H Reviews | June 2024 -- Youth [Small Group] [A/C PRIV]

A/C Priv - the contents of this doc are privileged and confidential, and refiect legal advice.
Note: this version is for small group async review ahead of H reviews June 10-11, 2024:
1. Leave comments in this doc for async discussion.
2, Comments will remain open on all docs, through the live reviews.
3. Use this [ HYPERLINK "https://docs.google.com/document/d/1laxynUIwEMwivfOIFilMnZ-
623GPiT2NOrOxB6EQ8AM/edit" \| "bookmark=id.fwii8257gsf]" \h ] to highlight themes and discussion topics
you want to suggest for synchronous time.

Goal + Strategy
Our goal is for Meta's platforms to grow their relevance, and be the leading platforms with future generations of youth.
To achieve this, we have 4 Strategic Pillars:

1. Regulatory Readiness: Ensure Meta addresses existing youth obligations and is ready to meet regulations being
passed in the near future defensibly while minimizing business and implementation impact.

2. Youth Integrity: Ensure we have effective mitigations for youth integrity risk from violating and age-
inappropriate experiences.

3. Legitimacy and Advocacy: Ensure our reputational license to operate among policy audiences, parents, and
consumers by demonstrating we are on the side of parents as they work to raise their kids and keep them safe —
online and offline.

4. Winning over Parents: Ensure that parents choose IG (and in the future Quest) over Snap/TikTok and we
approach YouTube levels of parental approval.

Summary

Youth conti nues to be one of the biggest areas of risk for the company - and our outlook suggests this will only increase

in the future. (T PRIV T 1
i PRIV Dn the regulation front, there will be a patchwork of different laws in the U.S. and around the

world that require age verification and parental consent for teens under 18. On the reputation front, Meta will continue
to get the bulk of criticism from increased scrutiny around teens on social media, likely causing a severe decline in
reputation.

To change this trajectory, | PRIV #i | This
includes a big focus on Youth Integrity specifically. In addition to defense, we are Iaunchmg an offensive public affairs
campaign to improve our reputation on Youth, culminating with the launch of Teen Accounts on IG in August. Across the
hoard, we have improved execution on our strategy by dialing in people and process (including a 2 month leadership
lockdown, executive ownership of each priority, and weekly Youth Small Group meetings.)

This is a multi-year effort. This year we are primarily focused on defense, but have our first offense efforts to
demonstrate that we can improve our reputation with parents, consumers and policy elites, as measured by Parental
Alignment. In future years, we hope to focus more on offense with the passage of OS level legislation in the US,
improvements in our youth reputation relative to YouTube, and having the top products (1G/Quest) for teens in the US
and globally (see Youth Company Milestones [ HYPERLINK \| *_ia8redwfhkeb" \h ]).

Measurement
For H2, the key message we want to deliver with the youth initiative is that we are on the side of parents as they work to
raise their kids and keep them safe both online and offline.

Our topline metric will be the sentiment metric Parental Alignment, measuring the percentage of parents that say our
apps have aligned interests with them in supporting their teens. Our goal is to increase perceptions of alignment by
I - on: parents of teens from June baselines, as measured through an off-platform
survey. |GGG /! he'p us begin to separate ourselves from peers such as TikTok and Snap and begin
to move more closely toward where YouTube is currently perceived. We will also track, but not goal on, Parental
Alignment as perceived by general consumers and policy audiences.
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In addition, we will also track whether we are making progress on showing adults the benefits of social media for teens,
whether we are broadening the conversation on what factors are influencing teen wellbeing, and how comfortable
parents are with their teens using our products and services. We will track three guardrail measures: (1) teen app
preference and (2) teen alignment to ensure our apps remain relevant for teens and (3) a counter metric to ensure our
motivations are perceived as continuous innovation.

