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Teen Time Spent and Time Spent Product SOTU 
Poe:  

Updat ed: Apr 29, 2024 

Overall Takeaways/ Recommendations: 

• We are currently planning to sunset Take A Break as part of time management conso lidation. This aligns w ith t he fact that teens mostly have short 

sessions. Take A Break is li kely not th e appropriate market fit t ime management product 

• On average 34% of teen DAU spend 60+ minutes on t he app every day. 

o In addit ion to having defaul ts for the Dai ly Limit tool, we shou ld consider changes that would increase t he honor rat e. For example, adding in 

info about how frequent ly t hey have dismissed th eir limit in t he past week/month 

• W hen defaulting teens int o Dai ly Limit at 60 mi nut es we sho uld consider giving t hem t he option to lower th eir lim it as 34% of t eens have chosen daily 

lim its of 30 minutes or fewer. 

Time Spent Products 

Adopt ion and retention for Teens 

Current Retention @ Day30 

• We've seen some slight ch anges in adoptio n and 30 day rete nt ion for our products that t arget tee n time management since Oct ober 2023. The re were 

increases in t een adoption for Qu iet M ode an d Take a Break, while adopt io n for Da ily Limit rema ined stab le. We also saw a slight increase in Day 30 

retention fo r Quiet mode co mpared t o October but decreases in day 30 retention for Daily Limit and Take a Break. 

• W ith plans to default some of our problemat ic use products to on for teens, we should monitor opt-outs and honor rate for both early teens and late 

teens. 

Daily Limit Behavior 

When do teens hit their daily limit? 

Heat map of the hour of the day that teens hit their daily limit if they hit their daily limit. 

hour of day 9 10 11 12 13 14 15 1•1 17 18 19 20 21 22 

% of teens DAU 

23 

who hi t DL 2.9% 2.6% 1.4% 0.7% o.,.,[ 0.5% 1.2% 2.5% 3.4% 4.2% 4.9% S.4o/o 5.7% "" 6.2% 6.3% "" .,,, .,,. 6.1% .... 5.9" 5.1% 3.4% 

~umulative % of 

teens who hit DL J 3% 6% 7% 8% 8% 9% 10% 12% 16% 20o/, 25% 30% 36% 42% 48% 55% 6lo/o 67% m, ""' ..,. 91 

• If teens have a daily li mit set and t hey hit t heir daily limit, th ey typica lly seem t o hit t heir limits in t he aftern oon/evening, concentrat ed betw een 2pm 

and 8pm. 

What percent of users make their daily limit to 60 minutes o r more? 

What percent of users make their daily limit 30 minutes or less? 

Segment % 60 minutes or 
mo,e 

Teens 55% 

All 53% 

Top 10 Daily l 1m1t Sett ings 

Pct of All DL 

Minutes Set Users 

60 24.4% 

30 17.3% 

120 12.3% 

15 10.4% 

45 7.0% 

3.3% 

20 2.8% 

90 2.6% 

10 2.0% 

180 1.7% 
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% 30 minutes o r less 

34% 

37% 

Pct ofTeen DL 

21.2% 

18.2% 

15.2% 

13.4% 

8.4% 

2.2% 

1.7% 

1.6% 

1.5% 

1.3% 

Commented [1]: I'd be curious lo see what this 
distribution looks like ifwe reset the ''0%" at say 4am, 
V'Jhich would seem to best match with the time that the 
most people are asleep. (Unless we're updating DL at 
midnight? VVhich seems like a bad idea - that's a great 
incentive to stay up and wait.) 
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• Most users who use the daily limit too l set their daily limits to less than an hour. However, teens are more likely to set their daily limits to over an hour 

t han the average user. 

• Currently we on ly have Daily limit options of 15, 30, 45, 60, and 120 minutes, however many users have thei r daily limit set to other va lues due to not 

updating their limit after the Daily Limit options were changed . Users were not forced to change their limits to one of the new select ions during this 

change. 

