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Objectives

Non goals
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Teen Problematic Use (PU) will continue to be Mental Well-being
team’s priority over next two halves

Executive

summary

Creator burnout (and mental well-being broadly) is often bubbling
up as a top problem that could be an extension of PU and worth
understanding
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Slide 3

2 As part of the research it would be great to understand whether the burnout drivers are distinct for
creator teens vs adults

RN AN, 12/7/2022

1 Would this target all creators or creator teens as a first focus cohort? Given the point on creator
partnerships above, would there be an opportunity for dual messaging / upselling by having teen
creators amplify both the importance of well being of their teen audiences as well as their own as a
creator teen? This builds on a similar concept to the one on slide 27 where we would have creators who
are vocal about MWB as ambassadors for our features adding one more layer of relatability for the

audience.
I . 252022

1 @meta.com
qd B B

PRSP
2/8/2022
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Background
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Context

Vision for IG Mental Well-being

Framing

Purpose Statement

Success statement overall is “People have the tools that they need and are empowered to
control their time and experiences on our platforms”
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Landscape
and team
priorities

e Execute:P

e Understand:

Social comparison previously
deprioritized, all other ‘below-the-line’
areas are being addressed by partner
teams.

HIGHLY CONFIDENTIAL (COMPETITOR)

Priority

Understand

Currently
prioritized
forlG (X-
Meta WB)

Problem Known user
Areas problem on
(<]

Problematic
use (PU)

Creator
mental well-
being*

Below-the-line

for our team
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Product
coverage
today

IG MWB

well- Aligns with
positioned external
to narrative
address/lead
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Top WB issue for IG teens, associated with life interference

Why PU

Teens say they want help

Associated with low value IG sessions and churn
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Behaviors associated with PU Rough sizing

Frequent checking 37% (65M users)

Sizing PU

Overall amount of time spent 31% (54M users)

Passive late night use 18% (32M users)

Late night use 36% (63M users)

. Frequent checking
The top 3 behaviors have a 16% user 42% (74M users)

overlap.

Frequent checking: Surface switching 35% (61M users)
o

Content consumption patterns (e.g., long scrolls on single topic)

1. RE: Short sessions <-> repeat passive sessions. The volume short sessions and
the number of repeat passive sessions are very highly correlated (0.8 correlation)
and repeat passive sessions slightly outperformed short sessions so it is the one
that remained.
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Slide 8

2 @-@meta.com
Il

~ N 118 D
q ¥ 12/872022

5 oI - h.com

1 We don't have parent data on this at present, no, but we can sync with the supervision team and

w/marketing to see if this is something we might be able to partner on to collect and measure.
« S -, 12/8/2022

2 We have research underway to better understand the frequent checking problem space, including those
guestions you raised. We'll have a better understanding in early H1 of how these behaviors/problems

relate to each other and how to prioritize among them wrt product solutions.
K - . 12/8/2022

3 Aligned with focusing on teens. Oppty to understand parent. perception & where we can leverage for
marketing oppties. addnl input into overall teen strategy.

x. AR 12/8/2022

4 Would there be a different product approach to the different types of frequent checking outlined in the
sizing PU slide (slide 8). e.g. is notif clearing a fundamentally different problem than passive sessions
w/shorter between session durations? Is there a reason we see one as more important than the other?

6 Make as user focused as possible. Correlate (table) to sentiments from surveys - survey trackers not
where we want them to be yet. Unclear how A&C and PU are correlated. Is there a programmatic step
correlated with disengagement of teens with our platform? step 1 - thresholds at which behavior leads to
churn/engagement issues. then critical thresholds we can't violate. step 2 - align with sentiment, more
fuzzy, more personalized

1 do we have parent perception data around the most severe or disruptive of these behaviors?