1. Youth Regulatory Readiness (STO: Michel Protti, QB: Miki Rothschild)

H1 Recap
In H1 we made solid progress aligning on major strategic decisions and buuldmg comphance solullons to address an
lncreasmg number of youth Iaws commg mto effect in the us and globally I =g R

""" PRIV

L B e P SRS PSS LT REPHSEE H PO SHTEY

1. Meet new regulations We are on track to be deploy ready in 9 jUHSdIClIOnS (OH EU DMA FL CA OR CT LA
France, MS) with enforcement dates through July/August. This not only helps us respond to these 9 laws but
also equips us with a set of product solutions that will help respond to future youth laws, as they all center
around common requirements (such as Age Verification, Parental Consent & Supervision, Age Appropriate

A PRIV AR

________________________________________________________________________________________________________

3 Launch Youth XFN revnew We stood up anew umf:ed [HYPERLINK
"https://fb.workplace.com/groups/2468134800109855/posts/3769011020022220" \h |" to help drive consistency,
visibility and rigor in managing Youth-related risks throughout the product development process across the
company. This review is part of our Privacy XFN Review process, but includes enhanced monitoring and support
for projects that may impact youth,

H2 Priorities
Our priorities for Youth Regulatory Readiness in H2 are to:

1. Meet new regulations. Over H2, we expect 11 jurisdictional youth related laws (LA, CA, OR, CT, MS, FR, TX, UT,
MD, MT, ID) to come into effect and will continue to be deploy-ready by the enforcement dates. Additionally,
once we launch parental consent in one of these jurisdictions, we’ll need to launch parental consent in
additional international markets with existing parental consent requirements (Chile, Uruguay, Peru, Ecuador,
Colombia, Mexico, Nigeria, South Africa). After launch, we'll further optimize these experiences leveraging
online data, and work towards more scalable platforms and processes to reduce the cost of compliance and
maximize efficiency.
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2. Mitigate legal pressures.: PRIV ;

PRIV

3. Mature Youth XFN reviews. We'll continue to tune the Youth XFN Review process to manage youth risks while
increasing efficiency. This includes having robust metrics to evaluate 1) how effective our process is at catching
risks and 2) how effective we are at minimizing negative impact on product development velocity.

2. Youth Integrity (STO: Guy Rosen, QB: Amit Bhattacharyya)

H1 Recap

In H1, we focused on improving our defenses for Youth across organic content, ads, and non-recommendable content

and interactions. While we’ve always prioritized Youth issues within Integrity, we've lacked programmatic, holistic focus

towards this segment. We are focused on closing this gap by executing against defensive initiatives aligned with high

priority legal risks such as§ PRIV i
PRIV G

callouts from Hlinclude:

1. Youth Organic Prevalence (Community Standards): We made good progress reducing Youth prevalence, with a
[l rcduction on Facebook ([ I ) -l o '»st=cam [ B D
B V- 2'so set goals to reduce specific violation types. Against these, Instagram is meeting 16 of 18
targets and Facebook is meeting 14 of 18 — we have a series of launches planned to further progress towards the
goal within H1 ([ HYPERLINK \| "_mu1lttt2mim7d" \h ]).

2. Youth Paid Prevalence (Ads): In May we transitioned to a new metric “Paid Views Prevalence”, that hac greater
coverage over policy violations than previous metrics. The effect of this measurement improvement is that
prevalence is [l than previously estimated. From a peak of || R ¢ < >t [ > of Moy
21st with levers launching in the next few weeks targeting- prevalence (bringing it lower than overall
prevalence, which is ~6%).

3. Youth Borderline + Non-Rec Prevalence: On Instagram, we’ve reduced non-recommendable prevalence to
Teens by- On Facebook, we’ve operationalized Teen Borderline prevalence measurement and are now
setting areduction goal. We’ve seen issues on new user recommendations for Teens and expect this to be an
area of focus going into H2.

4. Unwanted Contact: We launched changes to reachability settings, defaulting Teens into strict settings such that
they cannot be contacted by unconnected users. Elsewhere, we identified limitations in our approach for Child
Safety related feature-limits, e.g. lack of clear policy basis, lack of transparency, etc. We have now aligned across
orgs on the go-forward plan which ensures a clear path for H2 execution. Additionally, we’ve launched
protections for Sextortion (these will be the first of many), including nudity blurring for images received by
Teens and warning messages for Teens sending nude images.

