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SEARCH & DISCOVERY

S&D Engagement, Satisfaction, Responsibility

S&D’s three-legged stool: Engagement v. Satisfaction v. Responsibility
Summary of S&D'’s top-level priorities. S&D cares about more than just Engagement.

Background
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S&D does not care only about Engagement (YTT and DAU). For many years, the S&D team has prioritized additional
objectives alongside Engagement: our ranking algorithms incorporate valued watch time; we demote Clickbait+ and Racy
content; and we have been investing heavily in fighting misinformation/harmful content in the past year.

This 1-pager provides a summary of S&D's philosophy. What immediately follows this 1-pager are two 2-pagers diving into
the areas of Satisfaction and Ressonsibiity, respectively.

S&D’s three objectives: Engagement, Satisfaction, and Responsibility

Description

Example projects

Engagement

Quantity of consumption. Engagement focuses on driving
greater consumption of videos.

Key metrics: increase WT, YTT, DAU, DAV

Satisfaction

Responsibility

Quality of consumption. Not all WT is equally valuable to
our viewers, and not all users like the same videos.
Satisfaction aims to measure an individual user's
satisfaction with a video and tries to increase satisfaction
by recommending videos that are likely to yield high
satisfaction from that user.

The typical S&D
YTT-driving project
launches

The Satisfaction 2-pager deep dives into the evolution of and refinements to S&D's philosophy in driving personalized user
satisfaction. The Responsibility 2-pager deep dives into specifically Responsibility to Users/Society. While not covered in
2-pager deep dives, we intend to further invest into Responsibility to Brand projects as well -- Racy (especially i18n) and
egregious forms of Clickbait.

CONFIDENTIAL
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Responsibility to Users/Society: Operationalizing Responsible Growth

I -+ +eoc- I

What are the next steps in our responsible growth efforts? How do we make sure that our focus on “extremely low quality” (XLQ) content as a metric is
globalized and we have set goals to reduce it throughout 20197 How do we operationalize this metric and work to reduce it? Additionally, how do we ensure
progress across the three pillars of combating misinformation and low quality content? What should the goals for each pillar be?

Problem statement
While the broad S&D’s Responsibility area has been an active project area for a few years (Clickbait, Racy), the efforts

focused specifically on Responsibility to Users/Society are relatively new. First initiated to deal with misinformation/“fake
news” in 2017, this area has evolved to more comprehensively cover the following pillars:

[ % 9

REDUCE EXTRA LOW PROMOTE PROVIDE CONTEXT
QUALITY CONTENT AUTHORITATIVE TO USERS
CONTENT
Do not reconmimend For information Equip users with helpiul
content potentially vertivals with clear content - even if they
hanmiul to user & sources of authorty, explicily chosse (e
society promaote consume patentiatly
authoritative content harmful content

fut dei't hinder

high-irtent users
We have made rapid and encouraging progress in this area. In 2017, we struggled to manually respond to misinformation
during real-world crises; today, our protections will automatically trigger in over 20 markets for breaking news. We can also
now measure “extremely low quality” (XLQ) content: ~1% of WT in en-US is considered XLQ. Though not a huge fraction, it
represents 10M+ hours/day globally.

This paper highlights select, key strategic initiatives in this area of Responsibility to Users/Society; it is not an exhaustive
overview of our 2019 OKRs.

Proposed solution
1) Reducing consumption of XLQ content
e Improve the XLQ metric - In order to understand our ability to reduce XLQ WT, the metric needs to be more robust.
We will focus on decreasing noise in the metric (smarter sampling) and may need to invest in increasing the rater
pool to reduce latency in collecting data for this metric & classifier training data.
e Drive recommended XLQ WT to zero - Our goal is to never proactively recommend XLQ content
(Home/WatchNext); however, in keeping with our “Freedom of Expression,” we will not hinder intentful watches of
XLQ content (e.g. high-intent searches, external referred traffic, embed player). On intentful watches, we will expand
our Context products (e.g. Information Panel) to provide factual & clarifying context information (see solution #3
below).
e Shape the external narrative: communicate the existence of this program externally and provide high-level
transparency on our rater guidelines. As with other existing content policies, we will not publish specific rater
templates or share details on individual verdicts.

2) Internationalize the three Responsibility pillars

' Extreme Low Quality used to be called Grey content. It refers to non-policy violating content still deemed harmful to
users/society.

CONFIDENTIAL GOOG-3047MDL-00937890
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Scale these initiatives globally in a manner that balances time, cost, and vast cultural differences.