Are there opportunities to both (1) improve perceived control for teens and (2) improve parent
perceptions of appropriateness of the platform?
Vil ;B 12/8/2022

1 we might not get parents' input that's granular enough to differentiate among several of these specific
behaviors (i.e., more something like a teen spending too much time'), but parents' perceptions along with
their role in supporting their teens in behavior change through our products could be an important angle
to incorporate

Elena Davis, 12/8/2022
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Market
landscape

Feature @ G J " f g

Daily usage Yes (opt-
B _V 8 Yes (opt-in) Yes (opt-in) 2 Yes (opt-in)
limits in)

Take a Break Yes (opt-in) Yes (opt-in)

Yes
Late Night Coming soon (Focus
interventions (Quiet Mode) Mode

Yes (opt-
in
reminder)
opt-in)

Frequent use Yes (TAB Yes Yes

interventions upsell) (insights) (insights)

Time spent
insights

TT late night interventions - Awareness videos
Auto-silenced notifs
Night use insights

e OnTikTok all teens do not receive notifications at night by default (more here):
o 13-15yrs old - notif muted starting at 9PM
o 6-17 yrs old - notif muted starting at 10PM

e Apple defaults Focus Mode/Do Not Disturb to 10PM - 7AM daily

e Youtube’s Bedtime reminders lets you set specific times when you want to get a
reminder to stop watching videos and go to bed.

e Snapchat’s Do Not Disturb allows you to mute certain accounts and stops all
notifications from said users or groups.
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Slide 9

7 @_@meta.com @-@meta.com

2 latest youth hpm said this was ready to launch?

> Youth Wellbeing reached Policy and CSI Leadership alignment to move forward with launching PU
focused FB intervention called FB Feed pause (slides),
v S 12/8/2022

1 Yes we are in discussions with FB leadership for launch approval.
AN VI, 12/8/2022
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Strategy
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How we build
Sense of control

Strategy

Awareness Attentiveness Intentionality
& choice
Provide info Interrupt and
to prompt draw attention Help set
reflection and to behavior in goals, limits,
inform the moment preferences
choices

Intentionality & Choice (offer intentional choices)
Attentiveness (draw attention in-the-moment)
Awareness (increase awareness of their behavior)
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Overall success

North star

Success S
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LEVERS FOR SENSE OF CONTROL

Awareness Attentiveness Intentionality and
choice

Existing
coverage and
opportunities

Frequentchecking

Overallamount of time
spent

Late night use (passive
and overall)

Content consumption
patterns (includes long
scrolls)
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Instagram

ATTENTIVENESS IN CONTEXT It's 3:48 am. Try winding down

with these reels.

Contextual bumpers and
resources Start winding down?

t's getting late. You may want to take a
break for the night

SCA

SCA
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3 is this part of quiet mode or separate?
VIl sl 12/8/2022

8 We propose starting with showing this to teens with Quiet Mode enabled when they are scrolling at
night time.

Based on signal from that set of users, we can then test broadening it to general cohort of late night
users (p90 for example).

G~ 12/8/2022
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Empower through controls

Identify and target teens in need

Guiding

Drive long-term engagement through well-being

principles

Foster healthy norms
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Late Night Interventions
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Auto-play on for 10min

INTENTIONALITY & CHOICE

Wind-down timer for Reels

You've watched Reels for
10min

45PM, time to take a break from
scrolling?

Close Instagram

Keep scrolling
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9:41 il T - 9:41 T -

< Quiet mode < Notifications

During quiet mode

SCA

;
o @® | anewmessages

SCA

A Q 6 ®

Allow Close Friends notifications

AA

Show “In quiet mode” status
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any data about participation rate of teens w/supervision enabled vs. those without?
v o S 12 8/2022

9 O fb.com
G AN 12/8/2022
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INTENTIONALITY & CHOICE

Take a Break upsells and
enhancements

<

Set reminders to take breaks You just spent 30 min on

every 20 minutes? Instagram. Time for a break?

Regular
now tur
Remind me in 5 min

Go back to Instagram

~10% of teens who have enabled Take a break have also enabled Daily limit.
@Il ©fb.com please validate this since this is the first time | am using Daily limit data.

https://www.internalfb.com/intern/daiquery/workspace/3718692751690760/6665993284149
93/
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6:07
< Activity Time spent

Today

AWARENESS OF BEHAVIOR PATTERNS

4h 38m today

10) Check your Time Spent dashboard to learn Day: 24m

Usage and behavior insights mare about your weekly usage Night: 38m

Reminders to take breaks

Daily app limit

Quiet mode
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5 do we or have we considered surfacing quiet mode directly in activity feed vs. ts dash > quiet mode
funnel?
VG 12/8/2022

10 this is an interesting idea! @-@fb.com we could think about showing the insight itself.

