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H2 / H 1 2018 Youth Team Review 

H2 Summary 

GOALS 

A B C 
1 

2 U13 

We' l l  successfu l ly lau nch & get to product ma rket fit 
Messenger Kids was lau nched 

3 Messenger Kids 
with at least one cohort of chi ldren u nder 13. 

successfu l ly on Dec 4th. It's too early 
to tell if the product has market fit. 

4 Teens 

We' l l  have hel ped teens successfu l ly onboard to 
We pivoted away from on boarding as 

Onboarding & Facebook and connect to their teen friends. Goa l :  
a focus to a goal of  "find levers for 
growth". The tea m was successful in  

Connection + 10% teen WAP@14 in regions where we're strong 
fi nding 3 levers that increase topline 

but at risk, which wi l l  result in  a teen OAP increase. 
teen metrics. 

We' l l  have identified an a pproach to audience 
Our smal l  groups work has shown 

controls which leads to a step function increase in 
promising results but we have yet to 

Audience Controls find a solution that u n locks 
sharing. Goal:  +3x Post Sessions a mong one or 

meaningfu l teen sharing despite 
more cohorts. 

taking several bets in H2.  

Sharing Formats ie: We wi l l  have successfu l ly proven or disproven that 
Lau nched visual pol ls  sharing format 

7 polls, reshares, new sharing formats targeted to teens can increase 
which showed 2.Sx engagement with 
teens over adults. 

memes engagement. 

HIGH LIG HTS 

• Launched Messenger Kids, Facebook's fi rst product i n  the under 13 category. 

• Acqu i red TBH,  an  app popu lar  with US teens with a tea m  of fou r  who have deep spe­
c ia l ized knowledge bu i ld ing apps in the teen space. 

• Discovered ou r  fi rst 3 levers that increase teen engagement on FB B l ue.  

• Sh ipped our Age Affinity model to accu rately predict teen / non-teen c lassification  of 
Facebook users g loba l ly. Reca l l  improvement 73% ➔ 85% ( non-US ) .  

• Fin ished staffi ng key youth leadersh ip  ro les ( Analytics, PM,  Eng ) and grew from 24 to 
66 engi neers .  

• Spun up  a new Youth Defense Team which mon itors company-wide experiments to de­
fensive ly flag negative teen impact by tests other teams a re runn i ng. 

• Our  Sma l l  G roups as Audience Contro l  work was sh i pped and wi l l  provide the founda­
tion  for Facebook's overa l l  Sma l l  G roups focus a rea in  2018. Although final test resu lts 
a re forthcoming, ea rly signs a re encou raging and i ndicate that sma l l  groups may he lp 
un lock additiona l  shari ng for teens. 
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LOWLIG HTS 

• Teen MAP i n  the US and western countries conti n ues to dec l ine as confi rmed by our  
new global age affi n ity mode l .  

• We fa i led to  grow the tea m  as  fast as  we'd l i ke which has  s lowed progress. 

• There a re sti l l  many th i ngs that we do not know about teens & youth overa l l .  We wi l l  
kick off key u nderstand work in  H1  to improve th is .  

LEARNINGS: 

The new "Coming of age": Our responsibi l ity to get this right 

In  H2, ou r  u nderstand ing of the youth market, its cha l lenges, and the re lationsh ip that youth 
are experiencing with their devices and apps has grown.  Most i m portant ly, it 's become clear 
that, a lthough the i n itia l focus of our team was to so lve "the teens problem" at Facebook, 
there is greate r mean i ng and i mportance to our  work. 

The world that ch i ld ren  a re growing up in is rema rkably different than the one we grew up i n .  
What was a com mon rite o f  passage for western teens, gett ing you r  drivers l icense at 16, is 
no longer  as desirab le  for today's teens. The new rite of passage for youth is getting a smart­
phone and a socia l  media accou nt. For most ch i ld ren  i n  the western world, access to a tablet 
happens as you ng as the age of 2, and many teenagers have had a smartphone si nce the age 
of 10. Yet most socia l  apps are not bu i lt with the i r  specific needs in mind .  

Much l i ke how ch i ldren  sta rt with tra in i ng wheels before rid ing a b ike, the  socia l  apps they 
use shou ld reflect the i r  deve lopmenta l needs, adapt to them as they grow u p  and provide 
them with the too ls they need to learn how to use these prod ucts responsi b ly. 

We have an opportun ity to bu i ld  products that a re un iq ue ly su ited to you ng people as they 
grow, and he lp  ensure that they mature to be the most em powered, knowledgeable, wel l ­
con nected and socia l ly conscious generation ever. 

The road forward isn't c lea r. There 's no b luepri nt for how socia l  media shou ld bu i ld  positive 
experiences for youth and support healthy developmental needs. Parents a re desperate for 
safer and better sol utions and ch i ldren  need prod ucts that meet the i r  needs. 

Coming of age is an experience of fi rsts. Not j ust a fi rst tab let and smartphone but a lso a 
first date, a fi rst s leepover and a fi rst job.  These a re defi n i ng moments that shape how we 
grow u p  and who we become. 

