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AMENDED Exhibit 902

PLAINTIFFS’ OMNIBUS OPPOSITION TO
DEFENDANTS’ MOTIONS FOR SUMMARY
JUDGMENT

Case No.: 4:22-md-03047-YGR
MDL No. 3047
In Re: Social Media Adolescent Addiction/Personal Injury Products Liability Litigation



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 2 of 16



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 3 of 16



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 4 of 16



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 5 of 16



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 6 of 16



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 7 of 16



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 8 of 16



Case 4:22-md-03047-YGR Document 2760-6  Filed 02/20/26 Page 9 of 16

Slide 18 Notes

Households make joint purchase decisions. Some purchase decisions affect everyone in the household and some purchases are made by some
on behalf of others. Gen Z has a loud voice in these household purchase decisions. According to Cassandra Research, 87% of Gen Z say they
have influence on their family's purchase decisions. This is confirmed by their parents. 92% of parents say their children influence the purchase
decisions. When we look at the household purchasing power over which Gen Z has influence, it presents a compelling business opportunity for
marketers: a result from exposure to Snap Ads, Story Ads, Lenses, and Filters, 75% of sales driven by Snapchat were from households where a
Purchase Influencer had been exposed, and 63% of incremental sales came from households where only Purchase Influencers saw advertising.

Exposing to both purchase influencer and purchaser drove 2x likelihood of over-indexing sales contribution

Background on this study:
We analyzed historical US CPG campaigns that an on Snapchat. 32 brand reads. 19 campaigns during 2018 for care, beauty an consumptions
brands that used creative tools and snap ads. +17 Shapchat sales lift compared to NCS'’s average norm for mobile advertising
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Slide 18 Notes

Teens reported that Snapchat had an influence on their requesting habits for the following categories
1.8M Brand Named Computer Sales

1.6M Brand Named Cellphone/Smartphone Sales
1.4M Brand Named Phone Accessories Sales
1.8M Brand Named Computer Sales
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