GHIR A 12/8/2022
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Beyond Late Night
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2:41

INTENTIONALITY & CHOICE

Frequent Checking: Ad-hoc Quiet
Mode

Quiet mode

30 min
1 hour
2 hours

Until 7:00 AM
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ATTENTIVENESS IN CONTEXT

Frequent Checking: Break duration

You're still on a break

Your break will end in 6 minutes. You last
checked Instagram 40 seconds ago.

End break early
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INTENTIONALITY & CHOICE

Content Consumption: Topic Nudge & Bulk Hide
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Creator Partnerships
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Key considerations

Marketing-in-product strategy

Tutorial series

Ongoing upsells and nudges (WIP strateqy here)
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Slide 26

6 consider doing this for parent education too?
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Creator First Product Activations

Evergreen upsells versus standalone launch moments

Creators as product ambassadors
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3 This is very exciting and does feel like something that would land very authentically with the audiences
of creators who have been vocal about MWB. Is this something that we're already doing? What are the
plans moving forward7
RN AN 12/8/20:

11 @_@fb com @-@fb com
G A1 2
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Understand: Creator Burnout
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Creators tell us they are experiencing burnout

Why
Creator

Creators & teens are interconnected

burnout

Opportunity to be industry leading

IG is developing a Creator Health Score, which is a composite of different behaviors, each
chosen because they're leading indicators of future production churn, If "burnout” can be
proxied by reduced production, then this strategy is well aligned with company Creator
direction.

with two-thirds citing algorithm changes and half citing the ‘hamster wheel

effect’ of content creation as impacting their mental health (though we would
need to validate these data with our own research)

“We need to sit down and take a break... nothing about burnout is cute.... we need to rest
so we can create.” — Candace Marie, Creator
IG’s vision:

0027_0037
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Slide 29

7 how does this fit into overall x-meta creator strategy or can it be leveraged to inform future halves work
there?
VI 2l 12/8/2022

1 We believe that it can be leveraged to inform future halves work for investments in Creator Well-being
broadly.

An outcome we'd want for this Understand investment is a clear picture of the stressors that impact
creator mental well-being and lead to creator burnout. We hypothesize from existing insights that some
of the stressors might include: distribution volatility, not understanding distribution / reach as a result,
belief that you must post / comment constantly in order to maximize distribution, borderline harms like
bullying and spam and the time needed to combat, etc

Depending on what we learn, we think some of the existing work across IG Creators and IGWB may help
with some of the upstream problems that lead to burnout as a downstream impact. This Understand
would help us determine additional opportunities to keep remediating the upstream issues and also help
us identify what we might do to help creators once they feel burned out.

I'd expect us to be able to map these stressors to our Creator Well-being Scorecard buckets of Harm,
Impediments, and Trust & Transparency

-l 282022
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. Starting H1°23, we propose understanding creator
burn out by conducting research to:

Our
approach to

Creator

. Mid H1°23 we propose creating a design vision
bu rnOUt followed by proofs of conceptin H2’23:

Assuming successful understanding of the space and alignment across IG, we’'d
plan to have a drumbeat by early '24.

See Discussion #3 for trade offs to go faster.
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Slide 30

4 Is there an also an angle to evaluate the relationship between burnout and quality of content /
engagement on content / frequency of content creation / etc all of which may contribute to ultimate

churn?
r - 0s0022

8 would push us to have this as a goal or alignment x-meta if feasible
VR R, 12/8/2022
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FORWARD-THINKING PLANS

Appearance Comparison

roblematic Use

Problematic Use

H1 2023

ing drumbeat & Expansion beyond PU

H2 2023

2024+

D S e S — T ————

HIGHLY CONFIDENTIAL (COMPETITOR)

PO: Quiet Mode launch
with drumbeat &
feature improvements

PO: Late night use
reduction

PO: Finalize PU
success measurement
and understanding

P1: Understand
creator burn out &
design vision

P2: New proof of
concept for PU -
frequent
uselawareness

0027_0041

PO: Ship new PU
intervention from H1

P0: Composite
behavior reduction

P0: Continue to
understand creator
burnout & new teen
mental well-being
areas

P1: New proof of
concept for creator
burn out

P2: T&C collab on
positive controls

Drumbeat for creator
burn out

Continue behavior
reduction across
portfolio

Proof of concepts
around new use cases
(TBD)

Continue to understand
MWB issues for teens
and creators to unlock
additional product
opportunities

META3047MDL-294-00095919



#1: [Alignment Check in] Overall Approach & Plan

Discussion

q u eSt I o ns #2: [Feedback] New Product Ideas
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Slide 32

12 1/ In addition to helping teens, what is the overlap or opportunity to drive awareness and favorability
among parents about these features in the coming half?
x-?X- ’ijv‘i{ 2)5

13 We have a proactive comms/GTM in Jan 19 followed by an event in Feb where the core audiences for the

event will be parents, parenting creators and consumer press and QM will be shared.