As an  adu lt, Facebook makes many of our l i fe experiences and fi rsts more meani ngfu l .  Shar­
ing photos of a newborn baby with remote fami ly and friends on Facebook creates a shared 
experience and adds more mean i ng to these l ife eve nts. 
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What if Facebook's fam i ly of apps made a l l  of the fi rsts and specia l  moments that defi ne 
"coming of age", even more mean ingfu l and hel ped you ng people feel  more supported when 
they need it .  

That's the coming of age experience that we have the opportun ity and responsi b i l ity to bu i ld 
and the Youth Tea m  is excited to he lp  make this a rea l i ty for ou r  kids and for a l l  young peo­
ple.  

Teens: 

• Community Learnings 

Across a l l  socia l  ti me spent with US commun ities, 74% is spent i n  affin ity groups l i ke 
fami ly and friends wh i le another 18% is spent i n  interest groups that a re focused on 
shared i nterests. High school i nterest commun ities often have mu lti p le on l i ne  groups 
with a comp lex overla p of membersh ips-for example, the soccer c l ub, soccer rookies, 
soccer tea m  capta i ns, etc (Sou rce) .  This wi l l  i nform our Sma l l  Groups work. 

• Messenger Learnings 

We lea rned that Messenger  is a key reason that teens come to the Facebook p latform, 
43% of US teens sign ing u p  for Facebook do so "to message" and teens cite th is  reason 
twice as often as adu lts (Sou rce) .  This wi l l  i nform ou r  growth work. 

• FB Lite Learnings 

Teens a re more l i kely to choose FB Lite than adu lts (Source) .  On FB Lite, teens friend 
more, message more, and have h igher retention than FB4A and mTouch (Source) .  
Teens using FB Lite also report h igher satisfaction  with the i r  experience (Source) .  This 
wi l l  inform our growth work. 

Tweens (Sou rce) :  

• The majority of  US kids with phones use social media by age 9 .  

• Parents know about and connect to  U13 on socia l  media.  

• Facebook is l i ke ly U13's fi rst socia l  media app (driven by parents) .  

• U13s use mu lti p le socia l  media apps, but struggle to a rticu late FB's va l ue. 

Kids: 

• Ch i ldren  need to be ta ught digita l socia l  etiquette in Messenger  Kids (Sou rce) .  

• Kids struggle with u nstructu red com m u n ication  (Source) .  

CONFIDENTIAL 

CONFIDENTIAL 

META304 7MDL_REPROD_ VOL021 

METANMAG_REPROD_VOL0 1 6  

META304 7MDL-01 4-00383544 

METANMAG-002-0061 0848 



State of the world with teens 

• Facebook: (Sou rce) 
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o We now estimate that there a re 426M teen MAP in the world on Facebook. This 
represents roughly 20% of tota l MAP, which is an  upward correction of 12.7% 
over the previous l i festage mode l .  Correcti ng for SUMA, approximately 56% of the 
globa l teen popu lation is active on  FB each month . 

o G loba l  teen MAP has consistently grown unti l  August this yea r. Si nce then, we have 
seen a dec l i ne  of approximate ly 1 % per month.  We a re cu rrently i nvestigati ng this 
new trend as its effects a re sudden and affect a l l  regions for teens on ly. 

o We bel ieve that longer term MAP decl i nes experienced across the Western world 
are d riven a lmost enti re ly by cohort-over-cohort dec l i nes, as younger users take 
longer  and longer to become active on Facebook, as opposed to with i n  cohort de­
c l i nes. 

o Most key engagement metrics have decl ined YoY for both teens and adu lts .  In 
genera l ,  decl i nes a re more severe for teens than adu lts, and a re the most se-
vere in western countries . In particu lar, in western countries, we see a steep de­
c l i ne, between 40% and 50%, in comments per DAP and LATAM is a lso dec l i n ing 
at 35% .  

o For sharing, OBPS has decl i ned by about 24% YoY for teens and 18% adu lts .  De­
c l i nes for teens in western countries and in LATAM a re a round 40% YoY, compared 
to less than 20% for adu lts in Western countries, and a round 25% in LATAM . 
Group posti ng, a sma l l  fraction of overa l l  posting, notab ly decl i ned by 22% for 
teens compared with on ly 12% for adu lts .  

o For H1,  we wi l l  focus on 70 countries, representi ng 150M MAP, or  35% of to-
ta l teen MAP. Focus countries are markets where we have identified severe, teen 
specific growth and engagement issues which we bel ieve must be overcome with 
youth-focused product improvements. 
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• Instagram: (Source) 

3SM 

o In the US, using a new age affin ity model specia l ly deve loped for IG, we cu rrently 
estimate there a re 22.7M teens who a re MAP. This is up from 11 .4M estimated by 
the o rigi na l  l i festage mode l .  The main d river  for this step-change was the creation  
of  a model for IG  users that don 't connect the i r  account to  FB .  We learned that 
on ly 40% of teens have their  IG account connected to FB, wh i le adu lts have 77% 
of account connected. 

o Looki ng at people we predict to be 13 and 14 today, we can estimate that there 
were 4M people under 13 i n  2015 on IG .  This represents a round 30% of a l l  10-12 
yea rs old in the US. Fi na l ly, assuming s imi la r  numbers today, 75% of US teens a re 
MAP on  IG .  