H2 Priorities

In addition to continued progress against the defensive work started in H1, for H2 we’re adding more offensive work,
e.g. blunter, aggressive product levers to reduce risks; rebooting a proactive gap finding team to find and fix issues
quickly, etc. We’re working across central and surface teams to deploy these levers in H2.

1. Implement Age-Appropriate Content: We’ll continue reducing the prevalence of Community Standards violating
content for Youth, aiming to bring this below overall prevalence levels as the next milestone. Additionally, we’ll
harmonize our borderline, non-rec and Ads policies to provide a simpler definition of age-inappropriate content.
This will also allow us to be more effective in age-gating enforcement via human reviews in addition to

automation.
Youth H2 2024 Plan - 3
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2. Mitigate Key Integrity Legal pressures: PRIV g

_______________ e

3. Address parental concerns: our key priorities are around Unwanted Contact between teens and adults
(deploying aggressive levers including as part of Teen Accounts), sextortion and bullying & harassment issues.
Additionally, we will explore measurement and mitigations for areas where prevalence may be low but there
may be “concentration of exposure” (e.g. for suicide and self-injury or eating disorders, where users may seek
out violating content).

4. Product levers: Building out sustainable, high-precision Integrity systems will take time. For our highest risk
areas we intend to put on the table blunt, aggressive product levers or strong defaults (e.g., reducing messaging
between certain countries, limiting ad inventory, etc.), which can immediately reduce risk. We will need support
from the product teams to scope, explore and sometimes implement these while balancing product experience.

5. Proactive gap finding: We are rebooting a gap discovery program (“red team”), starting with child safety issues
among others, with the goal of finding where bad content or accounts are easily discoverable, to inform
immediate enforcement as well as feedback loops to our at-scale enforcement systems (e.g., new code words).
We are building a sustainable staffing model so that we can persist this effort over an ongoing basis.

3. Legitimacy and Advocacy (STO: Andrea Saul)

H1 Recap

In H1, we focused on the topline metrics of 1) Maintaining our parental alignment metric, which has remained stable in
the U.S. so far among parents of teens (- in January vs. - in May — not a stat sig difference), and 2) Awareness of
any |G supervision tools, which has been relatively flat in the U.S. among parents across the half at around % for any
given tool, but we will monitor this as more GTM moments occur for IG teen safety products. Key highlights this half
include:

1. Drove major coverage of safety bundles and parent-focused support tools to demonstrate our alignment with
parents and investments in safety in advance of February’s Senate Judiciary Hearing.

2. Kicked off our 2024 “Screen Smart” series with events in Denver, Charleston, Houston, and Boston. The events
drew participation from local parent influencers and policy leaders (ranging from Colorado’s Assistant AG to
local PTA presidents). Initial performance of social content generated from parent creators exceeded our organic
content creation benchmarks by [JJj with [JJj potential earned impressions, [ Stories posts, ] Reels or in-
feed posts.

3. Drove awareness for OS level policy push: A U.S. Federal Marketing Campaign exceeded our goals (high income,
news engaged parents message pull-through/HINE MPT [Jjj ] above goal) and earned media programs landed
coverage of our federal proposal, including endorsements from WSJ Ed Board and key opinion leaders like Kevin
Roose and Casey Newton.

4. Launched an integrated “tools” focused campaign in India to support policy objectives.

5. Obtained leadership alignment on Youth Reputation strategy and secured resources to further scale the
campaign in H2.

It was also a half of continuously increasing intensity and external pressures, with key challenges including:

1. February’s Senate Judiciary Committee hearing focused disproportionately on Meta and Mark’s testimony.

2. Jonathan Haidt’s book topped best seller lists and drove traditional/social media coverage even while the
academic community questioned accuracy of research. (77 pieces of global coverage, with combined potential
media reach of over 64 million globally — fower than other major Meta-related cycles this year).

3. Several bodies — especially in the U.S. — published advisories or research related to mental health (e.g., APA,
AAP, US Surgeon General). In many cases, coverage has not been fair or neutral; inaccurately pointing a finger to
social media.

4. Numerous Sextortion focused stories, including in national and broadcast outlets, with allegations leveled
against Meta’s platforms as key places for sextortion scammers to find and extort victims.