A 1282022

15 Per an initial discussion, our two main gaps today are ability to mute notifs (that will be addressed with
Quiet Mode) and contextual education (that we are getting more clarity on).

GEE -~ 12/8/2022

16 Do we feel x- meta score card is the right thing to goal against?
G A 12/8/2022
14 M 4/ When we get to the end of the half with this work - what does that mean for the x-Meta

youth score card for IG? Do we end at Industry practices for well-being? In other words, is the work here
sufficient to make material progress against x-Meta Youth priorities?

o Il 2202
17 NIB: general direction makes sense. trade off against AC stands out -
G A 12/8/2022
0027_0043
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#3 [Guidance] Creator Burnout

Discussion

#4 [Confirm] Appearance Comparison

questions

0027_0044

HIGHLY CONFIDENTIAL (COMPETITOR) META3047MDL-294-00095922



Slide 33

22 Recognize this is a priority. purpose of the research - understand if there is opportunity to extend
products to creators, help broader org think about investment in H2.
GEE W 1252002

18 Emailiing QM results next week to WB leads. Should we follow up with Communities via in person review

or email OK?
GEE A 12/8/2022

19 AC: cosmetic procedures and weight loss - if this is a specific angle we could use to approach AC, good
angle to inform non rec policy. deprioritizing that entirely doesn't make sense. to influence central's
policy, we need to overcome structural barriers. how to focus, targeted detection, intervention?

start narrow - playbook for how to tackle. concerted effort later in the year.

cEl A 12/8/2022
23 M Are we receiving extra funding from creator initiatives? Are we taking on on our own?
24 Very finite resources. This is the intersection of two top priorities - don't want to end up in a spot with
sub optimal work on both spaces.
GEE A 12/8/2022
25 AC for teens a better use of resources?
26 Are we being asked to lead the work for creators? do we have the funding?
G AR 12/8/2022
21 5/ General comment: Teens/Youth and creators are both top-level x-Meta priorities, so let's be really

intentional when it comes to trade-offs in these areas so that we're not out of position relative to overall
Meta priorities when we get to the end of a half. We don't want to be in a position where we've made a
trade-off that puts x-Meta prios unnecessarily at risk.

G AN 12/8/2022

27 Historical context: B&H spent 2 years tackling for teens before switching focus to creators. still don't feel
like its been tackled. seems very risky. trade offs. - general staffing availability. problems between teens
and creators very different.

Before even investing XFN resources, think through trade offs conceptually. teens also have complex

problems
GEE A 12/8/2022
20 AG praised - asked if there were any companies researchers wanted to identify for creating best practices

"impact of pre-teen, adolescent girls"

IGis tr‘ing to get it right.

G Al 127972022
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Appendix

0027_0046

HIGHLY CONFIDENTIAL (COMPETITOR) META3047MDL-294-00095924



FAQ: What is the results from Quiet Mode so far?

ADOPTION:
As of 11/26, 171k teens have Quiet Mode enabled - about a half enabled via the in-app notification and the other half via megaphone QP in Direct
(~5% user-level enable rate for both upsell strategies). This surpassed our benchmarks - 0.7% for in-app notifs and 4% of QP

WELL-BEING IMPACT (LATE NIGHT USE REDUCTION)

