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Instagram, LLC, Meta Payments, Inc., and Meta Platforms Technologies, LLC (“Defendants”
or “Meta” or “Company”’) of the Children’s Online Privacy Protection Act (“COPPA”) and of
each state’s Unfair and Deceptive Acts and Practices statutes (the “UDAP Statutes”). MDL
Plaintiffs allege that Meta violated COPPA and engaged in unfair and / or deceptive acts or
practices which violated states’ consumer protection statutes, and further constitute unlawful

acts under common law principles.! The MDL Plaintiffs are listed in the table below.?

MDL Plaintiffs - States or Commonwealths
Arizona Kentucky Oregon
California Louisiana Pennsylvania
Colorado Maine Rhode Island
Connecticut Maryland South Carolina
Delaware Minnesota South Dakota
Hawaii Nebraska Virginia
Idaho New Jersey Washington
[llinois New York West Virginia
Indiana North Carolina Wisconsin
Kansas Ohio
17. I have been asked to perform the following calculations for the period from

January 2012 through March 31, 2024 (Relevant Time Period):

! Amended Complaint for Injunctive and Other Relief, 29 States and Commonwealths of United States v. Meta
Platforms, Inc.; Instagram, LLC; Meta Payments, Inc.; and Meta Platforms Technologies, LLC, June 9, 2025, p.3.
(“Complaint”).

21 understand that 11 of the MDL States only allege violations of COPPA and the remaining 18 of the MDL States
also assert UDAP claims: California, Colorado, Connecticut, Delaware, Illinois, Indiana, Kansas, Kentucky,
Louisiana, Minnesota, Nebraska, New Jersey, New York, North Carolina, Pennsylvania, South Carolina, Virginia,
and Wisconsin (collectively “UDAP States™).
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a. Calculate the number of instances in which 13-17 year olds’ (Teens or “Youth™?)
accounts averaged more than 30 minutes per day, one hour per day, two hours per
day, three hours per day, four hours per day, and five hours per day in a given
month on the Instagram (“IG”) and Facebook (“FB”) platforms. I understand that
the MDL Plaintiffs claim that these instances may represent or be the result of
violations of the UDAP Statutes during the Relevant Time Period.

b. Calculate the revenue earned by IG and FB from Teens whose accounts averaged
more than 30 minutes per day, one hour per day, two hours per day, three hours
per day, four hours per day, and five hours per day in a given month (“Teen
Revenues™).

c. Calculate the costs associated with the Teen Revenues (“Teen Costs”).

d. Calculate the difference between Teen Revenues and Teen Costs (“Teen Profits™).

e. Calculate for purposes of disgorgement, the cumulative profits earned by IG and
FB on Teens accounts spending more than 30 minutes per day, one hour per day,
two hours per day, three hours per day, four hours per day, and five hours per day
in a given month, for periods after the Teens turned age 18 through March 2024*

(“Profits From Aged-Up Teens”). I understand that the MDL Plaintiffs claim that

3 State Attorneys General’s First Notice and Request for Production of Documents, Definitions. Production letters
from Meta’s counsel, Covington, describe Teens as “Youth.” For example, refer to 2024.11.05 — Meta Production
Ltr. Re META3047MDL_VOLO077. Meta’s interrogatory responses also reference the term “Youth” without
providing a definition.

4 The calculations are restricted to Teen accounts that averaged more than half an hour per day, one hour per day,
two hours per day, three hours per day, four hours per day, and five hours per day on FB and IG, that later became
adults over the Relevant Time Period.
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absent IG and FB’s alleged violations of UDAP Statutes, IG and FB would not
have earned these profits.

f. Calculate the number of instances in which Teens were exposed to specific bad
experiences on Instagram, based on the findings of the Bad Experiences and
Encounters Survey conducted by Meta. I understand that the MDL Plaintiffs
claim that these instances are violations of the UDAP Statutes.

g. Calculate the number of Teen Daily Active Persons (“DAP”)° and Monthly
Active Persons (“MAP”)¢ on IG and FB, on a monthly basis, in each state, during
the Relevant Time Period.

h. Calculate the number of unique Teen persons that were active on IG or FB at any
time during the Relevant Time Period.

1. Calculate the number of under 13 year olds (“Under 13” or “U13”’) Monthly
Active Persons and Daily Active Persons on IG and FB, on a yearly basis during
the Relevant Time Period.

j. Calculate the number of unique Under 13 persons that were active on IG or FB at

any time during the Relevant Time Period.

3 Meta Form 10-K for the period ended December 31, 2023, p.64 “We define a daily active person as a registered
and logged-in user of Facebook, Instagram, Messenger, and/or WhatsApp (collectively, our "Family" of products)
who visited at least one of these Family products through a mobile device application or using a web or mobile
browser on a given day.” Meta clarifies in a note “We report the numbers of DAP and MAP as specific amounts, but
these numbers are estimates of the numbers of unique people using our products.” The “P” in DAP denotes a
person, not a user account. Persons can have multiple user accounts.

¢ Meta Form 10-K for the period ended December 31, 2023, p.65 “We define a monthly active person as a registered
and logged-in user of one or more Family products who visited at least one of these Family products through a
mobile device application or using a web or mobile browser in the last 30 days, as of the date of measurement.”
Meta clarifies in a note “We report the numbers of DAP and MAP as specific amounts, but these numbers are
estimates of the numbers of unique people using our products.” The “P” in MAP denotes a person, not a user
account. Persons can have multiple user accounts.
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18. In performing my assignment, | reviewed materials related to Meta’s history,
financial condition, and teen user acquisition and retention. | also reviewed internal and third-
party studies and analyses commissioned by Meta or contained in Meta’s internal documents,
including the Bad Experiences and Encounters Framework Survey (BEEF Survey). 1also
reviewed Meta’s efforts to address teen usage issues on Instagram and Facebook, MDL State
teen user population data, third-party survey data, and time spent metrics.

19. This report summarizes my current opinions given the information available to
me to date; | may consider any additional materials that become available and amend or
supplement my opinions and this report, if appropriate.

20. I understand that my analysis does not constitute the full scope of potential
methods of counting violations that the MDL States in this action may present at trial. In other
words, | understand that the MDL States may claim other conduct by Meta not analyzed in
this report violates the states” UDAP statutes and/or COPPA, and/or that there are other ways
of quantifying Meta’s violations of the states” UDAP statutes. Such conduct and
methodologies are not included in my analysis.

21. In connection with my anticipated testimony at trial or other proceedings, | may
be asked to create, from various documents produced in this litigation and obtained through
independent research, additional demonstrative exhibits which refer or relate to the matters
discussed in this report. Other than the exhibits appended to this report, | have not yet created
such demonstrative exhibits.

