
After returning from Afghanistan, the soldier was
back at North Carolina’s Fort Bragg for only about
six months before deploying to Iraq. “It was Fallujah
in 2003, and they saw more casualties than they
wanted to,” his father said.

Matt Sandri, whose deployment was extended
into the spring of 2004, was working in the same
type of trauma center he helped set up in
Afghanistan when insurgent rockets smashed into
the building. Despite frantic efforts to revive him and
Taylor, the soldiers, who were in Iraq to care for the
wounded, died of their injuries.

The Sandris were coming home from church
when they saw a military messenger waiting on their
front porch in Shamokin, Pa. Nearly eight years after
Bob Sandri stopped his car in the middle of the
street, where the soldier delivered the dreadful news,
that tragic day often still feels like “seconds ago” to
the Sandris.

“You wake up in the morning, and it’s the first
thing you think about,” the Gold Star father said. “At
night, it’s the last thing you think about before you
go to bed.”

Since thousands of supporters filled a huge audi-

torium and lined Pennsylvania streets, there have
been many more honors for the Sandri family.
Responding to a letter from Matt Sandri’s youngest
sister, Lydia, President George W. Bush quietly
invited the family to an event in New York and then
the White House just before leaving office in Janu-
ary 2009.

While Bob Sandri deeply appreciated the presi-
dent’s kindness, one honor stands above the rest. In
2008, the Taylor/Sandri Medical Training Center,
which the 82nd Airborne Division named in honor
of the fallen heroes, opened at Fort Bragg. “That’s
very special to me,” he said.

Since Sept. 11, 2001, more than 6,000 American
troops have died in Afghanistan and Iraq. Matt San-
dri served with honor in both countries. As his father
goes to sleep every night seeing his oldest son’s face,
he believes the fallen watch over the nation they died
to protect. “I didn’t lose Matt,” he said. “I know
where Matt is.”

— Tom Sileo is director of story development at
USO. The Unknown Soldiers seeks to keep Ameri-
ca’s post-9/11 conflicts in our daily national con-
sciousness. His column appears weekly.
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Like it or not, that’s how a lot of
people of Budd’s generation view
the situation. And some experts
think they’re gaining clout, as
they insist on easy access to music
and other content while the Inter-
net world loudly protests anti-
piracy legislation that it says
unfairly puts the responsibility of
policing piracy sites on search
engines and other sites.

“We’ve seen the emergence of
a real social movement around
these issues,” said Joe Karaganis,
vice president of The American
Assembly, a public policy insti-
tute at Columbia University,
which oversaw the recent survey,
funded by a grant from Google. 

He’s talking in part about
“blackouts” staged by popular
Internet sites that included
Wikipedia, the user-generated
online encyclopedia, and Reddit,
the social news website. With sup-
port from Google, Facebook and
Twitter, they were protesting the
proposed federal anti-piracy bills.

But here’s the surprising part –
a lot of young people don’t neces-
sarily expect to get movies, TV
shows and music for free. 

“I do think people would pay
for this content if it’s reasonably
priced and it’s available when
they want to watch it,” said
Srikant Mikkilineni, a law student
at Drake University in Des
Moines.

Not wanting to mar his law
school record, Mikkilineni pays
for the songs, movies and TV
shows he downloads. But he does
so grudgingly. “Right now, they
want us to pay multiple times for
the same content,” he said, com-
plaining that that’s not reasonable.

If he buys a DVD, for instance,
it’s $15. He can watch it on his
laptop – but it’s illegal for him to
copy it in order to watch it on his
iPod or smartphone.

Many young people point to
Apple’s iTunes service as a model
that could be replicated by other
entertainment companies.

“iTunes changed the landscape
for music because it made it far
too convenient and much easier
than downloading music through
alternative methods (even illegal
ones),” said Matt Gardner, an
information technology student at
Rochester Institute of Technology
in New York.

But even more than conve-
nience, a recent study at Duke
University found that cost was the
major factor that drives college
students to copy entertainment
content illegally. Researchers
there found that the lower the stu-
dents’ income, including their par-
ents’ income, the more likely they
were to search for free, illegal
options.

To address the issue of cost, the
study’s authors suggested that uni-
versities consider making licens-
ing agreements with services that
sell entertainment content so that
students could get a discount.

Cornell University is one insti-
tution that has experimented with
this. From 2004 to 2006, an
anonymous donor paid for two
years’ worth of Napster service
for Cornell students, but students
ultimately declined to have their
student activity fees raised to con-
tinue the service because the
music couldn’t be played on all
devices, according to the Duke
study.