U S  FB/IG Combined Youth ( 1 8  and Under) MAP 

Os 

= iG-()r::y 

··· IG-f"B 

- rn-Only 

• Messenger: (Sou rce) 
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o G loba l ly, we see a dece leration in tota l sends by teens sta rti ng J u ly 2017. In SMS 
countries, tota l sends by teens sta rted contracti ng in January 2017, with a l l  ages 
and cohorts contracti ng s ince J u ly. Growth for 19-22 yea r  o lds has been close to 
si ngle d igits si nce Ju ly 2017. 

o In SMS countries, we a re qu ickly los ing ground with teens commun icati ng with 
c lose friends, where messages between teens and those with i n  2 yea rs of the i r  
age a re down between 20% and 40%. Messages sent between teens and o lder 
friends ( + 10 yea rs) is growi ng, as we l l  as messages sent between fami ly members 
(same last name) .  
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• WhatsApp: 

o We a re fu rther  beh ind in measuring WA teen data than with other Facebook fam­
i ly apps. In  H2 we began a one-off ana lysis of WA's teen data in Brazi l ( where the 
FB/WA connect ratios a re h ighest ) .  The i ntent of the ana lysis is to get early sig-
nal  on  teen metrics. I n  H l  we wi l l  complete this ana lysis and wi l l  bu i ld the model 
req u i red to track WA's teen data on  an ongoi ng basis .  We wi l l  operationa l ize What­
sApp's teen data i n  H2 2018 ( dash boards, teen  trend ing data, etc ). 

Our Strategy 

• IG / MSG / WA: Track progress, share learnings, he lp  defi ne goa ls 

• Facebook Blue + New Apps: Defi ne and execute the strategy for Youth 

o Under 13 

11 Messenger  Kids: Focus on retention and fi nd ing product market fit 

11 Figure out ou r  tweens st rategy 

o Teens 

11 Fix Facebook for teens 

11 Ampl ify Facebook use cases that cu rrently work for teens 

IG I MSG / WA: Track progress, share learn ings 

• H2: In  H2 we changed how we support the FB Fami ly of apps.  Go ing forward, the Youth 
Team wi l l  share lea rn ings and wi l l  track top level teen metrics for the Facebook fam-
i ly. As part of this transition ,  we wi l l  no longer contro l  a centra l pool of HC for non-FB 
Blue FB Fami ly apps . MSG & IG wi l l  keep the HC loaned to them in 2017 for futu re teen 
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work ( 16 HC for MSG / 23 HC for IG ) .  Going forward, the Youth Tea m  wi l l  focus pri ­
mari ly o n  FB B lue and on  new apps which we wi l l  acq u i re and/or  bui ld .  This wi l l  a l low 
each of ou r  tea ms to move faster, operate i ndependently and to focus on a reas where 
we can add the most va l ue.  

• Hl:  I n  H1,  we wi l l  provide fu l l  age-esti mation  mode l i ng for Instagram,  s imi lar  to those 
developed for Facebook in 2017 H2.  We wi l l  do our  fi rst ana lysis of WhatsApp, and 
decide on what capab i l ities to deve lop in  2018 H2.  Fina l ly, we wi l l  ensure dashboards 
tracking teen  Fami ly growth,  as we l l  as engagement on B lue, a re made avai lab le .  

Facebook B lue + New Apps: Define and execute the strategy for 
Youth 

HIG H  LEVEL SUMMARY: 

Th ree yea rs from now we want to be the most re levant socia l  products for Youth worldwide. 
To get there, we a re focusi ng on  each youth l ife stage, "Kid" (6-10), "Tween" (10-13) and 
"Teen" (13+)  and a re bu i ld ing socia l  products for them.  The needs of  youth, and thei r re la­
tionsh i p  with parents , a re meani ngfu l ly d ifferent for each of these l i fe stages and we need to 
th ink  of them d ifferently. 

1 .  For Kids, we a re focused on  messagi ng. We lau nched Messenger Kids i n  December. It's 
too early to te l l  how this is doi ng, and i n  H1 we wi l l  focus on making sure Messenger 
Kids is retentive. 

2. For Tweens, we need to deve lop a strategy to get them onto Messenger and Facebook. 
In Hl we wi l l  be doing the understand work needed to have a plan we can execute on 
in H2. We plan to focus on  ram ping kids from Messenger Kids to Messenger as they 
grow u p, and find ing a p lan for lett ing tweens use Facebook B lue .  