22, In my work | have been assisted by others in my firm who have acted under my

direction and control. However, the opinions in this report are my own. | recognize that | am
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an expert witness, not a witness of fact. My understanding of the relevant facts comes from
the documents obtained in discovery and materials | gathered.

23. I understand that this report may be made available to other parties in this
litigation, to their counsel and experts, as well as to the Court. It has been prepared for use in
this action. In all other respects, this report is confidential. It should not be used, reproduced,
or circulated for any other purpose, in whole or in part, without my prior written consent. No
other party is entitled to rely on this report for any purpose whatsoever.

IV. Evidence Relied Upon

24, A listing of the documents and information considered in deriving my opinions in

this report is outlined in Appendix B.

V. Company Background

1. Meta Overview and History
25. Meta, formerly known as Facebook until October 2021,” operates social media
platforms (“Family of Apps”) and virtual reality products (“Reality Labs”).% In May 2012
Meta completed an initial public offering.® In August 2012 Meta acquired Instagram°—
which became one of Meta’s social media platforms. Users can access Meta’s social media

platforms from mobile devices and computers.'!* Meta’s Reality Labs produces hardware that

" Meta Form 10-K for the period ended December 31, 2021, p. 3.
8 Meta Form 10-K for the period ended December 31, 2024, p. 7.
% Facebook Form 10-K for the period ended December 31, 2012, p. 26.
10 Facebook Form 10-K for the period ended December 31, 2012, p. 5.
11 Facebook Form 10-K for the period ended December 31, 2014, p. 5.
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can be used in the Metaverse—Meta’s virtual and mixed reality initiative. 1> Meta generates
revenue primarily from selling advertising placements to marketers. 13 I understand that
advertising placements reach people based on age, gender, location, interests, and behaviors.*

26. I understand that as of the Fiscal Year Ended December 31, 2024, Meta’s Family
of Apps Products is comprised of Facebook, Instagram, Messenger, Threads, and
WhatsApp. ™

27. I understand that as of the Fiscal Year Ended December 31, 2024, Instagram has a
Feed, Reels, Stories, Explore’® and Direct Messaging surfaces, among other digital
offerings.'’

28. I understand as of the fiscal year ended December 31, 2024, financial growth is
reliant upon platform user retention, user growth, and user engagement since users drive ad
impressions and clicks,*® and accordingly, ad spend and revenue.*® It appears that time spent

also impacts financial results.?

12 Meta Form 10-K for the period ended December 31, 2024, p. 7.

13 Facebook Form 10-K for the period ended December 31, 2014, p. 5.

14 Facebook Form 10-K for the period ended December 31, 2014, p. 5.

15 Meta Form 10-K for the period ended December 31, 2024, p. 7.

16 https://help.instagram.com/487224561296752 Explore page.

17 Meta Form 10-K for the period ended December 31, 2024, p.7.

18 Deposition of Jessica Walton, June 6, 2025, 41:20-42:14

19 Meta Form 10-K for the period ended December 31, 2024, pp. 17-18.

20 Meta Form 10-K for the period ended December 31, 2024, pp. 17-18, 20-23.
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2. Meta’s Financial Performance and Ability to Pay Penalties
29. I have reviewed Meta’s financial statements for the fiscal year ended
December 31, 2012 to the fiscal quarter ended March 31, 20252 which demonstrate profitable
operations with sustained high levels of year-over-year growth. As can be seen in the chart
below, in fiscal year 2024, Meta had revenues of $164.5 billion, operating income of
$68.2 billion and net income of $62.4 billion. For the three months ended March 31, 2025,
Meta had revenues of $42.3 billion, operating income of $17.6 billion and net income of

$16.6 billion.

$ Millions Meta Revenue, Operating Income and Net Income
$180,000 -

$160,000 4
2024 Revenue: $164,501
$140,000 2024 Operating Income: 568,219

2024 Net Income: 562,360

$120,000 -
$100,000 -
$80,000 4
$60,000
540,000 -

$20,000 4

2012 2013 2014 2015 2016 2017 2018 2019 2020 2021 2022 2023 2024

Revenue Operating Income  ® Net Income
source: Schedule 1.4.1

21 Schedules 1.4.1 to 1.4.5.
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30. I understand that Meta derives most of its revenues from advertising, at a
proportion that is upward of 97% in each year since 2016.2? The remaining revenue is
generated from payments and other fees, and from the Reality Labs segment.?

31. Meta’s ability to generate revenues is highly dependent on user acquisition and
engagement on Meta’s platforms. Meta’s CFO, Susan Li described time spent by users as the
“most colloquially understandable” way to measure user engagement.?* Meta’s 10-K filings
contain the following disclosures: %

o If we fail to retain existing users or add new users, or if our users decrease their
level of engagement with our products, our revenue, financial results, and
business may be significantly harmed.

e The size of our active user base and our user’s level of engagement across our
products are critical to our success. Our financial performance has been and will
continue to be significantly determined by our success in adding, retaining, and
engaging active users of our products that deliver ad impressions, particularly for
Facebook and Instagram.

e Any significant decrease in user retention, growth or engagement could render
our products less attractive to users, marketers, and developers, which is likely to
have a material and adverse impact on our ability to deliver ad impressions, and

accordingly, our revenue, business, financial condition, and results of operations.

22 Schedule 1.4.2. Deposition of Jessica Walton, June 6, 2025, 35:18-24.
23 Schedule 1.4.2

24 Deposition of Susan Li, March 10, 202562:21-25.

%5 Meta Platforms Inc. 10-K, year ended 12/31/23, pp. 16, 18.
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32. My review also indicates that Meta maintains high levels of working capital on its
balance sheet.?® These include total current assets of $100.5 billion against current liabilities
of $33.6 billion as of December 31, 2024, date of Meta’s last fiscal year financial disclosure.
The resulting working capital of $66.5 billion represents the significant amount by which
liquid assets exceed liabilities that will have to be paid in the next twelve months. This
amount is equal to approximately one year of operating expenses, which totaled $65 billion

for the fiscal year ended December 31, 2024.2

Meta Working Capital Schedule 1.4.6
$ Millions [ 2023 | 2024 | ai2025 |
Current Assets at Fiscal Period End (12/31, or 3/31) [1]
Cash and Cash Equivalents $41,862 $43,889 $28,750
Marketable Securities $23,541 $33,926 $41,480
Accounts Receivables - - $14,514
Accounts Receivable, Net $16,169 $16,994 -
Income Tax Refundable - - -
Prepaid Expenses and Other Current Assets $3,793 $5,236 $5,483
Total Current Assets $85,365 $100,045 $90,227
Current Llabilities at Fiscal Period End [1]
Accounts Payable $4,849 $7,687 $8,512
Accrued Expenses and Other Current Liabilities $25,488 $23,967 $23,402
Current Portion of Capital Lease Obligations - - -
Operating Lease Liabilities: Current $1,623 $1,942 $1,976

Deferred Revenue and Deposits - -
Partners Payable - -
Total Current Liabilities $31,960 $33,596 $33,890

Working Capital $53,405 $66,449 $56,337

Source and Notes
[1] Schedule 1.4.3.