There are those who doubt that
students would pay for content
they can pirate, especially when
the habit has become so ingrained.

“Nobody’s going to pay you for
something they can get for free,”
said Glenn MacDonald, an eco-
nomics professor at the Olin
School of Business at Washington
University in St. Louis.

So he asks: What if you gave
music and movies to consumers
for free, or asked them to pay
what they thought the content was
worth?

Some bands such as Radiohead

are already doing that – in
essence, using their songs to build
a following and entice people to
pay to see them in concert and,
once there, to buy their merchan-
dise.

The song becomes the ad, Mac-
Donald says. Or a movie on the
small screen becomes the driving
force for a line of merchandise or
drives the wish to see it again on a
big screen in 3-D or at a special
theater event. A free clip from a
TV show seen online draws view-
ers to the show.

“It’s like a bar. They give you
the peanuts so you buy the beer,”
MacDonald said.

He notes that music companies
already take a cut of money made
from concerts, merchandise and
endorsements. So he thinks that
should, at the very least, offset the
cost of the recorded music to con-
sumers, who’ve been increasingly
willing to pay big prices to see
artists live.

“Music companies would be
better served by increasing their
focus on how to make artists’
music, and especially their con-
certs, even better,” MacDonald
said.

Nice thought, but not realistic,
according to Thomas Carpenter,
general counsel for legislative
affairs for the American Federa-
tion of Television and Radio
Artists, a union that represents
people working in the entertain-
ment industry.

As it stands, he said 90 percent
of the earnings that a musician
currently makes under a recording
contract is tied directly to royalties
from sales, including lawful
downloads. For actors, he said, it’s
about 50 percent.

“There’s a lot at stake – much
more than most people realize,”
Carpenter said.

And he added: “You have to be
paid in order to be good. You have
to use the funds from your projects
to fund your future creativity.”

Still even some people who’ve
spent their careers defending
copyrights say it’s time to find
some middle ground.

“It really is a failure to come up
with practical, reasonable models
for sales and distribution,” said
Michael R. Graham, a Chicago
attorney who specializes in trade-
mark and copyright law. “There’s
a real disconnect.”

Like many, he thinks iTunes
has set the standard for the future. 

Another possible approach:
licensing agreements – with
online services, for instance, pay-
ing a fee to content creators so
they can provide it to consumers
for free or for a monthly subscrip-
tion fee.

Popular options, so far, include
online music streaming services
such as Spotify and Pandora. Oth-
ers point to movie and TV ser-
vices such as Netflix, though
some complain that content on
Netflix’s online streaming service
is still too limited. Hundreds of
thousands of people also quit Net-
flix last year after it started charg-
ing more to those who wanted
both the streaming service and
DVDs sent to them in the mail –
another indication of just how
much impact the public can have
in these matters.

A major lawsuit now before a
federal appeals court has put a
spotlight on these issues.

Viacom Inc. is appealing a
lower court ruling that found
YouTube, Google Inc.’s popular
video sharing service, is protected
from copyright infringement
claims. Viacom claims YouTube
is making millions when people
post copyrighted videos – includ-
ing some shows Viacom owns.

YouTube says it forces people to
remove the content when discov-
ered, as the law allows.

During October proceedings
before the 2nd U.S. Circuit Court
of Appeals in Manhattan, Judge
Roger Miner asked, “How in the
world can damages be computed
here?” 

“The number could be quite
large,” Viacom attorney Paul
Smith said. 

Miner responded: “Maybe
what you’re really looking for is a
license agreement.” 

Smith said that was possible –
an outcome that some would con-
sider a win for those who want
greater access to content on the
Internet.

Whatever happens, college stu-
dent Omar Ahmad said the enter-
tainment industry has to realize
that people his age aren’t likely to
change their piracy habits, even
with the threat of more serious
punishments that Congress is con-
sidering. 

“They’re going to continue
doing it – that’s the truth,” said
Ahmad, a senior at Seton Hall
University who’s also manager of
the New Jersey school’s radio sta-
tion.

Karaganis at Columbia agreed
that young people and the Internet
community in general have
proven they can influence the
entertainment industry, whether it
likes it or not.

“Change is inevitable,” he said.
“The question is how quickly will
it happen – and how much of a
fortress will be built around intel-
lectual property in the meantime.

“Now, I think all bets are off.”
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Some people who’ve
spent their careers

defending copyrights
say it’s time to find
some middle ground.

U.S. Army
Sgt. Matt Sandri,
24, served
in Afghanistan
and Iraq as an
82nd Airborne
Division combat
medic before
his March 20,
2004, death
in Fallujah, Iraq.
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