3 .  For Teens, we a re focused on  two a reas: 

CONFIDENTIAL 
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a. Fixi ng Core Facebook use cases that don't work we l l  for teens:  

i .  I ncrease teen  shar ing ( p ri mari ly through better audience controls ) :  In  H2 we 
l aunched severa l audience bets, none of which were successfu l i n  u n locking 
teen shari ng on  Facebook. I n  H1 we' l l  take more bets i n  th is a rea .  

i i .  I ncrease teen  engagement with the Facebook feed: We lau nched a visua l  po l ls 
product and learned that teens vote 2.5x more than adu lts on  these types of 
formats . I n  H1 we' l l  sh ift ou r  work towards new tactics to i ncrease teen en­
gagement with the feed to drive more meani ngfu l socia l  i nte ractions.  

i i i .  Ensure that the core Facebook p latform meets the needs of teens:  

1. We bu i lt a new "Teen Defense" tea m  to mon itor and a la rm on  company 
wide tests that have teen  im pact. 
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2.  We spun u p  a new "Youth Empathy" tea m  to discover negative experiences 
teens have on ou r  p latform.  In Hl we' l l  bu i ld too ls to address those experi­
ences. 

3 .  Teens 16 and u nder i n  Eu rope wi l l  no longer be lega l ly a l lowed to logi n 
to Facebook i n  2018 due to new G DPR regu lations .  We wi l l  work with the 
Facebook G DPR tea m  on a sol ution  for th is .  

b. Amp l ify Facebook use cases that cu rrently work for teens:  I n  H2 we found three 
growth levers that wi l l  lead to growi ng teen engagement. In Hl, we' l l  deploy these 
levers and we' l l  run more boundary tests to fi nd new levers. We' l l  also opti mize 
Facebook's core components l i ke N UX, PYM K  and ran ki ng models for teens. We're 
excited about the potentia l  i n  this a rea and expect to see positive teen impact i n  
Hl  from these tactics. 

We' l l  a lso conti nue  to iterate on TBH,  an app we acq u i red in H2, with a goa l of maki ng it re­
tentive with teens and wi l l  keep a watchfu l eye on the market for other potentia l  acq u isitions 
to acce lerate our strategy. 

Youth Team 3 Year Goa l :  Provide youth i n  every market with the most re levant prod ucts for 
mean i ngfu l socia l  i nte ractions i n  a responsi b le way. 

YOUTH FRAMEWORK: 

• To win with Youth, we wi l l  bu i ld socia l  products which u n iq ue ly satisfy the needs of 
Youth at each of the "Kid", "Tween" and "Teen" l i festages. These products wi l l  adapt to 
the changing needs of youth or wi l l  faci l itate transitions to a better su ited app as they 
age up .  I n  H2 we evolved our  th i n ki ng by better u nderstand ing the dynamics of bu i ld­
i ng socia l products for youth . 

Youth Team Framework 

• Our  new Youth framework h igh l ights that bu i ld ing products for you ng people has 3 dis­
crete stages. Each age group presents a different set of product needs, and as ch i ldren  
grow u p, these needs change. Bu i ld ing a "one-size fits a l l" product is not possib le when 
bu i ld ing for youth .  It's a lso i mportant to consider the parent / ch i ld dynamic at each 
l i festage in our product decisions. The need for parenta l contro l  & supervis ion ( strong 
in the early yea rs ) and chi ld i ndependence ( strong need for i ndependence in the teen 
yea rs ) change over ti me and strongly i nfl uences how a prod uct wi l l  succeed with a spe-
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cine age group .  This dynamic is very i m portant when consideri ng how to bu i ld  p roducts 
for you ng people .  Th is framework wi l l  he lp to guide our  th i n ki ng as we make progress 
towards ou r  3 yea r goa l .  

2018 YOUTH STRATEGY: 

Under 13 

201 8  Youth Team Strategy 

•-----e---e--------(U} 

@ Messenger Kids 

H2 2H'l!1 

E11nbclLI ()f.lW 0!)pDrilmi 

H'l 2018 

Unr:hr,:timd 
cy;w Messenger 

11 Facebook 

• Strategy: For parents of ch i ldren  u nder 13, safety is the #1 concern when provid ing 
the i r  kids with a socia l  messagi ng product. In  2018 we wi l l  cont inue to focus on ou r  
fi rst bet i n  this space, Messenger Kids, which meets parents needs for safety and  i s  fu n 
for kids .  Wi n n i ng with U13 wi l l  req u i re d ifferent sol utions for the 6-10 and 10-13 age 
groups.  Messenger  Kids wi l l  be ta rgeted prima ri ly to 6-10. To be successfu l with tweens 
and to age you ng people up through ou r  products, we wi l l  need to bu i ld  sol utions that 
specifica l ly add ress the 10-13 segment. 
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• H2: On December  4th we successfu l ly launched Messenger Kids to the US. Consideri ng 
the sensitive nature of the launch ,  successfu l ly l and ing the narrative of Facebook enter­
i ng the U13 space with the pu bl ic and press was a key objective. The lau nch was we l l  
executed a n d  the narrative surround ing the a p p  was control led a n d  landed we l l  with 
the majo rity of press coverage being positive / neutra l ( 6,555 press mentions, 88% 
positive / neutra l ,  12% negative, ) . This was i m portant, land ing ou r  U13 narrative wel l  
with t h e  press/ pub l ic  w i l l  give u s  space to conti nue  to iterate a n d  bu i ld  new products 
for this segment. It's too early to te l l  how retentive Messenger Kids is with parents and 
ch i ldren .  