26 \Working capital is the difference between a company's current assets and current liabilities, representing the
liquidity available for day-to-day operations.

27 Meta Platforms Inc., 10-K for calendar year ended 12/31/24, p.87. Total costs and expenses for 2024, excluding
cost of revenue.

Highly Confidential Pursuant to Protective Order Page 17


felyu
Highlight


Case 4:22-md-03047-YGR Document 3010-12 Filed 05/02/26 Page 12 of 36

33. As of March 31, 2025, date of Meta’s most recent financial statement disclosure,
Meta held cash and equivalents of $28.8 billion, and marketable securities of $41.5 billion,
totaling $70.2 billion.? Cash equivalents are highly liquid assets that may be quickly
converted into cash, such as short term treasury bills, certificates of deposit, and money
market funds. Marketable securities include stocks and bonds that can be converted to cash
through sale on active markets in which they are traded.

34. I also note that Meta is a valuable company that is traded on the NASDAQ stock
exchange. As of December 31, 2024, Meta’s market capitalization was $1.740 trillion. As of
March 31, 2025, Meta’s market capitalization was $1.445 trillion and $1.628 trillion as of

May 30, 2025.2°

3. Meta’s Focus on Teen Acquisition and Retention

35. I understand that Meta has identified and tracked the percentage of its users that
were teens for many years. | discuss in this section Meta’s focus on Teen acquisition and
retention both as a company and specific to the Facebook and Instagram platforms. | also
discuss the concept of LifeTime Value which appeared to be a focus for Meta’s strategic
growth over time.

36. Evidence of Meta’s focus on Teen acquisition and retention is relevant to my
assignment because it contextualizes the Profits from Aged-Up Teens analysis. More

specifically, this evidence indicates that Meta benefits from acquiring Teens largely because

28 Schedule 1.4.3. Market capitalization is defined as total outstanding shares times traded market price of those
shares as of a specific date.

29 S&P Capital 1Q; Schedule 1.4.5.
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while Meta makes less revenue from Teens during their teen years, Meta makes much more
when Teens remain on the platforms into adulthood.

37. It is important as context for the following discussion to note, as stated above, that
until October 2021, the name of the Company was Facebook instead of Meta. As early as
October 2013, the Company had identified a decline of about 500,000 per year in the number
of U.S. Daily Active Users under 18 years old, from around 22 million in January 2012 to
under 20 million around September 2013. This is shown in the excerpted email below, sent to

Meta’s Chief Executive Officer Mark Zuckerberg on October 11, 2013.%°

% META3047MDL-040-00226503 to 6504 at 6503.
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ME‘H—FE

From: savier Olwvan [osThEFACEROOKCU <FIRST ApssisTRATIVE GRour;ch-RECIFENTS /s
Sent 10/11/2003 4:42:34 AM

T mark Zuckerberg [JEm.com)

Subject RE: Toens

Artachmens: imageddlgng

Hery Mark = quick Telliaw up singe | wasn’t sune abuil the rumber in The e, | am reviewing the new medals autsorma
and we are lpoking inba the OR DAL range (LIS <18, lacing about SO0k wear cvar the kst taa year.

| @m gaing to dig deeper indo this, but | wantbed to make sure you have the right order of magnitude.
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38. A day earlier, Mr. Zuckerberg had noted in an email the decline in U.S. teen

content production and asked whether any targeted efforts—such as training a feed ranking
model to optimize engagement, optimizing content production, or conducting quantitative
sentiment research for this demographic—were being made to address this trend.3!

39. In 2017, Meta appeared focused on teens and teen retention, as shown in an email

from Chief Product Officer Chris Cox®? to Mr. Zuckerberg on March 29, 2017. Mr. Cox

31 META3047MDL-040-00226503 to 6504 at 6503.
%2 META3047MDL-003-00136504 at 6504.
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writes of his concern over the decrease in U.S. Teens from 25 million Monthly Active Persons
(MAP) in 2012 to 17 million MAP in 2017.% Mr. Cox adds that increasing the acquisition
rate of 13 year-old users was becoming critical, in order to stem the increasingly slow rate of
growth for the younger cohorts, and that the company needed to take steps to increase teen

penetration.®* | have excerpted this email below.

From: Chris Cox [/O=THEFACEBOOK/OU=EXTERNAL

irroisorrsseoLTy/en=rectpients/on- | G
Sent: 3/29/2017 7:36:39 PM
To: Mark Zuckerberg -@fb.com]
Subject: FW: analysis of teen usage across FB family

We've just this week received a much clearer picture on US Teens using our updated US “affinity” model, which we
consider to be the most accurate picture we've ever had of Teens across vintages and FB family. We can bring this in if
you want to review it, but | thought you’d just appreciate the summary:

We should be concerned but not alarmed by the decline in overall FB MAP and DAP/MAP cohort-by-cohort in US.

s Teen MAP has decreased from 25 million in 2012 to 17 million now. This represents an annualized rate of
decline of 8%.

« However, the MAP of current Teen cohorts are increasing at a consistent rate, and current trends suggest that
MAP of these new cohorts will be similar to earlier cohorts at 22+ of age.

s DAP/MAP ratio of US Teens started to fall mid-2011, but it has since recovered slightly starting late 2014. The
timing of the fall lines up with the initial growth of Instagram. Stay tuned for future installments as we
investigate the Instagram correlation and explore potential causes for the recovery!

¢ [t now takes longer for new US Teen cohorts to adopt Facebook. For example, it has taken the 1998 year of birth
cohort 8 years to reach 3.6 million MAP, where as the 1995 year of birth cohort only took 4.5 years.

Tactical Implications

1. U13 will be critical for increasing the rate of acquisition when users turn 13, and stemming the increasingly
slow rate of growth for these younger cohorts. To help with on-boarding the 13 year olds, we should focus on
building for tweens. One way to think about this is to treat tweens like we treat non-Snapchat countries: let's
get to the market first and deliver the best sharing app before others do.