3) Expand authoritativeness and high quality context beyond news

e Expand authoritative sources to cover other content verticals: our Authoritative content pillar currently covers News,
where we have identified authoritative news channels. We will start with expanding to also cover the Medical content
vertical, after which we will evaluate Science and Financial. For learning specific topics please see the Learning
Sirategy paper.

e Context: today our context products (e.g. Information Panel) covers limited topic coverage; we plan to dramatically
increase the coverage in 2019 across XLQ and sensitive content. We can vastly expand our context through
expansions to our product partnerships worldwide leaning on the knowledge graph to start with. From there we
should expand to cover a broad range of topics that might be covered in an encyclopedia. We will rely on 3rd-party

expert input to identify channels for inclusion into authoritative source hubs for each of those verticals

4) Operational excellence

How will we know we have succeeded in 2019

e Reduce recommended XLQ watchtime to zero

e Develop standardized i18n tiering for Responsibility, and expand the three pillars to the next priority locales
e 3xincrease in proportion of news and medical watchtime coming from authoritative sources

e 100% of intentful XLQ watchtime has some factual context (i.e. information panels)

Discussion questions:
e Different countries have different cultural norms. Should our Responsibility to Users/Society have standards adjusted

to each market? What if such local standards conflict with YouTube's own standards? (Example: women's rights in

Saudi Arabia

e Driving recommended XLQ watchtime to zero would require not enabling protections that exist for other classifiers
(e.g. Clickbait), such as for subscribers. Is mitigating the risk of exposure to harmful content worth the tradeoff of
potential user and creator frustration this invites?

e Many teams across YouTube, both within Search & Discovery and beyond, are increasingly reliant on human raters
for building classifiers and evaluating quality. Should YouTube develop a shared pool for all teams to leverage?

CONFIDENTIAL GOOG-3047MDL-00937891
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Supporting & Accelerating Strategic Initiatives

Problem Statement and Background

YouTube has delivered strong revenus growth without sacrificing ihe user experignce through thoughtiul integs
ads 1o compiement our corg in-strearn ads business. However, %:«z sebook and instagram have been able o scale up
monstzation fastar than YouTube, There's evidence that much of this difference is dus (o the fesd-based consumption modsi
of those platfonms. Fesd-based consumplion scales well for ads because 18 low friclion {users can simply screll past, fits
well with D ??m. {which are less budget constrained than brand ads), and allnws for more ad sicts which, when dane right,
can feel native o i*x&, exparience, Facebook and Instagram also have a simpler ads model, with less brand safely
f:onssu:zef"-‘»i'-;ons fewer revenug shars constraints, and sasier conversion atiribution, Within that contexd, we shouid consider
which aspects of the fesd model can help accelerate YouTube's revenus growth.

an of display

Yhen thinking about ihis problem, there are a few hings (o keep in mind:
» Home and Waich Next are by far the biggest fesds on the platform, generating mors than 25_9 {48% Watch Next,
30% Home) of fesd content imprassions on mal he nmt largest “Tesd” is Search, with 11% of & 3
& §“} ot Response &d% are our fastest growing, irast budget sonstrained business. DR ads w?“O“:‘f he afoous and the
fights how we will grow demand and evoive sur formads and quality, We recently launched vides
home fesd and w ieh moers demand into thass slols over the next 2 guariers
+  Watch Naxt and comments compete directly for user attention In their current, adiacent configuration on mobie. This
produces a zero-sum frade-off for user atention. We've historically viswed watch time & Communily as similany
important priorities, which has constramed Wadeh Next to only 16 videos,
¢ Inling Playback i1 the Home feed expariments were metrics negative when they focused on shifting watch tims fo tha
fead (n 2013}, Qur current approach:, which is metrics po provides a f‘?‘ft\;’ sw expearience designed to bring

users 0 the watch page, with an smerging secondary use case of walching videos with caplions “on the go”

TIOY
I\ ]

a—{is throu a;f”'uzt ii’;e-

Proposed Solutions
We approached this problem from two angies, focusing on mobils plaliorms: 1) consider the opportunily presented by the
gxisting feeds in Main App and segond 2} consider ideas for new feeds. We arrived at ihe foliowing sirategy
& Existing feeds: Foous on a lage, untapped opporturdty to improve the user axperience and m(zwfciimison of Waich
Nexi, For Home, we plan {o stay the course: c\mtmm {0 optirmize for "eii ng peopls o initiate long video waiching
sessions, while also continuing o optimize the emerging niine Muled uss case and introducing more nonvigeo
content with Posts, We w‘iéi invest significantly in monalizing both of thage Teeds with digplay and inling muted vides
ads.

(Q

® é\éew feeds: We recommend focusing on Swipey Wateh which creales a new long-form “fsed” that fils naturally within
e YouTube experence, along with focusing on Stories for shorl-form video, The Swipey feed will not create new
mvmierv but it enables us o increase fill rates by including display interstitials which fit naturally infe this experience,
We evaluated the possibility of developing a new “snacky” (n-feed consumption, more scrofling) fead in 2018, We
balisve the Wesis'vser: i build 2 compelling new Tead wouid be high with low odds of sugceass; plus, this would
distract fecus from Qur Core use case {infrequent, long sessions). That said, we see an oplion 10 set up a separale,
g¥ploratory project team o bulld this new typs of fead, wiueh we'll sxpiain beiow.