• Hl :  We wi l l  dedicate the  majority of  ou r  U13 resou rces towards iterati ng on Messen­
ger Kids with the primary goa l of achieving stable retention .  Once retention goa ls a re 
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ach ieved we wi l l  focus on  growth .  We wi l l  a lso conti nue  ou r  u nderstand work to identify 
a tween product strategy which we can execute i n  H2 2018. Our  tweens product strat­
egy wi l l  enab le ch i ld ren who a re active on Messenger Kids to age-up into our  apps for 
teens ( ie :  Messenger ). We wi l l  a lso identify a tweens strategy for FB B lue .  

Teens 

• 3 Year Vision for Teens: Facebook is the socia l  h u b  for teens, housing meani ngfu l i nte r­
actions with c lose friends, fami ly, commun ities and i nterests. 
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0 Here a re the be l iefs, based on what we've learned, that wi l l  guide ou r  work towards 
bui ld ing what we th ink  the best version of Facebook cou ld  be for teens: 

11 Teens want a s imp l ified, l ight-weight, fresher version of Facebook. ( FB Lite, 
S imp l ified UI ) 

11 Teens want a safe place where they can express themselves without the i r  par­
ent 's i nvo lvement.  ( Private mode, Smal l  G roups ) 

11 Teens want separate spaces to i nteract with c lose friends, fam i ly and rea l world 
commun ities (HS School ,  i nterests, etc) .  

11 High school  ( and the re lated groups, cl u bs,  hobbies, and classes ) is one of the 
key ways we' l l  engage with teens ( HS Commun ities, HS G raph ,  HS Recom men­
dations ) .  

11 Messagi ng is a drivi ng component of teen  socia l  i nteractions and wi l l  be core to 
how we wi n with teens ( Messaging Fi rst Tests ) .  

11 Friend & pu bl ic content can be  powerfu l d rivers of  meani ngfu l soc ia l  i nte rac­
t ions ( "Teen Feed" Tests ) .  

11 Teens have evo lvi ng identities and need a prod uct that a l l ows them to curate 
how they present themselves to the world ( Profi le ) .  

11 Teens love nove lty and a re h igh ly open to  trying new forms of  content, i nte rac­
tion ,  and experiences ( "TBH "  Socia l  Compl i ments, AR ) .  

11 Teens want contro l  and certa inty over which audiences they a re shari ng to  ( 
Share Sheet ) .  

0 Our  work i n  2018 wi l l  bu i ld  on  these bel iefs to  he lp  va l idate ou r  path forward to­
wards wi n n ing with teens.  
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• Strategy: Our  teen strategy can be broken down i nto 2 approaches: 1)  Fix ing Core Face­
book use cases that don't work we l l  for teens and 2) amp l ifying socia l  use cases latent 
with in  Facebook which cu rrently work we l l  for teens but a re not opti mized and are diffi­
cu lt to discover ( ie :  h igh school groups,  meme groups ) .  Our goa l with this strategy wi l l  
be to avoid losing ground where we're at-risk with teens wh i le we learn  how to wi n i n  a l l  
markets. 

• Fix Face book for Teens 
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o Sharing: Teens need a space to share with the i r  friends that is safe and lets them 
express themselves without j udgement from parents and authority figu res. Cur­
rently, many of these teens don 't fee l  comfortable shar ing & i nteracting on Face­
book pri mari ly due to the la rge n u mber  and types of friends they've accumu lated . 
Our  strategy here is to find product sol ut ions which make it easier, and safer, 
for teens to share with smal ler  groups of friends, and to create new teen specific 
prompts, formats and mechan ics to enab le them to share in  new ways with thei r 
friends.  

o H2: We spun u p  severa l bets to give teens better aud ience contro ls .  Although we 
have yet to find a sol ution which un locks shari ng for teens, ou r  Sma l l  G roups work 
is showi ng encouragi ng resu lts . In H2 we sh i pped our  completed Sma l l  Groups 
MVP which addressed retention issues of the ear l ier  vers ion .  Other  audience bets 
in H2 :  

11 Private Mode:  Conceptua l ized, designed and began development on  a new 
teen specific su rface, Private Mode, to create a safe and private space for teens 
to interact with the i r  c lose friends. 

11 G raph reset: Bu i lt and tested an MVP for a graph reset too l  which enables 
teens to create and share to l ists of friends.  We found that Graph Reset had no 
sign ificant i m pact on  teen posti ng behavior. On ly 4% of teens who were ex­
posed to ou r  tool opened it suggesti ng that privacy controls a lone may not be 
enough for teens to fee l  comfortable shari ng more.  We wi l l  fo ld lea rni ngs from 
graph reset i nto broader/ more am bitious audience i n itiatives . 
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o Hl :  We remain confident that better aud ience contro ls wi l l  lead to additiona l  teen 
shari ng. I n  H l  we wi l l  conti nue  our  work to find an  aud ience sol ution for teens 
which leads to an i ncrease in  shari ng on  Facebook. We be l ieve that contro l l i ng au­
dience i s  a key barrier to  teens fee l i ng comfortable sharing. 