2. We need to prioritize follow up analyses to better understand why Teens inevitably join Facebook albeit at a
slower rate. This will help us to understand how to close the gap between late high school and college users
faster, and reduce the risk that the penetration of current Teens slow down and plateau at a level lower than
current college and adult users.

More summary, with links to specific studies, below. If interested | can bring the team in to you too, though | think this
paints a pretty clear picture.

40.  1n 2018, a report by Data Engineer || ||| > ano Market Strategist

Robert Chen from the Youth Team,3® “Long Term Retention: The Young Ones are the Best

3 META3047MDL-003-00136504 at 6504.

34 META3047MDL-003-00136504 as 6504. Meta documents cited in this report refer to Teen penetration to mean
the percentage of the teen population in a particular geography that makes use of Meta’s product(s).

% META3047MDL-033-00091626 to 1675, at 1632.
% META3047MDL-047-00543315 to 3324, at 3315.
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Ones and Other Learnings” identified long term retention as a key metric for Meta.®” The

report made the following findings:*®

® The least retentive cohorts {(the most red) are:
© Late teens/young adults—we see this pattern emerging as early as 200772008
» Implication: Sodd product for those joining 1z young adults are unlikely to be retentive
o Ower Gme, the band of less retentve vsers expands in both directons
® Yomnger and younger tesns become lesr andless retentve. Hypothear here 1 that people are joining soqal media earher and

earbier in life and habits are ertablished early on

41. This led to the following recommendations with a focus on increasing onboarding
high volumes of tweens, which had extremely high long term retention rates — | understand

that these would eventually become 13 to 17 year-olds.®

Recommendations and Concluding Thoughts

Product Recommendations
“Who predsely are we bualding for?
® Given the extremely high lomg term retenton of tweems, what can we db to safely and appropriately onboard high volumes of tweens
cmto Facebook?
@ And can we push those growth while maintaining kigh retention?
® When we lacmch new products, do we mtend for these new prodacts for bgh-termre or low-tenare people?
© Becanez the LTR forhigh-remmre people condmmes to be high, we covld have grearer foos on bmilding for lowe-termre people
2 However, we world want to monitor onr ligh-termired pecple in caze their retenfion drops

® Can we replicate the carlicr days of Facebook and recreate the veryhish long erm retention that Facebock nsed to have!

42. Meta appeared to continue to monitor teen trends on its platform, as shown in a

November 2018 Market Strategy Youth Update, which discussed the “Teen Decline Process”

3T META3047MDL-047-00995641, at 5641.
% META3047MDL-047-00995641, at 5646.
% META3047MDL-047-00995641, at 5651.
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on Facebook and strategies to avoid it’s occurrence on Instagram.“® Of note, [}

-, the Youth Team Lead at Meta,*! was a reci

pient of this update.

From: Robert Chen [/O=THEFACEBOOK/OU=EXTERNAL
(FYDIBOHF25SPDLT)/CN=RECIPIENTS/CN=

Sent: 11/2/2018 7:27:57 PM
To: fb com]; Loredana Crisan fh. com} fh.com];
fb com]; fb. cum] fb.com);
b, com], fh.com]
cC: fb com]; Keval Patel |mfb com]; _fb com]

Subject: Market Strategy Youth Update - Nov 2
Attachments: image001.jpg; image002 jpg; image003.jpg; image004.png; image005.png

Why do US teens continue to use IG despite high numbers of adults/parents on the platform?

Instagram’s strengths in {1) preventing adults from connecting and interacting with teens {2) Being a more attractive
product (via features, Ul, etc.) and (3] Projecting a youthful brand make it so that US teens continue to use IG despite a
high absolute # of adults/parents on the platform.

| am using the “Teen Decline Process” as the frame of reference. Please check out the full materials here. This is my
proposed process for how Facebook “lost” teens. Reasonable people can disagree with this, and in particular, we do not
yet have sufficient evidence on the impact of parent/adult interaction on teens. Two good existing analyses: (1) Adult
Comments of Death by Johannes Ferstad (2) The Parent Gap by Mike Develin.

Teen Decline Process:
There are 3 major intervention points

Graph-related Brand-related
Underlying fomnection &m«:&wnm L Competitors as ¥B Perceived as
Population Betwesn ‘I'eens 8& "reen Aemmy Alterastives Adult-Heavy

Ak, ipteresssy
PR

43. This apparent focus on preventing teen decline and retaining teens continued in

January 2019.4?

40 META3047MDL-040-00457394 at 7394 to 7395.
41 META3047MDL-003-00136729 to 6740, at 6729; META3047M
42 META3047MDL-040-00432077 to 2083 at 2077-2078.
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From: Keval Patel -@fb.com‘:’

Date: Tuesday, January 22, 2019 at 8:34 AM

To: market_strategy_updates <[ GTNGEEEGEG . com>

Subject: Market Strategy Updates - 1/18/19

Highlights

1. Youth - Driver for Teen Decline on Facebook: Indiscriminate connections between teens and
parents/relatives/older adults drives Facebook's loss of product/market fit with teens. We recommend
a combination of growth/friending changes and audience/identity controls to vaccinate the developing
world before we lose product/market fit there, just like we have lost it in the United States and other
western markets.

2. Facebook - Long Term Retention: Since 2007, the most retentive FB users (US) have been ones who
joined as tweens (10-12 yo). Retention drops off rapidly the older people are when they join. This
suggests FB should make a more concerted effort to attract tweens. Within several years of FB's
founding, long term retention for new users (US) dropped significantly with each subsequent year. It is
possible that much of this effect is due to external factors (e.g., competition, saturation). However,
some of this effect may be due to factors within our control, so we should understand this
phenomenon as it may inform our strategy in developed markets.

44, In 2021, in a presentation titled 2021 Planning Data Scratchpad, Meta had
reiterated that “Instagram’s Core Consumer Target is Younger Social Media Users,

Ages 13-24.”% In 2021, Meta identified a decline in teen usage of Instagram in the United

4 META3047MDL-163-00021867 to 1965 at 1901.

Highly Confidential Pursuant to Protective Order Page 24


felyu
Highlight


Case 4:22-md-03047-YGR Document 3010-12 Filed 05/02/26 Page 19 of 36

States.** This focus on teen usage was connected to the perceived LifeTime Value of such

teens as discussed in the following paragraphs.