Youth H2 2024 Plan - 4
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2. Beginexpanding Teen Accounts across Meta, starting with Facebook. After August, we will expand our product
updates for teens beyond Instagram and ship Teen Accounts on Facebook. We will prepare to migrate into a
unified parental supervision experience with the Meta Accounts launch next April.

3. Launch under-13 accounts on Horizon. In H2, we aim to launch a cascade of social and content features across
Horizon to preteens that access the platform via parent managed accounts. Parents will be able to manage
settings like who has access to communicate with their child, and set Worlds content access standards.

4. Improve understanding of parental alignment drivers. Partnering with DSS, we will better understand what
moves parental alignment so we can tailor future product launches and in-product marketing.

Discussion
1. Is our current plan sufficient to meet external pressures? If not, what will we need to do, and will it move the
needle?
a. [Context]i PRIV ilegal; PRIV

PRIV

2. Do we have the right balance between protecting youth and making sure our products continue to be relevant
to them?

a. [Context] We're already making big changes with Teen Accounts defaults — eg: defaulting all U18 to
private accounts, strict messaging reachability, requiring parental approval to change U16 sensitive
content settings. There’s additional blunt measures we can take (such as hiding followers) but each
additional measure also potentially reduces value for teens (e.g. discovering mutual friends/interests).
What is our willingness to explore blunt product levers and be open to making more false positive
mistakes?

3. Are there additional proactive advocacy efforts we should consider to help advance our OS/app store
proposal?

a. [Context] For reference, the current efforts are outlined in [ HYPERLINK \I "_bjpSxedq5331" \h ]. Potential
more aggressive tactics include (1) Provide an amicus brief defending Ohio’s existing youth law
(currently being challenged by NetChoice) to secure the OH Lt. Governor’s support for an OS/app store
bill in OH — key to getting OS/app store bill passed in OH in 2024 or (2) File first party
advocacy/complaint with the FTC re: Apple’s anticompetitive practices, alleging Apple harms youth
safety and well-being online by refusing to share age-related information with apps in its app store, and
highlight compliance with 2014 FTC Consent Decree necessitates they have this information.

4. For Feedback: how do we feel the new Central Youth people and process is going, are there ways we can
improve?
S. Are there other product roadmaps related to youth that we should be aware of?

a. [Context] We are currently tracking; Gen Al Agents, WA Age Collection, Horizon launch to U13, IG
features launching for Teens (e.g. Friends Map, Schools), Messenger Kids deprecation, Disappearing
Messages (reducing parent visibility into Messaging). Anything we are missing?

Appendix

1. Youth Company Milestones

2024 2025 2026 2027 2028
Table-stakes/Defense Win over Parents/ Offense Win over IG Teens Win with multiple products Positive Impact

PRIV PRIV PRIV PRIV  pRriv

e We have effective mitigations for

e Make meaningful youth integrity risk from violating e Teens prefer IGto TTin US °
progress in youth integrity and age-inappropriate and globally, measured by o Externalbeliefs

risks experiences DAU and sentiment that Meta’s
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# Ship Teen Accounts on |G
# Demonstrate we can
move parental alignment

e External beliefs that
Meta's products have a

* Same parental alignment as
YouTube and Roblox

& External criticism around
impact on youth is
significantly reduced

® Pass OS level legislation in US
requiring app store operators to
verify age and parental consent

® Ship Teen Accounts cross-Meta

® Halve current gap between Meta
and YouTube on parental
alignment

begin to grow

2. Youth H2 Goals

Strategic Pillar

1. Youth

2. Youth
Integrity

o
=

QB: Amit

Zhattacharyya
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H2 Topline Goals - Detailed goals are a work in progress [ HYPERLINK

"https://docs.google.com/spreadsheets/u/0/d/1yn70kiq2fIAA3NXA1mMZPWsGyuOfnZ7pCQSMfU2g8gHo

fedit"\h ]

1A. Meet New Regulations
I, Allgn on Response Plan In jurisdictions with new Youth Regulations
Il. Be deploy ready in jurisdictions with H2 enforcement dates

1B. Mitigate Legal Pressures

b PRIV

1C. Mature Youth XFN Reviews
I.  Develop measurements in risk mitigation effectiveness and process efficiency

2A. Unwanted Contact with Strangers
I.  Launch explainable, defensible product defaults that imit unwanted contact.
Il.  Establish measurement and then reduce policy violating contact (aka “Unsafe Interactions")

2B. Sextortion
I.  Improve proactive detection for Deceptive Identity and Recidivist Accounts.
II.  Add stronger feature-limiting to limit victim discovery/connections,
.  Expiore stronger on-device controls, 0.g. blocking Teen seads of nudes.

