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PROTECTING KIDS ONLINE: FACEBOOK,
INSTAGRAM, AND MENTAL HEALTH HARM

THURSDAY, SEPTEMBER 30, 2021

U.S. SENATE,
SUBCOMMITTEE ON CONSUMER PROTECTION, PRODUCT
SAFETY, AND DATA SECURITY,
COMMITTEE ON COMMERCE, SCIENCE, AND TRANSPORTATION ,
Washington, DC.

The Subcommittee met, pursuant to notice, at 10:40 a.m., in
room SR-253, Russell Senate Office Building, Hon. Richard
Blumenthal, Chairman of the Subcommittee, presiding.

Present: Senators Blumenthal [presiding], Cantwell, Klobuchar,
Markey, Lujan, Blackburn, Wicker, Thune, Cruz, Sullivan, Lee,
and Lummis.

OPENING STATEMENT OF HON. RICHARD BLUMENTHAL,
U.S. SENATOR FROM CONNETICUT

Senator BLUMENTHAL. This hearing of the Subcommittee on Con-
sumer Protection of the U.S. Senate Committee on Commerce,
Science, and Transportation will come to order. I thank the Rank-
ing Member, Senator Blackburn, for being here and especially
wanted to express my gratitude to the Chairman of the Committee,
Senator Cantwell, who has encouraged and supported this effort
and to the Ranking Member, Senator Wicker, who is also with us
and who has helped to lead.

This effort has been very, very bipartisan. I think the ongoing se-
ries of hearings that we will have similarly will be bipartisan in
its objective and its conduct. I want to welcome our witness, Ms.
Davis, who is appearing on behalf of Facebook. Thank you for being
with us. This hearing is the third in the series intended to help us
draft legislation, but not just educate, not just legislate, but also
to prompt action by Facebook itself. And that action has to address
the harms that children and teens face on social media.

I want to make clear that our interests are not limited to
Facebook and Instagram. Our subcommittee has secured commit-
ments from several social media companies to appear in the coming
weeks. We will hold them to those promises. We are here today be-
cause Facebook has shown us once again that it is incapable of
holding itself accountable. This month, a whistleblower approached
my office to provide information about Facebook and Instagram.

Thanks to documents provided by that whistleblower, as well as ex-
tensive public reporting by the ”and others, we
now have deep insight into Facebook's relentless campaign to re-

cruit and exploit young users.

(1)
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with us on this hearing, and I wish that Senator Markey was still
here. He and I have been on this issue since we were each in the
House and working on privacy, big tech accountability. So this is
the type hearing that has been a long time coming. And this is
truly an important conversation for us to be having to continue and
to be bringing our findings forward so that the public is aware.

There are a lot of moms, security moms I call them, that are very
concerned about what they see happening in the virtual space.
2019, CDC released some data. And adding to what you were talk-
ing about, I think this is important. In 2019, the CDC data showed
that 20 percent, 20 percent of our American high school students
seriously considered attempting suicide, 40 percent reported experi-
encing sadness, hopelessness.

Now, our children who have lived through COVID, schoal clos-
ings, and more upheaval in their lives than ever before deserve bet-
ter than this, yet where are the findings about the social inter-
action and relationship that they so desperately need? Where they
are finding this is on social media, onsites like Instagram, TikTok,
Snapchat, and now we know that at least one of these sites,
Facebook, knows that its services are actively harming young chil-
dren. They know this. How did they know this? Because they did
their own research as Chairman Blumenthal just said. In 2019 and
2020, Facebook’s in-house analysts performed a series of deep dives
into teen use of Instagram. And it revealed, and I am quoting from
the report, “aspects of Instagram exacerbate each other to create
a perfect storm. And that perfect storm manifests itself in the
minds of teenagers in the form of intense social pressure, addiction,
body image issues, and eating disorders, anxiety, depression, and
suicidal thoughts.”

But it gets even worse than this because Facebook, despite tout-
ing their compliance with COPPA, was scheming to bring even
younger users into their field. Instagram announced this week that
it is temporarily shelving their plans for Instagram Kids. But until
this week, they were moving forward with this, trying to bring
younger children onto their platforms. Yet at the same time that
we are learning this

at 1s, right play dates to attract
more children to 1ts messenger Kids service.

In fact, Facebook is fully aware that underage children are using
their platforms. Not only that, but they encourage older teen sib-
lings to recruit their younger siblings and are actually devising
marketing plans to help kids and teens, get this, create secondary
or anonymous accounts that they can hide from their parents. And
they perform market research on kids as young as 8 years old so
they can learn how to recruit them to their sites. Facebook is also
aware of other types of harmful content on their site.

In fact, a report shows how Facebook knew about content de-
voted to coercing women into domestic servitude. Yet they chose to
do nothing to stop it until Apple threatened to pull Facebook from
the App Store. That is correct. It took Apple standing up to get
them to stop this. In fact, this seems to be a recurring theme with
this company, do everything and anything to mold the world into
your own image for your own profit without any regard for any
harm that is going to be done because your focus is on your pocket-
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book. Adam Mosseri, CEO of Instagram, continues to double down
on youth marketing.