We know from prior work that we are in the middle of the teen decline on IG, with more
severe decline in early teens

-

/_j,._v_\/\ it A : . ?
I ) p L)
M \\'v\"‘. | / I| ‘1\'.\ -4 "“-\__ﬂ !"I . 1

Y, LYY - |
\A Y v 7 | I
/-’Li:hen: MAU declined -9.7% since Sep-2020 ) it \ -
and Iz currently 0.5% shead of pre-COVID lovals = / A \

4

from Early & Late
widen over

45, This continuing focus on Teens as a high priority is discussed in a September 30,
2021 document titled “IG Growth: Communities Leads Monthly Check-in.” The document
discusses adjusting goals due to the strategic focus on US Teens. Teens are described as one
of the “highest priority” areas for IG growth.*®

46. In August 2022, it appears that U.S. Teens growth and retention of key markets
were a top priority for Instagram because of U.S. Teen users’ LTV.*6 | understand LTV to

signify LifeTime Value, meaning the cumulative value, usually expressed as the present value

“ META3047MDL-047-01044884 at p.17.
> META3047MDL-019-00028543 to 8562 at 8543.
46 META3047MDL-072-0045873 to 3897 at 3873.
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of future profit, that Meta expects from a user.*” Meta’s focus on the concept of Teen LTV
indicates that the value of Teens (and even tweens) to Meta was partially based on Meta’s
assessment that it can retain young users and profit off of them in the long term. Key Groups
included “US” and “US teens.” “Initial thoughts on levers” included the “[a]cquisition of
younger teens” and “[r]etention for all.” This is shown in the excerpt below,*® which was
included in a presentation on the “User Growth <> Revenue Acceleration Workstream” in

August 2022. The initial task for this workstream was to come up with a recommendation of

47 META3047MDL-072-00453873 to 3897 at 3873.
48 META3047MDL-047-00592197_ HIGHLY CONFIDENTIAL (COMPETITOR), p.25.
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which cohorts to focus on, based on user and revenue growth opportunities available to

Instagram. 4

Proposed cohorts based on growth and revenue situation

Region level groupings are useful for thinking about the differences in growth and revenue, but there’s a fair amount of variation within regions like
APAC (includes more developed countries like Japan, Korea as well as Indonesia), and similarity across regions (e.g. WE and US). We propose
grouping countries into the following cohorts based on Monetization Efficiency, MAU YoY growth, and the total revenue headroom remaining.

Discussion Points:
Total MAU Headroom

Headroom Revenue ® How s this different from FCI:
(A=) i) o The was developed in
1. Special us,us Re-accelerate growth Acquisition for E.‘(;is;{;‘b\;'ggéicfum;égzsa‘S‘g (S;(j;tSI?R
cohorts teens and retain key markets -0.1M -0.02M 140.2M 23.9M younger teens (N addéd inJ s Yo
I(:zgi ;g: Iere\:afJS asa  (-0.1%) (-0.8%) (6%) (34%) Retention for all o \eEEres gk e
variations, but FCI suffered a similar flaw
2. Similar to  Japan, Leverage existing Sessions with a strong skew to large countries like
US, with high  Korea, momentum to growth (e.g. India.
growth (high  Australia, accelerate growth 15.55M 1.38M 285.43M 25.13M through Graph o The key difference here is we recommend to
ME, high Canada, (8%) (49%) (13%) (36%) CF), keep the cohorts separate and develop
revenue Germany, collaboration levers for each, then map to appropriate
headroom) with ads team. team goals.
3. LiW‘ME.m %"giaf ) LEVE"-’?E St“;“"g ;’“5“0)'; « Goal on global at the Connections level, but
markets wi ndonesia,  momentum to ndroi ionali
and potential Bangladesh, | to improve ME (73%) (35%) (59%) (13%) maximis_eyrevenue o geoghase dgappmach
i IG Lite i
Africa, ste improvements allows us to tailor the strategy to different
cohorts with different needs.
Total All 191.64M 2.84M 2221.6TM 70.29M

o

Once we identify levers we can see if certain
teams have more synergy with certain

cohorts and set goals accordingly.
il o e by e P 9 a9

the US shows stronger grawth and hence higher revenue.
However, it's hard to predict this far out and it may change. * ME improvements not captured in revenue
headroom: work with ads team on opportunities

Notes: 1) as at duly 15t 2022: 2) Paputation size is scaled up ta ‘sccounts” by mustipiving by the current IG multiple account ratio fon teens in sach country (estimated using the secondary aceount flow) 10 RESRIEIA Brios

47. This focus on the LTV of U.S. teen appears to have arisen previously, in
September 2018. In Market Landscape Review dated September 6, 2018, Mr. Chen, Market
Strategist for the Youth Team at Meta,50 had studied the “US Teen Opportunity Cost” and

the “Lifetime Value” of teens.51 | understand that this study was shared®2 with |||

the Youth Team Lead at Meta®® and ||| | | | QR 2 Data Engineer at Meta.% In this

49 META3047MDL-047-00592197_HIGHLY CONFIDENTIAL (COMPETITOR), pp.2, 25.
SOMETA3047MDL-047-00543315 to 3324, at 3315.
51 META3047MDL-005-00000318 to 0332 at 0323-0332.

52 META3047MDL-047-00544113. I understand that the study was included in this email and meeting invite. The
email includes attachments with matching file names.

5 META3047MDL-003-00136729 to 6740, at 6729.

5 META3047MDL-098-00006628, “FTE HC Actual 6.30.2018” tab. || | is 'isted as a Data
Engineer.
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study, “US Teen Opportunity Cost” was described as a “financial opportunity” that Meta

might miss:

US Teen Opportunity Cost

Objective
Make the case for investment in teens by showing in concrete terms the missed
financial opportunity

Example Uses

» What is Facebook’s projected revenue in the United States if we do not solve
the teen problem?

* Should | invest more in teens or in FB Watch?

48. The study then quantified the value of this financial opportunity to Meta, at

around $12 billion:®%®

Discussion

* From an opportunity cost perspective, the loss of teens is material. From
around $150 million in 2019 to $1.8 billion (~$600 M in PV) in 2030. And a
present value of roughly $12 billion

* By 2030, the number of FB users in the US will be roughly 30 million fewer
people, conservatively assuming that what ails teens does not ail the rest of the
population

* The findings here are US only—assuming that our teen problem is global, the
oppertunity cost is likely much greater

% META3047MDL-005-00000318 to 0332 at 0323.
% META3047MDL-005-00000318 to 0332 at 0326.
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49, The study also estimated the lifetime value of a 13 year-old at around $270 per

user,®’ as shown in the chart below.%®

Lifetime Value Result

$300
§250 T m———
21
5150
SIK
S50
: 20 23 26 26 32 35 38
50. The study then noted the need to compare against Instagram, as “Teen ARPU on

IG may be higher than on FB™%® and made the following recommendations.®°

57 This and other LTV estimates by Meta that are listed in this Section of the report are Meta’s estimates, based on
Meta’s assumptions, data, and parameters. Meta’s estimates illustrate Meta’s efforts to analyze Teen LTV and
contextualize the discussions and assessments that Meta engaged in related to those estimates.