CONFIDENTIAL GOOG-3047MDL-00937898
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Discussion Questions
i, D

APPENDIX

A reimagined Watch Next feed.
This would include:

e Infinite scroll
Comment teaser
entrypoint to separate
comments module

e Browsey modules -
including some with
higher commercial intent

e Ads interleaved
throughout the feed

CONFIDENTIAL GOOG-3047MDL-00937901
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Diversity in the feed can lead to
more engagement

Integrating more browsy elements
like Posts may capture users’
interest further down in the feed
and lead to more engagement -
including with ads. Similarly, a
heterogeneous feed leads to more
opportunities for relevant ads to
blend in with organic content.

Swipey Direct Response Ads

Swipey DR ads can appear in
between videos when the user
swipes, autoplays, or paddles to
the next video. Because they are
between the video they need not
disturb the existing pre-roll ads
experience.

CONFIDENTIAL GOOG-3047MDL-00937902
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Dlgltal Well-Being m Brian Marquardt,-ontributors: _Reid Watson

Problem Statement and Background

In 2017, excessive screen time and “tech addiction” became a major topic of concern. France recently bannad call phongs
from school for children < age 15 and China’s rising cases of childhood myopia have led to piang o restrict gaming. These
concerns have led to growing expectations for major tech companies to take more responsibility. Google prioritized wellbeing

leader enhances our brand, reduces business risk, and creates a more sustainable path for growth.

The American Heart Association recently published a pgsition naper based on 185 peer-reviewed studies asserting that
screen time > 2 hours / day dramatically increases rates of obesity and cardiometabolic effects among adolescents. There
are also growing concerns that excessive screen time is stunting physical, emotional, and social development of teens. A
much time on their phones; the % of teens who said they are online “almost constantly” has doubled to 45% since 2015;
YouTube is the most widely used internet platform by US teens (who watch® an average of 1 hour 22 min / day). We
developed a Vision & roadmagn for wellbeing, focused on 3 concern areas, impacting users 13-24 disproportionately:

e Habitual heavy use: ~10% (32MM) of 13-24 year olds on YouTube habitually” watch > 2 hours / day (excluding
music).® ~13% (36MM) of 18-24 year olds reported “| regret how long | stayed on YouTube” in the past week.

e [ate night use: ~7% of teens on YT watch past midnight on school nights. Teen “night owls” were 88% more likely to
have emotional & behavioral problems (azticle, study). 30% of users 18-24 say YouTube has cut into sleep.

e Unintentional use: Among users 18-24 years old, 23% report “losing track of time on YouTube,™ 20% report
“procrastinating on YouTube,” and 20% report YouTube “interfered with work, school, or homework.”

Strategy & Principles

1. Empower control, never assume control
We want to empower users to achieve their goals. We won’t ever assume control (e.g., proactively turn off YouTube)
and users should be able to opt in & out of features. We aim to give insight & support, not nag or judge.

2. Youth first
We believe we should focus our efforts on Teens & Young adults, who are in a crucial stage of mental, emotional and
social development and are more vulnerable to wellbeing challenges. In addition to focusing our research and
product development on this group, we want to target this group with proactive messaging and intros to opt-in tools.
Finally, we want to give parents much stronger controls for their teens (via YouTube and / or Family Link).

3. Disincentivize growth that doesn’t support wellbeing
We propose developing a methodology to avoid incentivizing growth that detracts from users’ wellbeing, e.g., we
could adjust top-leve! waich time goals 1o exclude Heavy Use, Late night use, and/or Unintentional use.

Proposed Solutions

YouTube launched some successful and needed quick wins'™ at I/O. While these efforts garnered positive press, they are
mobile-phone-only MVPs, they haven't been iterated on, and they're only a first step in addressing Habitual Heavy Use, Late
Night Use, and Unintentional Use. We propose 4 major efforts in 2019.

'f For the purposes of this 2 pager, “Watch” exciudes music watch time
Habitual watching defined as =4 days per week / 38M derived from logged in user count 13-24: 318M
~We suspect gaming may be a big driver. ~28.6 Million users (of all ages) watch gaming related content > 182 hours per month (on average 6 hrs / day)
T_Curremiy we only have survey data for users > 18 years old. gotweilbeingdash Future surveys will assess amount of regret
" Take a Break reminder, Time Watched Profile & notification controis. As of September 37MV users viewed Time Watched Profile across Android & i0S, 6. 7MM users enabled Take a break reminders

CONFIDENTIAL GOOG-3047MDL-00937914
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