2C. Age Appropriate Content
I, Reduce Community Standards violating content for Youth to below Adult levels,
Il. Harmonize Borderline and Non-Rec policies to simplify age-inappropriate content definitions,
1. While executing on (1), reduce prevaience of Non-Rec prevalence on IG and Borderline prevalence on FB.

2D. Youth Ads Prevalence
I, Reduce Youth Ads prevalence to below overall Ads prevalence,

2E. CSE Discovery

I. Dperationalize measurement for CSE discovery and then set reduction goals.
Il. Operationalize measurement for CSE Actor connections and then set reduction goals.
. Continue to proactively find and fix gaps.

2F. Bullying & Harassment
I, Improve reactive recall over user reports, including establishing a policy/protocol for “Problematic Ananymous
Accounts.”

2G. Suicide and Self Injury
I, Operationalize measurement for concentration of exposure then set reduction goal.

positive impact on teens

products have a
positive impact
on teens
continues to grow

Owners

Reg Readiness
+CS1

Xl
HG/FB

xI
VIG/FB

X
HG/FB/CSI

X
+MI10N

1
HG/FB/CSI

X|
+HG

Xl
+G
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2H. Eating Disorders

3. Legitimacy
& Advocacy

2L ANEed U

Improve measurement and detection precision/recall, then explore concentration of exposure opportunities.

approval for u-16 app downloads.

3A. Demonstrate we can move parental alignment (+3 pts) {Company Milestone Goal)

3C. Broaden the conversation by increasing the share of voice for devices.

4. Winning
over Parents

4C. Make progress on Project Nido on FB while minimizing growth impacts and holding a high bar for teen and

parent experiences.

4D. Make progress on Project Nido on Messenger [TBD - Placeholder pending alignment discussions]

4E. Ship Salsa on Horizon Worlds
Launch a cascade of social and content features across Horizon to preteens that access the platform via parent

managed accounts

4F. Understand drivers of Parental Alignment
Better understand what moves parental alignment, so we can tailor future product launches and in-product marketing

3. Additional Youth Data
Regulatory Response Data
We will deploy avariety of interventions to meet jurisdictional requirements, including blocking interventions, as shown
below. We will closely track (1) performance of product interventions we are shipping on meeting requirements and to
user experiences, and (2) actualized business impact (DAU, MAU, Revenue) from meeting the enforceable requirements.
The Table below shows requirements, market sizing (in MAU) and estimated impact (in MAU) from meeting

requirements in the 4 jurisdictions with 7/1 enforcement date:

Jurisdictions with
7/1 enforcement

Louisiana

Mississippi

Requirements

Age Verification
Parental Consent
Regulatory Supervision
Floor of Protection -
Messaging Reachability

Age Verification

Parental Consent

Floor of Protection - Precise
Geolocation

HIGHLY CONFIDENTIAL (COMPETITOR)
HIGHLY CONFIDENTIAL (ATTORNEY’S

EYES ONLY)

FB

overall: i}

Teen (Predicted + Stated): ] Teen (Predicted + Stated): [}

Teen (Stated): [

Overall: 2.2M

Teen (Predicted + Stated): 140k Teen {Predicted + Stated): 300k

Teen (Stated): 58k

4A. Demonstrate we can move parental alignment on |G, as a result of Teen Account launch

4B. Ship Project Nido on IG while minimizing growth impacts and holding a high bar for teen and parent
experiences.