%8 META3047MDL-005-00000318 to 332 at 330.
% META3047MDL-005-00000318 to 332 at 331. METATNAG-003-00225608 to 5622 at 5621.

80 META3047MDL-005-00000318 to 332 at 332. METATNAG-003-00225608 to 5622 at 5622. | understand the
term “ARPU” to refer to Average Revenue per User.
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Recommendations

* Because of the high value of young teens, more product teams, and not just the
Youth Teamn, should care about young teens as those are the users with the
potential for highest loyalty and value over time

« If we are looking to spend near or more than the lifetime value ($270) per
young teen, then that spending should result in extra scrutiny

* Given the importance of lifetime value, we should find a long term owner for
the model—Youth leadership likely needs to make the case to Finance

¢ Analytics should track long term retention to understand app health and user
behavior

51. This concept of LTV of U.S. teens appears consistent with an October 2018
Market Strategy Update by Meta that shows that teens have lower average revenue per user as
compared to older users, as shown in the chart below.5! Therefore, according to Meta’s

estimates, teen users that are retained by Meta that generate $30 of average revenue per year

1 META3047MDL-014-00289025 to 031 at 028. METATNAG-002-00289025 to 9031 at 9028.
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will turn into much more profitable adults generating $100 - $120 of average revenue per year

according to the chart below.

ARPU by Age

8140
$120 TN
»100 _/**J; J . s
80 / )
s60 [
S49 ﬁ,z":
520

&0

1318232833 38434853 5863687378

ARFL Ty age 1s Based on Augist 207E FE i reverus i Dhe Do

Srates sl Age Aty age
G laDrge Ching, Eduardn Murtadn, andd Aley Loy wig

ek wiarh ARPU ij}-‘ .-'|§‘{‘!__J.J

52. I understand the above analysis to have been shared with the Market Strategy
Update mailing list,%? which appears to include executives Alex Schultz® and Javier Olivan.5

| understand that it was later sent to executive Chris Cox.® This same Market Strategy

62 META3047MDL-014-00289025 to 9031 at 9025.

83 META3047MDL-004-00017284 to 7288 at 7284. Alex Schultz appears to have been on the Market Strategy
Update mailing list since December 8, 2017.

6 META3047MDL-004-00022790 to 7294 at 7290 to 2791. Javier Olivan appears to have been on the Market
Strategy Update mailing list since September 18, 2017.

8 META3047MDL-020-00106905 to 6911 at 6905.
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Update estimated the LTV of a user in the United States at between $200 and $350, based on
"conservative assumptions”®® which is similar to the $270 figure cited previously.

53. It appears that LTV remained a relevant concept at Meta, as in June 2021 Meta
reduced ad load for Teens and young adults (18-29) in the US among other geographies, to
recover engagement in this high priority user cohort. The results the following month were in
line with expectations as July sessions increased amongst the teen cohort relative to June.®’
Similarly, in the fourth quarter of 2023, Meta had both Facebook and Instagram perform

“LTV-based ad load protections” for teens in order to improve Long-Term Engagement.®®

% META3047MDL-014-00289025 to 9031 at 9027.
87 META3047MDL-074-00130390 to 0404 at 0402-0403.
8 META3047MDL-047-00374068 at Slide 2.
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This was included in a presentation on Ads Sentiment and Supply, which analyzed quality and

quantity metrics for Facebook and Instagram ads.

TL;DR

Key Trends across IG & FB in Q4 ‘23:

o  Supply Personalization: We continue to invest in supply personalization which has unlocked material iRev gains across
apps this year (+0.96% Meta iRev IG, +0.88% FB). This enables us to prioritize keeping feed ad load neutral and protect
organic engagement. Supply personalization is available across major surfaces on FB/IG (Feed, Reels, Stories). In Q4, |G
extended supply personalization to dynamically trigger top-of-feed ads and back-to-back ads, and FB brought supply
personalization to Reels unlocking more efficiency in our ad load systems.

» Optimizing for Long-Term Engagement: Both FB/IG are invested in improving long-term engagement efficiency. FB/IG
continue to invest in LTV-based ad load protections (namely for teens). While FB experienced more severe headwinds in H2,
recovery work in Q4 is showing promise in reversing those trends (FB: +0.05% US/CA LT DAU and +0.23% LT YA Session in
04}. (FYI: Both apps are goalling or tracking revenue weighted organic engagement (rVPV, rSession) to ensure engagement growth/recovery is long-term
menetization efficient.)

e  Ads Quality Optimizations: At the end of Q4, both apps saw Objectionable Ads (OOPS) increases, due to seasonality and
vendor changes. We made meaningful reductions in OOPS prevalence on FB (-19% Feed, -30% Reels), and IG was already
within guardrails/desired state in Q4 (~1-5% reduction on Feed, Stories, Reels). We continue to closely monitor OOPS
seasonality recovery in Q1. We invested in quality efficiency and personalized diversity/repetition optimizations on both apps
(e.g. |G repetition bid, FB save bid, user-cohort personalization) which drove long-term revenue (+0.45% Meta iRev IG, FB
impact lands in Q1).

o  State of Reels Supply: In Q4'23, we increased ad load on FB Reels by +5.5%-points to 16.7% and kept |G Reels ad load flat
to protect organic engagement. |G had a slight decline on Reels ad load by -0.9%-points to 14.2% driven by the rollout of
Basic Ads Youth and the launch of LTV-based ad load protections for teens across IG/FB. We expect Reels ad load to grow
in 2024 (Q1'24 will remain relatively flat).

54, Susan Li, Meta’s CFO, discussed the topic of ad load and interplay between lower
ad load to Teens, and improved retention and long-term engagement. “Question: So Meta’s
expectation [...] was that teen users of Facebook would use the platform more frequently if
the ad load was decreased right? Answer: Yes.”% She further clarified the objective of ad load
reductions for Teens, “the thing we are almost always trying to optimize for with ad load
optimizations of this kind is trying to make sure that, basically, the aggregate user experience
IS, you know, useful and positive for the people using it and that, you know, that results in sort
of long run, them having a better experience on the product, and of course, that gives us the

opportunity over the long run to — align sort of the ability to show ads with that.”’® Ms. Li

8 Deposition of Susan Li , March 10, 2025,286:20 — 287:7.
70 Deposition of Susan Li, March 10, 2025, 287:10 — 288:3.
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further explained that “it is really about building, like, a great long-term experience for teens

so that they want to continue being users well past their teenage years when they are adults

who need to buy umbrellas.”’* This explanation aligns with Meta’s focus on retaining Teens

in the long term so that they become recurring sources of advertising revenue well past their

teenage years, and their LTV is enhanced.