• When defaulting teens in to Daily Li mit at 60 minutes we should consider giving them the option to lowerthe ir limit as 34% of teens have chosen da ily 

limits of 30 minutes or fewer 

Quiet Mode 

What % of users change the default quiet mode hours? 

segment 

all ages 

teen 

% changed QM I 
defaults 

15.7% 

17.6% 

• Most users opt to keep the default quiet mode settings(llpm-7am). This t ime range doesn't in terfere with the times that teens are most most active on 

instagram (6pm-9pm) 

Take A Break 

What do users set their Take a Break choice to? 

-·-•-"'- .. _ 
te I !" I ; • l~ - Iii i,o 

Iii 
• 10 minutes is the most popular choice for users that have a take a break setting, with over ha lf of all users and over 60% of teens opting for 10 minutes 

as the ir break reminder t ime. 

Teen Time Spent 

• While we've seen increased adopti on of some products we've also seen an increase in the number and percentage of teens with late night time spent at 

the beginning of the yea r. The rise did start to taper off but didn' t return to the levels that it was at in late 2023 

Count of teens with Late night time spent 

-----------

% of teens with more than 560 minutes of late night 

use in the past 28 days • 

~Teens with late night problematic use is defined as the% of teens with more than 560 minutes of late night use in the past 28 days(20 minutes per day). the ln_20 

cohort 

Percent of Teens Spending more than X minutes on lnstagram 

ime Exceeded in M inu tes % of Tee n DAU 

OverlS 62.09% 

Over30 49.69% 
-

Over 45 41.02% 

Over 60 34.23% 

Over75 28.69% 

Over90 24.06% 

Over 120 16.85% 

Over 150 11.71% 

• 34% of teen DAU typica lly spend over an hour on the app 
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• About ha lf of teen DAU are spending over 30 minutes on instagram every day 

Overall Teen time Spent x M icrocut 

*this is the percent of teen time spent that is spent on each microcut 

• Teens spend the most time on their Home Feed, Reels tab and Direct. When considering changes to our Time management products, we may want to 

think specifica lly about how interventions might impact these surfaces 

Teen Time Spent and Late Night Teen Time Spent x Microcut 

*this is the percent of teen time spent on each microcut/surface compared to the percent of teen late night time spent by each microcut/surface. 

• Direct, explore and profi le are the main microcuts where teens spend more time at night. Direct is the only microcut where the difference between 

them is more than 0.5% which suggests that is t he area where teens behavior differs the most at night. 

What % of teen DAU have sessions during each hour of the day 

sta rt_time_loca l 

_hour AVERAGE of% of DAU 

19.9% 

12.4% 

7.7% 

5.1% 

4.3% 

6.6% 

13.8% 

21.9% 

24.3% 

25.9% 

10 28.4% 

11 30.7% 

12 33.2% 

13 36.1% 

14 35.2% 

15 35.5% 

16 36.1 

17 37.5% 

18 40.2% 

19 41.8% 

20 42.8" 

21 42.6~ 
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22 

23 

37.9% 

29.0% 

• Teen activity peaks between 6pm and 9pm, with over 40"/4 of teen DAU having sessions that start during that time period. With Quiet Mode starting at 

11pm by default, even with the plans to defau lt teens into quiet mode it won't be disrupting their peak hours on the app. 

Teen Session Lengths 

ls-Ss IEm!ml 

1Ss- 60s 

25M SOM 75M lOOM 125M I SOM 175M 200M 225M 2SOM 275M lOOM lZSM 

• suslons 

• The most common session length for teens was between 15-60 seconds(29.6% of all sessions) fo ll owed by 5-15 seconds(lS.%). Only 11% of 

sessions lasted longer than 5 minutes 

• 12% of sessions lasted less than 3 seconds. 

• Additionally on ly 5.6% of sessions lasted longer than 10 minutes 

Workbooks: 

Time Spent Products User Behavior 

Teen MWB Time Spent Distributions 

Teen Time Spent Daily Buckets 

Appendix 

Re lated Work 

Understanding Teen Late Night Jime Scent 
https: //www. intern a lfb. com /i nte rn / d a i query/works pa ce/1364 75 6110985 666/2 79 7187680038 64/?scro 11 eel I• l 

https: //www. intern a lfb . com /i ntern / d a i query/works pa ce/200 2 46402013419 7 / 10202 72695815 94 7 / 

Canonical Youth WB (WS3) Growth Impact Sizing Methodology - use forthe adoption and retention for the different PU products 
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