	
  December	
  17).	
  Studying	
  Algorithms:	
  Rank	
  Changes	
  
Over	
  Time.	
  The	
  Politics	
  of	
  Systems.	
  Retrieved	
  from	
  
http://thepoliticsofsystems.net/2015/12/studying-­‐algorithms-­‐rank-­‐
changes-­‐over-­‐time/	
  
	
  
YouTube	
  creator	
  blog	
  (2012,	
  12	
  October).	
  YouTube	
  search,	
  now	
  
optimized	
  for	
  time	
  watched.	
  YouTube	
  creator	
  blog.	
  Retrieved	
  from	
  
http://youtubecreator.blogspot.com/2012/10/youtube-­‐search-­‐now-­‐
optimized-­‐for-­‐time.html	
  
	
  
	
  
	
  