55.

The chart below demonstrates that Teens were a small proportion of Facebook

revenue, increasing with Young Adults, and reaching significantly higher levels for Other

Adults. "2 Meta monitored and focused on increasing engagement within these younger

groups.

Core Product | Existing user engagement weakness suggests we should focus on Core

Product in Developed markets

New User engagement

Existing

AU ralative MAU@180 Sassions Cap Sa3si

U oy | %o | e oo MY owsas [MEBAR | tam | g | et o | RIS
Teens 30% 29 42% 56% 79 || 8s% 89% 61% 8(6%)
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0A 31% 87% 32 42% 57% B4 | T6% 78% 60% 80%  9.6(0%)
= e M L - e

cA A 86% 25 80% 22% 43% €6 | 8% 87% 79% 7% 96(0%)
oA 1% 33 47% 54% 80 | 8% 85% 71% 83%  970%)
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56.

Meta’s focus on acquiring and retaining Teens is also discussed in several
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depositions that | have reviewed. Adam Mosseri stated that “Teens are trendsetters. They are

"L Deposition of Susan Li, March 10, 2025 204:8 - 204:12.

2 META3047MDL-047-00577796_HIGHLY CONFIDENTIAL (COMPETITOR), at pp. 5, 7.
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the adopters. And we find that often how teens use Instagram or other products is a leading
indicator of how they’re going to use other things over time.” "

57. Dr. Kenzie Synder, Lead User Experience Researcher for Instagram between
2019 - 2023 had a similar opinion to Mr. Mosseri. She stated in a January 2021 research note
to a Household Ecosystem Study’* “If we’re looking to acquire (and retain) new users we
need to recognize a teen’s influence within the household to help do so, and the potential
ripple effect (e.g, a teen shows a parent who then shows a grandparent.) ... If a teen were to
abandon the app would a parent still feel inclined to join? Would a preteen (the next
generation of 1G teens) be excited to join if their older sibling wasn’t using 1G?” Therefore
it’s important we not only understand a teen’s role in acquisition but also how teen retention
impact the retention of others.””

58. Dr. Snyder went on to explain that “Historically, teens have been a key focus for
IG. Acquiring and maintaining them continues to be a priority, reflected by investment in new
features like Reels.”’® According to Dr. Snyder “Teens inspire acquisition within a household
because they are typically the first within a household to join. In many cases, they’re also

critical to the onboarding process for parents and preteens alike.”’” Therefore the value of

73 Deposition of Adam Mosseri, March 17, 2025, at 106:7-18.

74 Deposition of Kenzie Snyder , February 27, 2025, at 264:10-23 and Exhibit 17 (META3047MDL-003-00020827
to 0863).

75 Deposition of Kenzie Snyder , February 27, 2025, at 250:12-25 and Exhibit 18 (META3047MDL-003-00021070
to 1081 at 1072).

76 Deposition of Kenzie Snyder , February 27, 2025, at 250:12-25. Exhibit 18 (META3047MDL-003-00021070 to
1081 at 1071).

" Deposition of Kenzie Snyder , February 27, 2025, at 250:12-25. Exhibit 18 (META3047MDL-003-00021070 to
1081 at 1072).
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Teens to Meta went beyond their individual LifeTime Value, but also included their ability to
draw other family members to Instagram.

59. The importance of Teens to Meta is further emphasized in Shayli Jimenez’s
deposition testimony. Ms. Jiminez joined Facebook in 2015 as a User Experience Researcher,
moved to IG in 2020 as a Senior User Experience Researcher, and to Reality Labs in 2024.7

60. She stated that “I can certainly speak to why teens are an important market
segment to some extent. The reason that teens are important is because teens are typically the
culture or taste-makers of culture. And if something is popular with teens, you know,
eventually all the other market segments tend to follow them. They are leaders in culture.””
V1. Analysis of Bad Experiences and Encounters Framework (BEEF) Survey and Other
Surveys and Analyses

61. In this section | provide an overview and analysis of various surveys and studies
known to Meta that relate to users’ negative experiences on the Instagram platform. I use
results from the BEEF Survey in my calculation of Bad Encounter instances, as detailed in

Section XII of this report.

1. Bad Experiences and Encounters Framework (BEEF) Survey, July 2021.
62. I have reviewed the Bad Experiences and Encounters Framework Survey, which |

understand Meta to have performed in June and July 2021.8° | understand that the BEEF

78 Deposition of Shayli Jimenez, February 11, 2025, at 21:12-23:11.
7 Deposition of Shayli Jimenez, February 11, 2025, at J 36:14-37:1
80 META3047MDL-004-00015029 to 5062 at 5029.
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Survey was based on data collected over the period June 27 to July 28, 2021, and that it was

authored by Dr. Kyle Andrews, a researcher on Instagram’s well-being team.8!

63. I have reviewed the following documents, which provide context on the BEEF
survey.
° “’Bad Experiences’ Measurement — Plan for a 2021 plan” — November 19,

2020.82 | understand this was a document focused on the need for Meta to better understand
the extent of bad experiences users were having on Instagram, which was a motivation for the

BEEF survey.®

. “Instagram Bad Experiences” — May 2021.8* This internal Instagram presentation,

subtitled “What are Bad Experiences and why we should care,” appears to summarize the
understanding of Bad Experiences on Instagram and how these may be addressed.® |
understand this presentation to have been authored in the run-up to the BEEF survey, which
studied the amount of bad experiences users faced on Instagram. The presentation suggests
that Instagram may be “Rethinking [their] approach” since the current approach of “policy-

first” may not be effective in all circumstances.

8 META3047MDL-004-00015029 to 5062 at 5029.

82 META3047MDL-019-00094148; Deposition of Arturo Bejar, April 7, 2025, Volume 1, Exhibit 19 — (WIT)
Arturo Bejar (Meta) — 04-07-2025.

8 META3047MDL-019-00094148; Deposition of Arturo Bejar, April 7, 2025, Volume 1, Exhibit 19 — (WIT)
Arturo Bejar (Meta) — 04-07-2025, p. 7.