11 Private Mode: We wi l l  test our new "Private Mode" audience bet i n  February 
which wi l l  give teens a private space for sharing on  Facebook. 

u 

I:· 

• ·· .. ,··»:· ·. · •·· 

11 Sma l l  G roups:  Now that ou r  Sma l l  G roups MVP work is comp leted, i n  Ql we 
wi l l  transition the infrastructure we've bu i lt to the G roups team .  We wi l l  con­
ti nue  to bu i ld  on  top of th is sma l l  groups p latform by exp loring new shari ng 
formats that a re bu i lt specifica l ly for teens with i n  groups and new specia l ­
ized smal l  group  verticals (e .g. "c lose friends", "study grou ps") to provide more 
uti l ity and opportun ity for teens to share.  We wi l l  a lso cont inue to work with 
the Stories team to ensure that the Stories shar ing format is fu l ly incorporated 
with i n  smal l  groups.  

11 Other  bets : We wi l l  cont inue to test new audience contro l  ideas ( ie :  S imple 
SUMA for audience contro l ,  a more aggressive graph reset ) and wi l l  look for 
opportun ities to be even more aggressive with our  bets . 

0 Teen Feed Engagement: Teens have a need to engage with thei r friends, com mu­
nities and interests. We wi l l  he lp  teens do this by improvi ng the feed experience 
for them.  We wi l l  ensure that we a re provid ing a meani ngfu l experience ( and not 
passive consu mption of content ) by focusi ng on  drivi ng more mean i ngfu l socia l  
i nte ractions for teens. 

o H2: Our primary project re lated to maki ng the feed more engagi ng was the lau nch 
of Visua l  Po l ls, a l ightweight po l l  format designed to be fu n to i nteract with and 
easy to create. We sh ipped Visua l  Po l ls and lea rned that Teens a re sign ificantly 
more l i ke ly to i nteract with pol ls  than ad u lts (2 .5x votes per VPV, 1 .5x comments, 
and 2 .5x l i kes) and  youth (13-22) a re significantly more l i kely to produce than 
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adu lts (61 % h igher production partici pation  rate and 60% more post sessions) .  

o Hl: Our p lans in H1 a re to i ncrease MSI by focusi ng on  i m proving the feed expe­
rience for teens. Our  H1 roadmap is cu rrently being discussed as we lock in the 
defi nit ion for Teen MSI .  We expect to sol id ify our prod uct roadmap i n  Jan / Feb.  

0 Teen Defense: Our  new teen defense team mon itors, a la rms and,  where appropri­
ate, b locks and esca lates any changes to Facebook systems and featu res, by any 
team with in  the com pany, that resu lt i n  a negative change i n  top- l ine  teen metrics. 

o H2: We formal ized ou r  Youth Defense Task Force, tools and dash boards. This tea m  
focuses on bu i ld ing p ipe l i nes a n d  systems to detect a n d  respond to experi ments 
and ro l louts across Facebook that negative ly affect teen metrics (teen MAP, OAP, 
TS and PS) .  The tea m  a lso identifies experi ments ru n by teams that disproportion­
ate ly positively im pact teens to he lp  us identify new levers for teen  growth ( i .e .  
Save ta rgeted tab experiment by the i nterfaces team drove Teen OAP by +1 .7% 

) 

0 Hl: We wi l l  work to i m prove ou r  p ipel i nes, too ls, and dash boards to accurate ly 
mon itor  company-wide experi me nts for teen i mpact, both for new growth- lever 
discovery, and to prevent prod uct changes from negative ly i m pacti ng the teen ex­
perience on  Facebook. 

o GDPR: In  2018 new regu lation wi l l  come i nto effect which wi l l  ca use teens below 
16 to no longer be lega l ly a l lowed to use socia l  media i n  some European cou ntries 
without parental consent. 

o H2: Completed work to u nderstand and identify the potentia l  im pact of the new 
European G DPR regu lation on  Facebook. Taking no action  wou ld resu lt in a loss of 
~ 7.5M FB teen  MAP and a l l  future teens u nder 16. 

o Hl: We wi l l  work with the Facebook team coordi nati ng Facebook's globa l G DPR u p­
dates to i mplement a sol ution to address this new regu lation in  Eu rope to avoid 
losing teens active on  Facebook. A solut ion here wi l l  serve as a test-bed for us to 
learn from,  which cou ld  he lp  us find an  opti mal  future FB tweens solution ( ie :  
COPPA com p l iant FB ) .  

0 Youth Empathy: Identify experiences on  FB wh ich  negative ly i m pact teens ( ie :  
friends l i ki ng and surfacing o ld ,  embarrassing, o r  no longer  re levant, photos back 
to the top of the feed ) and bu i ld product experiences that promote more positive 
teen i nteractions and bu i ld  strong con nections with the i r  friends and fami ly. 