Jurisdictional MAUs

overall: [j
Teen (Stated): [}

Overall: 1.6M

Teen (Stated): 120k

3B. Get legislation introduced at the state or federal level that requires OS/App Store age verification and parental

DSSAG

FEeSE

Rsgr+CSi

Hxvy

DBS5/6G/CSE

Estimated MAU Impact
from requirements*

ol

o]
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Overall: Overall:
¢ Regulatory Supervision - ‘ . EB -

5 & { or ] 4 sef) 'O N " 2] { e D \
Florida o Nt Teen ':onur.p_.i Stated) - Teen :Pn_dl_h__i + Stated) - G -
Teen (Statedlt- Teen »,Stazedlr-
Gverali:- Overall: EB: <
<
Connecticut e Regulatory Supervision Teen (Predicted + Stated) ] Teen (Predicted + Stated): [ i

Teen (Statodl:- Teen (Stated) -

*Wide error bars. includes one-time hit and annualized MAU impact. Details can be found [ HYPERLINK

"https://docs.google.com/spreadsheets/d/1tPtQbx76iTz4IhFBjSva77wePm8MSE_xuSW1FSipgvg/edit™ \| "gid=744402300" \h ]

Youth Integrity Data
reduction on Facebook (SN M) ¢

= -

* Youth Organic Prevalence (Community Standards):

-on Instagram-_

.)‘
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4, Youth Policy Advocacy Tactics
CURRENT ADVOCACY TACTICS (US): To secure the passage of US federal legislation that would require OS/app stores to verify age
and get approval from parents for those under 16 to download an app, we are deploying the following advocacy tactics:

US Initiatives Key Dates [/ Timeframes
Workstream 2: Advocate for (and Pass Legislation)
Federal ] 02-03: Continue educating Hill offices and committees on proposal and identifying potential sponsars; coordinate in-district
MI’_‘“ grassroots activations during district work pericds.
L 04 Lame duck session; Navigate backiog of vear-end bills to stop negative legislation and scope whether parental consent @
app store is possible on any must-pass legisiation.
] 1 2025: Aim to Introduce legislation and/for have our proposal added to legislation in the new Congress.
Stats L:’bh’" ] Ohio: Identify suppartive legislators, gauging support fram Lt. Gov (May-June).
L Utah: Work with third-parties to introduce legislation during special session {June-luly).
] Defense: Continue mitigating potentially harmful bills (eg, NY, CA) while promoting pro-parental consent message.
] 2025 Planning: Lay the groundwaork for proactive work in South Daketa, Florida, Texas (June - December).
::“m'p o . May-June: Directly recruit state / local advocates in 18 priority states, and determine ways each partner will activate,
Activations L] May-luly: Create state-based organizations that can run targeted digital ad campaigns and fund state-focused research,
] May-December:ldentify, empower and activate national advocates in support of parental consent at the app store level.
L] May-December: identify parents to educate and activate In support of our policy principles.
] June - December: Activate supportive third-parties (eg, op-eds, emails, social media posts, direct engagement, etc.); leverage
third-party conferences, roundtables, events, and other opportunities to connect advocates with policymakers.
] Movember-December: post-election 2025 planning.
TBD: Explore state-based coalitions of supportive third-parties In states where it will help move the needle.
:’Eh‘"j = ] Mata to confirm ICMEC's position on AV/PC at 05/ app store level and assess plans (Early May) (completed)
av/Pc ] ICMEC to identify invitees, set date and location, and high level goals (Late May)(in progress)
Coalition ] ICMEC hosts x-industry and safety stakeholder convening to align on shared concept and next steps (Mid-lune)
L] Develep and release x-industry statement and joint safety stakeholder statement {Juby-Aug)
] Initiate activations to achieve advocacy goals, exact activations TBD: legislative proposal, testimony, op-eds,... (Sept-Dec)
Workstream 3: Broaden the Conversation
Apple Congress
:’B’l"l’m ] 2-Q3: Engage ludiclary and Commerce committees educating staff re harm to hardware developers and knock-on effects to
R services and consumers (esp children) flowing from Apple’s anticompetitive conduct; explain connection between YWB
legislation app store level proposal and Open App Markets Act (OAMA) type of legislation
] Q3-04: [if intreduced] Advocate foreraise awareness of benefits of Carmack CAMA-alternative app store legislation
] 03-04: Through third parties, raise awareness with Commerce committee members, Bipartisan Disabilities Caucus re FCC
Inguiry into Al x accessibility x hardware issues
] 04 Support Lame Duck advocacy
Dol
L] (12-03; Direct other companies and third parties to DOJ for confidential briefings on harms to children flowing from Apple’s
anticompetitive practices
Youth H2 2024 Plan - 10
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App Developer
Coalition