8 Deposition of Kyle Andrews, November 19, 2024, Exhibit 12 — (WIT) Kyle Andrews Ph.D. (Meta) — 11-19-2024.
Appears to be dated May or June 2021 based on metadata.

8 Deposition of Kyle Andrews, November 19, 2024, Exhibit 12 — (WIT) Kyle Andrews Ph.D. (Meta) — 11-19-2024,
p. 2.

8 Deposition of Kyle Andrews, November 19, 2024, Exhibit 12 — (WIT) Kyle Andrews Ph.D. (Meta) — 11-19-2024,
pp. 8-11.
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Policy is effective, but ...

1. it's constralned to specific definitions

2. itcannot keep pace with dynamic user expgriences

3. itlimits our detection of "grey area” or emerging issues
4, it doesn't capture the contextual nature of bad

Limits of our "policy- experiences
first" approach
Policy isn't the right tool when ...

1. we want to center the truth of our users' experiences

2. “bad”is impossible to determine with any consistency

3. support calls for an alternative approach to the
violator,/ nonviolator binary model

The presentation appears to recommend making “Bad Experiences the ground truth that

we use to support people.”®

87 Deposition of Kyle Andrews, November 19, 2024, Exhibit 12 — (WIT) Kyle Andrews Ph.D. (Meta) — 11-19-2024,
p. 22.
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Our recommendation

Make Bad Experiences the ground truth that we use to support people.

©
This means:

e The ground truth across the company, in addition to
prevalence

e Establishing Social Norms

e Product interventions - IGWB as not seeing this as a
separate effort from |G vision/priorities
Ongoing measurement and understand work
Support and care integration

64. Consistent with the above documents, one of the main purposes of the BEEF

Survey appears to have been to develop a holistic and consistent picture of users’ bad

experiences on Instagram and for Meta to track results over time.%8

8 META3047MDL-004-00015029 to 5062 at 5031.
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Why are we doing this?

To develop a holistic, consistent picture of user bad experiences on Instagram that
allows us to track our progress each half.

Holistic: TRIPS focuses on policy-violating experiences, but there are additional causes of bad
experiences on Instagram. By contrast, the BEEF Survey pulls issues from the Bad Experiences and
Encounters Framewaork, which sourced issues from all of our user input channels.

Consistent: We have many sources of valuable user data, such as individual UXR surveys and
interviews, FRX reports, flytrap, app store reviews, and social media listening. But, it's hard to make
apples-to-apples comparisons between these data points, because of differences in how they're
collected and weighted. The BEEF Survey asks a random sample of users the top 22 issues from
BEEF, so we can compare and contrast easily.

Track our progress: Without a control group, it's impossible to determine causality from our other
signals. The BEEF Survey was fielded 1o both the well-being holdout and production groups.

65. As | understand it, the planning of the BEEF Survey began in April of 2021, with
analysis and reporting occurring in September 2021, and was designed to continue after
December 2021, with the launch of a second survey, “BEEF Survey V2,” as reflected in the

timeline below.8°

8 META3047MDL-004-00015029 to 5062 at 5032.
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66.

relevant to this analysis.®

The survey included the following questions, each addressing specific issues

Wiolence

Hate (witneasz)

Bullying (winese)

SRG dng wles

Bullying {target)

Hudiy

Bagat'va Sneia
Compareon

Survey questions, issues

Questions thatare alsain TRIPS ara highlighted in yellow. All questions had the same response eptions as TRIPS: YYes, during
the last 7 days, ™es, but mare than 7 days age,” and ‘Na.”

Feue oo mislending Hove you ever seen anything o Instagromthot wat feise orms eodng?

Have you eves z2en any volent boody, or diglurbng 'mages o instagram
that bothered you?

Have vou ever seen anyene d"seriminating aoainst people on Inatagram
beesuse of thei gender. relilen, race, sexusl arisniation. or anather part o
their dsmtity?

Have you ever seen anyone doany of theoe thinge 10 somecna eloa an
Ieslagram?

Ansull or diarespeet them

-Conact {hem in an (nepproprioie wey

-Darmage ek reputaton

-Threaten them

-Buciuds tham or beave them oul

Have you ever seen amyone rying 1o buy or sel sy af the [olowing thimgs
o lnslagren?

-Prescription drugs

-Hega drugs

Hae anyone ever done any of thess things Lo you an Instagram?

-Imsutted o derespesied yeu

_Cortacted you In o inapproprate way

-Demaged your repulation

~Threstened you

-Exc hacledd you OF left yous ol

Have yous aver maan nudity or 2emunl images on Instapram that you didni
want to ses

Have yeu sver feit wonee nbout yourself because of other peopes’ posts an
Ingtegrami?

Unwanied advonces
Acootrt cocuriy

Civic conient
Impersonation
Seltharm

Spen/ fake sswun
coai e

Orver enfercement

Audience limitalion

Usability, setlon

Haove you everreceined unwantad sexual advances on instagram?
Hiva you erer been unabla to socese yeur hatngram asceunt, aiher
besause of a oot posawerd or because pour asacunt wa s hadked?
Heve you ever lel hel yoa have seen Loe many pollicel posts o
maagram?

Heve you everTound o that o nstegrom sctount was preteading to be
you?

Heve you ever sezn zomeane hamm themaeives. or threaten 1o do =3 on
Instagram?

Heve yen ever been comtacied en Instogam by on amourt thet seemed
fode?

Heve yeu everfel thal Instagram was wiong when f removed apost ar
wviden fior winketing the rules?

Heve yoa felit that net enough people zes the 1aings you share on
Ingtagram?

Hove you ever had difcuty posting & pleture o video 10 Instogram?
Hove you ever fielt Instegrom ‘st fransporen sbeut why i remioves poasts

gram oap freeziag, arashing, or cleeing

Haoveyou ererhad concemaabout the woy inslogrom might ese daflo ond

Transparency
thet ere aga’mt the rulss?
Uiy, Hion Hove you perienced the
unerpecledly?
Galo privecy
information sbou you?
Perceived conirol Have you ererfell aladk of coniro over whatl you ses on Inaisgmm?
Commercialiy Have you ever fell thal you have seen 1oo many ads on insagram?

% META3047MDL-004-00015029 to 5062 at 5033.
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The undersigned hereby certifies their understanding that they owe a primary and overriding
duty of candor and professional integrity to help the Court on matters within their expertise and
in all submissions to, or testimony before, the Court. The undersigned further certifies that their
report and opinions are not being presented for any improper purpose, such as to harass, cause
unnecessary delay, or needlessly increase the cost of litigation.

§
i

Carl S. Saba, MBA, CVA, ASA, ABV
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