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Message

From: -/O=THEFACE BOOK/OU=EXCHANGE ADMINISTRATIVE GROUP
(FYDIBOHF23SPDLT)/CN=RECIPIENTS/CN=

Sent: 10/4/2021 1:41:18 AM
To: I o com]
BCC: mike@axios.com; ina@axios.com; rkern@bloombergindustry.com; benjamin.kamisar@nbcuni.com;

shira.ovide@nytimes.com; Benjamin Din (bdin@politico.com) [bdin@politico.com]; rbade@politico.com;
tpalmeri@politico.com; dpierce@protocol.com; anna@punchbowl.news; olivier. knox@washpost.com;
cristiano.lima@washpost.com; David Cohen [david.cohen@adweek.com]; glenn.chapman@afp.com; Bortutay
[bortutay@ap.org]; sara@axios.com; Kurt Wagner (BLOOMBERG/ NEWSROOM:) [kwagner7 1@bloomberg.net];
nnix1@bloomberg.net; Julia Boorstin [julia.boorstin@nbcuni.com]; Stephen.Desaulniers@nbcuni.com; Rodriguez,
Salvador (NBCUniversal) [salvador.rodriguez@nbcuni.com]; Queenie Wong [qwong@redventures.com];
Brian.Fung@cnn.com;; Redacted for PII ikarissa.bell@engadget.com; Hannah Murphy
[hannah.murphy@ft.com]; Chris Mills Rodrigo [cmillsrodrigo@thehill.com]; Kaya Yurieff
[kaya@theinformation.com]; dave.ingram@nbcuni.com; Mike Isaac [mike.isaac@nytimes.com]; Shannon Bond
[SBond@npr.org]; Casey Newton [casey@platformer.news]; ilapowsky@protocol.com; anna@punchbowl.news;
shirin@recode.net; elizabeth.culliford@thomsonreuters.com; ben@stratechery.com;i Redacted for Pl !
Jessica Guynn [jguynn@usatoday.com]; mshen@usatoday.com; alex.heath@theverge.com; Dwoskin, Elizabeth
[Elizabeth.Dwoskin@washpost.com]; akeenan@yahoofinance.com; Henry.Mulak@nbcuni.com;
RuffT@chsnews.com; Joseph.lacobazzo@FOX.COM; mschnell@thehill.com; Sheila.Dang@thomsonreuters.com;
salarshani@insider.com; smusil@redventures.com; john.eggerton@futurenet.com; Kari Paul
[kari.paul@theguardian.com]; O'Sullivan, Donie [donie.osullivan@warnermedia.com]; O'Sullivan, Donie

[donie.osullivan@warnermedia.com; | | | | ] I @ . com]; Andy Stone (@ fb.com]

Subject: Missing Facts from Tonight’s 60 Minutes Segment

The following statements can be attributed to Lena Pietsch, Director of Policy Communications.
Missing Facts from Tonight’s 60 Minutes Segment

On Sunday, CBS 60 Minutes ran a segment that used select company materials to tell a misleading story about the
research we do to improve our products. The segment also disregards the significant investments we make to keep
people safe on our platform and seeks to impugn the motivations of our company. Here are the facts:

“Every day our teams have to balance protecting the ability of billions of people to express themselves openly with the
need to keep our platform a safe and positive place. We continue to make significant improvements to tackle the spread
of misinformation and harmful content. To suggest we encourage bad content and do nothing is just not true.”

To the claim presented on 60 Minutes that internal research shows the company is not doing enough to eradicate
harmful content on the platform:

“We've invested heavily in people and technology to keep our platform safe, and have made fighting misinformation

and providing authoritative information a priority. If any research had identified an exact solution to these complex
challenges, the tech industry, governments, and society would have solved them a long time ago. We have a strong track
record of using our research — as well as external research and close collaboration with experts and organizations — to
inform changes to our apps.”

To the claim presented on 60 Minutes that the company’s desire for profit outweighs our efforts to keep the platform
safe:

“The growth of people or advertisers using Facebook means nothing if our services aren't being used in ways that bring
people closer together -- that’s why we are investing so much in security that it impacts our bottom line. Protecting our
community is more important than maximizing our profits. To say we turn a blind eye to feedback ignores these
investments, including the 40,000 people working on safety and security at Facebook and our investment of $13 billion
since 2016.”

To the claim presented on 60 Minutes that we mislead the public and our regulators:
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"We stand by our public statements and are ready to answer any questions regulators may have about our work."

To the claim presented on 60 Minutes that the industry needs regulation:

“We agree it’s time for updated internet regulations and have been calling for it ourselves for two and a half years. Every
day, we make difficult decisions on where to draw lines between free expression and harmful speech, privacy, security,
and other issues, and we use both our own research and research from outside experts to improve our products and
policies. But we should not be making these decisions on our own which is why for years we’ve been advocating for
updated regulations where democratic governments set industry standards to which we can all adhere.”

To the claim presented on 60 Minutes that Instagram’s internal research shows harmful impacts on teens:

“We do internal research to ask hard questions and find out how we can best improve the experience for teens and we
will continue doing this work to improve Instagram and all of our apps. It is not accurate that leaked internal research
demonstrates Instagram is ‘toxic’ for teen girls. The research actually demonstrated that many teens we heard from feel
that using Instagram helps them when they are struggling with the kinds of hard moments and issues teenagers have
always faced. This research, like external research on these issues, found teens report having both positive and negative
experiences with social media.”

For more, read our recent blog post from Pratiti Raychoudhury, Vice President, Head of Research.

To the claim presented on 60 Minutes that the Meaningful Social Interactions ranking change amplified polarizing
content on the platform:

"The goal of the Meaningful Social Interactions ranking change is in the name: improve people's experience by
prioritizing posts that inspire interactions, particularly conversations, between family and friends -- which research
shows is better for people’s well-being -- and deprioritizing public content. Research also shows that polarization has
been growing in the United States for decades, long before platforms like Facebook existed, and that it is decreasing in
other countries where Internet and Facebook use has increased. We have our role to play and will continue to make
changes consistent with the goal of making people’s experience more meaningful, but blaming Facebook ignores the
deeper causes of these issues - and the research."”
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