Top-Down
Tech
Influencer
Initiative (WIP)

FTC

FCC

Q3-04: Through direct+third party advocacy, ensure Apple harms to hardware developers—and resultant harm to children—
remains among priority items for DOJ in its litigation (in case of Lame Duck settlement, included in package)

Q2-03: Bring 2014 FTC Consent Decrees against Apple to public light through Epic v. Apple [itigation, other company amicus
filings, or other mechanisms. Lay public record that Apple has the data and mechanisms already in place to quickly and easily
comply with & mandate for parental consent and age verification at the app store, OR that it is violating its consent decree,

03-04: Advocate (directly and/or through third parties) that FTC investigate Apple’s compliance with FTC's 2014 Consent
Decree

02-03: Propase that the FCC issue a Notice of Inguiry (NOI) focusing on Accessibility and Mew Communications Technologies,
Applications, and Products (Accessibility and New Technologies). The praposed NOI would be aimed at exploring the potential
of AR/NVR/AI devices for people with disabllities, and how FCC could support improved accessibility of such devices.

04 Create public awareness of the impediment Apple’s device connectivity procedures represent for AR/VR/AI technologies of
tremendous importance to peaple with disabilities.

Third parties: Support activities outlined above; additionally:

Q2: Assess feasibility and mechanics of third party activation for school year kickoff to check phones at the classroom door, e.g.,
slogan “Hang It up!™ {put phone |n phone tree by the door...)

Q3: [if green-lit] 3rd party activation Hang it Up! campaign; support campaign on social+earned media for 3rd parties/
grassroots

(33 Directly and through third parties place panelists at premiere September antitrust conferences re Apple anticompetitive
practices; create/sponsor Harvard Law antitrust conference focused on maobile ecosystemn competition issues = include session
focused on YWB8 app store proposal / issues

02: Retain consulting firm, establish principles, build Coalition membership

Q3 (July-Aug) Work with Coalition members to develop and finalize concrete policy proposals and/or solutions framewarks for
agencies and Congress; (Sept) Hard launch

Q4 Activations, pelicymaker and third party engagement; through dedicated communications, bulld steady drumbeat of
owned-+earned proactive media engagement; prepare for potential swift action in Lame Duck; lay groundwork far 2025 in
various public policy forums, including speaking cpportunities, targeted multichannel marketing, partnerships, brand building

Get key tech luminaries {thought leadersfinfluencers) whe have outsized Impact en public discourse and suppert the O5/app
store proposal engaged in public discussion of AV and PC, driving the message: This is the “simple and obwious” tech salution,
Potential approach: initiate {Naomi op-ed), cultivate (senicr exec/tech luminary 1:1s and salon dinners), activate (op-eds, media
engagement, Davos, Aspen Institute)

CURRENT ADVOCACY TACTICS (EU): To secure mandatory EL-wide youth regulation grounded in a O5/app store approach, we are
deploying the following advocacy tactics in the table below.

EU Initiatives Key Dates/ Time Frame
Workstream 2: Advocate for {and Pass Legislation]

EU Lobbying Across all institutions:
Efforts® ®  Engagements at senior palitical level- Nick and Markus meetings with TB, VWdL, V) cabinets and commissioners

#  Engagements with DSA board- Digital Services Coordinators

& Engagements with ERGA (board of media regulators)

& EC: Engage with AV task force to influence upcoming EC youth guidelines

& EC: YT campalgn te broaden focus of enforcement

®  [EP: Prepare to engage the new EP to include technical solutions inte a law - push for an initiative report on AV

&  Build industry alliance among video gaming/app industry (e.g. Roblox, Playstation, Netflix, Snap)+social media at EU level

®  Participate in the IS0 standards on age verification

& Contlnue bullding alllance agalnst French and Spanish solutlons w) the AV Services Providers Association and EUConsant
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