1. We do not see a statistically significant reduction in late night time spent in testvs control. We believe this is due to two factors:
e Dilution due to adoption: ~5% of users in the test group adopted Quiet Mode, meaning that any impact we have on those users will
be diluted by the ~95% of users that don’t adopt
Lower than expected effectiveness of muting notifs:
a. Although nearly 40% of late night sessions for teens start within 25 minutes of receiving a notification, only ~8% of late
night sessions come directly from a notification click
b.  Other tests run by other teams suggest that the true effectiveness of a notification in driving an incremental session is
+2.7% within the first minute of the notification being received, with aimost no effectin other time windows. This aligns with
our estimated impact of ~3% and suggests that many sessions that start from a notification would have occurred even
without that notification
However, among adopters of Quiet Mode, we see an estimated effectiveness of ~3% in terms of a reduction in late night time spent. Note
that this is purely an estimate and is not causal in nature

ECOSYSTEM IMPACT

We do not see any material ecosystem regressions (

NEXT STEPS

1. The country testis currently live in the Philippines and we expect that test to generate higher adoption rates given network effects of
features such as direct auto reply, as well as a clear read on topline ecosystem impact in a launch scenario.

2. Experiment reviews

3.  Final trade off discussion and go/no go
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Slide 35

1 Later on we did see a stat sig reduction in late night time spent that maintained over 3 7-day
periods: https://fburl.com/deltoid3/729tb9we
George Volichenko, 1/11/2023

1 https://fb.workplace.com/groups/677071286613975/posts/985062525814848

IR 112023
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FAQ: What caused the Q3 Adoption decline in Take a Break

We observed a rapid drop in Take a Break meaningful adoption in
the second half of September. This has since stabilized.

Take a Break adoption is heavily reliant on the influx of new
users, specifically through the upsell we have in Explore chains.

The IG ban in Iran impacted us heavily because ~30% of WAU
there were seeing our upsell impressions (compared to 3% in the
US and 10% in India)

Upsells on new surfaces should help diversify our channels and
lower the reliance on Explore

Understand work is needed for how the currently enabled users
are honoring breaks over time (i.e. why are we so reliant on new
users?)

0027_0049
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FAQ: How are Take
a Break & Daily
Limit performing
today?

e  Both are showing signs of
PMF (see retention below);
90% retain the break control
once enabled

We have an opportunity to
be more aggressive in
driving awareness and
adoption of Take a Break

“Daily Limit” proportion of
enabled users getting break
reminders is 70% higher
than TaB. The amount of
enabled users is 40% of
TaB, even without any
upsells tactics

Product

AELCERICE]

Daily Limit

Funnel

Enabled

Nudge Displayed

Honored

Awareness Meaningful

Adoption (% of
teen WAU)

0.2% (took a break)

0.05% (took a
break)

Take a Break (% of Teen WAU)

4.23M tab enabled -> 924K tab displayed -> 370K tab honors

63% Daisy similar results in UK and BR, ref)

HIGHLY CONFIDENTIAL (COMPETITOR)
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Effectiveness PMF
Retention

57% honor
reminders
WoWw

Unknown - proper
tests needed

55% honor
reminders
Wow

Daily Limit (% of Teen WAU)

0.55%

0.2%

0.08%

META3047MDL-294-00095928



Take a Break Retention and Honor Rate
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FAQ: How are Content Consumption products doing?

We've had a healthy drumbeat and successful collab with
T&C + Relevance this half to implement ranking changes, but
we have more understand work to do here before claiming
success

Topic Nudge engagement especially WoW retention
is promising, but needs more understand work on
effectiveness before global roll out

Bulk hide usage is encouraging - 4

hidden (median 11 with Explore bulk hide), vs
10.4 in control; more data to come post ranking
changes

Daisy: Low organic adoption could be due to low
interest or low awareness, but since we don't
have strong evidence of improving well-being
we shouldn’t invest heavily here.

Product

Alternative
Topic
Nudge

Explore Not
Interested -
Bulk Hide

Exposure

0.16%
(clicked on
ATN)

2% get
impression
per day (12-
14% of
these click
in)

0.13% WAU

Producer
grown 0.6%
to 1.12%

4.23M tab enabled -> 924K tab displayed -> 370K tab honors

63% Daisy similar results in UK and BR, ref)

Effectivene
ss

No stat sig
reduction in
high-NAC
content
consumption

Pending
cluster
demotion

° 4.7% of media producers hide like on at least one media per day (2.3X increase from one year ago)

° Viewer control has low organic adoption

HIGHLY CONFIDENTIAL (COMPETITOR)
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PMF

(Retention)

42% clicked

on ATN
nudge WoW

Still not
launched




Teens open the Instagram app automatically and habitually,

- without intention
FAQ . Wh at e 23% ofUS teen WAU say they open Instagram without realizing

it at least once a day (Hanko, PU foundational survey)

do we know 27% ofteen WAU across 6 countries (UK, US, NG, SK, BR, IN)

report ‘often’ or 'very often’ checking |G automatically without

a b o ut realizing it (Davis, PU pilot survey).