0 H2: Identified the need for a Youth Empathy tea m  and began staffing it to u nder­
stand how Facebook ca n be a better envi ron ment for teens.  The team is pri mari ly 
focused on removing negative experiences for teens on  Facebook and better un ­
derstand ing the  positive experiences that he lp  them bu i ld  more mean i ngfu l con­
nections.  
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o Hl :  In  Q1 we wi l l  focus on  u nderstand ing the scope of what can be done to im­
prove the Facebook p latform for teens. Specifica l ly we wi l l ;  identify what a re teen 
negative experiences; deve lop a taxonomy for these experiences; u nderstand what 
tools we cou ld  bu i ld  to he lp  teens and how preva lent these experiences are .  We 
wi l l  begin imp lementi ng sol utions late r i n  the ha lf. Over the long term, this work 
wi l l  i nform a broader strategy to promote teen We l l  Being on  Facebook and to 
make sure we a re creati ng a hea lthy, positive envi ron ment for teens with ou r  prod­
ucts . 

• Ampl ify Facebook Use Cases Which Currently Work for Teens: 

CONFIDENTIAL 

CONFIDENTIAL 

o Teen Use Cases: Although many teens no longer  fee l  comfortable shari ng to thei r 
friends on  Facebook, there a re use cases on Facebook which teens do enjoy such 
as h igh school group  com m u n ications and meme / publ ic content. Part of ou r  
strategy wi l l  be  to aggressive ly experiment and discover use cases which cu rrently 
work we l l  for teens and to opti mize and amp l ify them .  There a re l i kely many use 
cases which we haven't  d iscovered yet. We wi l l  systematica l ly ru n tests to discover 
more use-cases and wi l l  opti mize the teen  FB experience a round them.  

o Core Facebook Com ponents : Many of Facebook's core components ( friending, 
NUX, feed-ran king etc. ) have h istorica l ly been opti mized for g loba l engagement, 
and wi l l  req u i re changes to work for teens specifica l ly. We wi l l  experiment and op­
ti mize these core Facebook components for teens.  

o H2: We focused on  identifyi ng casua l  levers that drive top- l ine  teen i mpact ( MAP, 
DAP, PS) and identified 3 new levers that can i m pact teen growth .  The first lever 
we discovered was that d rivi ng school-profile comp letion d rives meani ngfu l group  
joins, and thereby, teen  engagement on  Facebook. The second lever we  found was 
meme & enterta in ing content re lated . By ru n n ing a series of feed experiments to 
undo meme demotions for teens, we've seen increases to both teen DAP and MAP. 
For our  th i rd lever, we found that boosting teen  producer  content i n  newsfeed 
leads to an i ncrease to teen MAP, DAP and PS. We have a series of other bou ndary 
tests that are i n  fl ight which a re promis ing (p rovide a messenger-fi rst experience 
for teens on FB-Lite, reduc ing/segmenting parent-teen i nteractions, and increasi ng 
presence "green-dot" i ndicators for users ). 

0 Hl: We wi l l  focus on  exploit ing levers we've d iscovered to increase teen MAP in  at­
risk markets with the goa l of stopp ing the teen  MAP dec l ine  and resuming growth 
by the end of 2018. We a re p lan n i ng on doing th is by working across core Face­
book components (New-User Experience, Profi le, Friending, Feed, I nterfaces etc . )  
and through vertica l use-cases (School Commun ities, Fami ly Com m u n ity, Memes/ 
Enterta in ing Content). We wi l l  a lso be ru n n ing our  fi rst battery of compound tests 
in early H1  as we l l  (where we combine a l l  the levers we have found so far i nto one 
cou ntry-wide satu ration test) .  It's worth noti ng that our  approach may resu lt i n  dif­
fe rent user experiences for teens vs adu lts. I n  H1 we wi l l  understand and define 
what a poss ib le graduating experience wi l l  l ook  l i ke to  support teens agi ng u p  on 
Face book. 

0 One specific a rea we wi l l  focus a significant amount of effort on  is school com mu­
nities. We wi l l  work on  the i nfrastructure to support school-re lated work (school  
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graph completion) .  On top of th is i nfrastructure we wi l l  bu i ld  better recommenda­
tion systems (school  groups you shou ld joi n ,  school PYM K  u n it etc . )  and product 
experiences (dedicated tab / bookmark + composer experience). Over an  18 month 
period we expect to d rive an esti mated +5% teen OAP ( +2 .5% teen  MAP) from 
our  high school work. 

0 We wi l l  a lso cont inue to experi ment to discover new growth levers and wi l l  a lso ex­
p lore big bets which cou ld move the needle for teens l i ke zero-rati ng Facebook for 
teens (our  i nte rnet.o rg holdout shows + 7% to teen OAP l ift ) .  
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• New Teen Apps: 

CONFIDENTIAL 

CONFIDENTIAL 

o Separate non-Facebook branded apps can be he lpfu l in severa l ways to our  teens 
strategy. A new brand cou ld  help us avoid the Facebook brand-tax we see with 
teens in some markets and sta rting with a clean canvas can enab le us to i n novate 
without the constra i nts of Facebook's core app.  Teens l i ke tryi ng new apps and 
don't shy away from testing new th ings.  Despite this ,  it 's our bel ief that we ca n sti l l  
wi n with teens on  ou r  core F B  B l u e  a p p  a n d  for 2018, as ide from opportun istic ac­
qu isit ions, and ou r  work on ou r  newly acq u i red TBH app,  we wi l l  exp l icitly focus the 
bulk of our teen efforts towards engagi ng with teens on  FB B lue.  