F req u e nt Notiﬂcation’s YELCRI difﬁgult Fo manage tif’(le ;pen?

e  Getting too many minor/irrelevant notifications is a trigger for

. those with PU; people with PU found it “incredibly difficult to
C h e C k I n g ? avoid notifications” (ref)

21% of US teen WAU say notifications make it harder for them
to manage the amount oftime they spend on the app, and 32%
say the number of notifications they receive can be
overwhelming (Hanko, PU foundational survey)

Fear of missing out and social pressure plays a role
. Among teens with self-reported low control over their IG usage:

45% are concerned about missing out if they don't check
IG often
42% are concerned about offending friends if they don't
respond to messages right away
40% are concerned about offending friends if they don’t
respond to their posts or stories right away
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FAQ: Have we considered
other interventions specific to
Frequent Use?

Insight: Teens may benefit from nudges to
interrupt frequent automatic, habitual
checking behavior
o 23% of US teen WAU say they open
Instagram without realizing it at least g
N
once a day’
You opened Instagram 5 times
today. Time for a break?

Product Bet: Expand Take a Break to ' Pick-ups
support app-opens

We did not recommend it because we 5 times
don't yet know if this should be a control 15 times
vs. a nudge to be most effective and o
we'd want to test out a few directions to
identify what resonates best, especially

since direct messaging is major reason

for app opens.

35 times

Heads up you opened the app 10 times

Remove time?

ALT stat: 27% of teen WAU across 6 countries (UK, US, NG, SK, BR, IN) report ‘often’ or
‘very often’ checking |G automatically without realizing it (Davis, PU pilot survey).
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all = -

FAQ: If Notifications drive frequent

=
checking, do we have any product | 6 OO

ideas in that space?

Monday, June 3

'fa Instagram
300 people fiked your reel

Driven by partner teams
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FAQ: What could a solution for creator burn out look like?

Designs created by Creator Monetization

0:41 9:41 - -

-2 iy Sy Instagram (VIO
) . ? D B P
Time Off Mode ... - a Q % -
gives creators a
more sustainable

work life balance . SCA
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Additional

Competitive
benchmarking
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GTM Overview

High-volume bundled announcement (Jan 19) that will include Quiet mode (hero product), youth
Strategy supervision tools and FB teen defaults. For the MVP, we will prioritize marketing-in-product via targeted
New! Story, content marketing, editorial feature, IRL event, and share updates via blog (IG, Family
Center, etc) and targeted press outreach.

- ! Give teens more ways to reduce distractions on IG, and enable parents to build trust and dialogue with
ObJECtIVG their teens.

e Primary KPI: Swipe up (via New! Story) as proxy for consideration

O Secondary: all metrics and objectives here + methodology here
e Product KPI: Time spentlate at night (12am-4am) stat sig reduced

MIP: New! Story targeted at teens / young adults (13-24)
Website: IG blog post, Creator blog, Family Center

GTM Levers

Editorial: @creators feature (w/ theestallion)

Content Marketing: Content amplification featuring a range of Creators
Social: @instagramforcommstweet, Adam TWOI Post

Event: Parent & teen Creator IRL event
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GTM Tactics
Obijective Give teens more ways to reduce distractions on IG, and enable parents to build trust and dialogue with their
teens.
Channel Details
New! Story Targeted at eligible teens / young adults (13-24) in EN-speaking countries
Instagram Blog Blog post announcing new features + update to Family Center
Website Update Communities microsite, Stay Safe page, and Creator blog
Help Center Details on enabling controls, how to opt-in, etc.
Social @instagramcomms tweet, @mosseri TWOI video
Event IRL event aimed at parent creators, highlighting new and existing parent and teen well-being tools including Quiet mode
Content Marketing Creator content amplification
Editorial @creators feature featuring theestallion
Policy Programs Re-launch Parents Quiet w/ inclusion of Quiet Mode and distribute at WB event
Comms Comms plan
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