0 H2: We acq u i red TBH, a fast growi ng teen app which enab les teens to share anony­
mous positive feed back with school mates. The app achieved i m pressive traction 
with US h igh schools s ince its l aunch in  August (growing to 5 .5M US teens in its 
fi rst 12 weeks) but has yet to achieve stable retention .  The va lue of the deal can be 
bro ken out i nto severa l components: 

11 TBH App: The app has shown early engagement with teens, it 's ou r  hope that 
the app ca n be retentive long term and grown meani ngfu l ly g loba l ly. 

11 TBH Team:  The TBH tea m  has deep expertise bu i ld ing apps for teens.  We wi l l  
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leverage the TBH team's deep expertise bu i ld ing apps for teens to he lp i nform 
ou r  broader Facebook B lue teen goals .  

11 TBH Data : The data which TBH has co l l ected from teens wi l l  be he lpfu l to ou r  
h igh school i n itiatives. 

o Hl: Our  p lans for TBH wi l l  be to leverage the team's h igh school commun ity exper­
tise for ou r  Facebook B lue growth work and to focus on  achievi ng stable retention 
for the TBH app by incorporati ng featu res which lead to long-term engagement 
and a da i ly ha bit ( d i rect messagi ng, qu i zzes, etc ) .  I nternationa l  expa nsion wi l l  be 
gated on  achievi ng stable retention .  In 2018 we wi l l  also conti nue to monitor the 
teen app landscape for potentia l  acqu isitions .  We wi l l  primari ly be on  the look-out 
for acq u isit ions of apps that have strong early traction with teens ( ie :  find the next 
SnapChat ) but we wi l l  a lso consider acq u isit ions for specia l i zed ta lent / knowledge 
which cou ld  he lp  us bu i ld  better products for the teen  segment. 

• Strategic Understanding: 

CONFIDENTIAL 

CONFIDENTIAL 

o Although we know more now about teens than we did last ha lf, there a re sti l l  many 
thi ngs we don 't know. I n  Hl we wi l l  accelerate ou r  strategic u nderstand work to 
better u nderstand how teens a re cu rrently usi ng Facebook i n  markets where we're 
growi ng, at-risk, and weak. Our  i ntent is to better u nderstand teen  usecases on  
Facebook and how to best ta rget our  efforts i n  H2 .  

0 We wi l l  ana lyze performance and behaviors of  ou r  you ngest users, and provide i n­
sights i nto tweens' product needs. To do so, we wi l l  leverage ou r  newly- lau nched 
age prediction capab i l ities, focusing fi rst on FB Blue and Messenger, then mov­
ing q u ickly to Instagram .  

o In  order to better u nderstand cross-app dynamics, we wi l l  do  a deep dive across a l l  
fou r  apps i n  selected markets . 

o Fina l ly, we wi l l  focus on key company-wide questions,  such as network effects and 
experi mentation  for teens, and methodologies to dea l with cross-model effects, 
e.g. SUMA and FINSTA effects on Age Affi nity 
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PEOPLE: 

Below is a table of engi neering headcount by pi l la r. 

Engineering Headcount 

1 

2 U13 

3 Messenger Kids 19 

4 Teens 

5 Growth 13 

6 Core (Sharing) 20 

7 
Content Engagement (Meaningful 

10 
Socia I Interactions) 

8 TBH 
9 

H1 '18 GOALS: 

U13 

Messenger Kids 

Tween Strategy 

Teens (FB Blue) 

Sharing 

Growth 

Meaningful Social 
Interactions 

Teens (TBH) 

TBH 

CONFIDENTIAL 

CONFIDENTIAL 

4 

Hl 2018 GOALS 

We wi l l  have flattened our retention curve i n  the US. We 
wi l l  have better visibil ity into post-launch baseline 
retention in  6-8 weeks. 
We wi l l  have completed our understand phase for 
tweens with p lans ready for execution in H2.  

We' l l  have created a n  environment on Facebook Blue 
where teens feel comfortable sharing with friends ( 
primarily through better audience solutions ) and wi l l  
be on track towards ending 2018 at the same sharing 
rate (OBP) rate as we began it. 

We wi l l  bend the curve on teen MAP in H1 and wi l l  be 
on track to resume teen MAP growth in  at risk markets 
by the end of 2018. 

We will have increased meaningful social interactions 
for teens and wi l l  be on track towards ending 2018 at 
the same interaction rate as we began it. 

We wi l l  have flattened our retention curve with US 
teens on TBH. 
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22 

23 

30 

11  

4 

25% WAP at 30 

n /a 

Weekly Sharing 
Participation Rate. Goal to 
be set in  Q1. 

~ 10.6m Global Teen MAP 
( +2.5%) / ~2.9M Teen MAP 
in Focus Countries 
(+1.75 % )  
Daily Meaningful Social 
Interactions Participation 
Rate. Goal to be set in Q1. 

65% WAP at 30 
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