He said on The Today Show earlier this week when asked about
Instagram Kids, and [ am quoting him, “I firmly believe it is a good
idea as a father. The most important thing to me is the safety of
my children.” Well, Mr. Mosseri, I am a mother, and I am a grand-
mother, and I really beg to differ with you. In fact, I would imagine
that most of the chief mamas in charge at their own households
would disagree with you. I think they would vehemently disagree
with you. They dont want their kids going on platforms like
Insta%:‘am, even if you assure us that it will be safe for tweens. As
the Chairman said, “You have lost the trust and we do not trust
you with influencing our children, with reading in to their minds.”

They also don’t want Facebook collecting data on their children
because call them whatever you want, tweens, teens, young adults,
the bottom line is these are children. They are children. And you
and Mr. Zuckerberg, both of you being parents, should understand
that Facebook has both a legal and a moral obligation to forgo col-
lecting and using children’s data. So, Mr. Chairman, I am grateful
for the opportunity that we have this hearing today to continue to
investigate, continue to expose what is happening in the virtual
space. And I am certain that we will be holding Facebook to ac-
count as other tech platforms will be held to account.

Ms. Davis, I do thank you for appearing before us today. And I
hope that we can have a very frank and candid conversation.
Thank you, Mr. Chairman.

Senator BLUMENTHAL. Thanks, Senator Blackburn. I call on Sen-
ator Cantwell.

STATEMENT OF HON. MARIA CANTWELL,
U.S. SENATOR FROM WASHINGTON

The CHAIR. Thank you, Mr. Chairman, and thank you and Rank-
ing Member Blackburn for this hearing today and for your long-
standing work on this very important public policy area. I think it
is very important to understand that our committee would like to
move forward on stronger privacy legislation. And yesterday’s hear-
ing clearly crystallized that we need to update the Children’s On-
line Privacy Protection Act, and this hearing, I am sure will put
even more focus to the fact that we need to do that. I want to

thank Senator Markey for his questioning yesterday.
This month, m
I Facebook and Instagram showing the management knew

in great detail about the impacts of these products, the harm to
children, the harm to teenagers, and in spite, continued to bury
that knowledge. So as our colleague just said, data collection of
children is something that should have more aggressive attention.

They should not have the products and services track and follow
these young children and updating COPPA will be essential. As we
said yesterday, the Committee talked about also, first time, privacy
and data security violations.

There was unanimous support for that. So it is very important
that we continue to take steps on this issue. I agree that the safe-
guards in place are not enough and we need to do more. So T look
forward to hearing from the witness today.
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Senator BLUMENTEAL. Thank you, Senator Cantwell. Senator
Wicker, do you have any opening?

STATEMENT OF HON. ROGER WICKER,
U.S. SENATOR FROM MISSISSIPPI

Scenator WICKER. Yes. Thank you, Senator Blumenthal. I will
I will be brief, because we need to get to our witness. Facebook is
one of a handful of big tech companies wielding immense power
over our Internet experiences. Using its market dominance,
Facebook maintains unprecedented control over the vast flow of
news information and speech on the Internet. To maintain a free,
open, safe, and secure Internet, many of us on this committee have
long called for more transparency and accountability from
Facebook and other social media platforms.

Today, the content moderation and data collection practices of
big tech remain largely hidden to consumers. Too often, Americans
are left wondering why their online posts have been deleted, de-
moted, demonetized, or outright censored without a full expla-
nation. Users also remain in the dark about what data is being col-
lected about them, how it is being used. and to whom it is bein
sold, and for what

18 month, the .Journal revealed that Kacebook’s so-called
Crosschecked Program purportedly exempts certain public figures
from its terms of service and community standards. The Journal
also disclosed Facebook's own internal research documenting the
harmful mental effects of the platform and its photo sharing site
effects on children and teens. Both of these reports are deeply trou-
bling and only amplify concerns about Facebook’s inconsistent en-
forcement of its content moderation policies and its disregard and
well-being for children and teens. This morning, I hope Facebook

will be forthcoming about its platform management practices and
take this opportunity to address the #
I also hope Facebook will outline what 1t 1s doing to increase

transparency and begin protecting users of all ages on its plat-
forms. Following yesterday’s data privacy hearing, what remains
clear to me is that Congress must act to address big tech’s contin-
ued reign to censor contact—content, censor content, suppress cer-
tain viewpoints, prioritize favored political speech, stockpile con-
sumer data, and act in other unfair and anti-competitive ways. The
time to act is now. And I am the fourth member of this committee
this morning to say that.

Addressing these issues is essential to preserving a free and open
Internet and a thriving digital economy for generations to come.
We are serious about taking action. Thank you, Mr. Chair.

Senator BLUMENTEAL. Thanks, Senator Wicker. We will now
turn to our witness, Ms. Antigone Davis, who is the Global Head
of Safety at Facebook. She spearheads Facebook’s Safety Advisory
Board efforts, and she earned her J.D. from the University of Chi-
cago Law School and her B.A. from Columbia University. Ms.
Davis, the floor is yours.
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Child Mind Institute and ConnectSafely to publish a new Parents Guide (https://
about.instagram.com [commnunity [parents) with the latest safety tools and privacy
settings and a list of tips and conversation starters to help parents and guardians
navigate discussions with their teens about their online presence. We also worked
with the Digital Wellness Lab team on a Family Digital Wellness Guide to help fam-
ilies learn about the media-related health issues that are top of mind for parents
today; it includes tips that are practical, easy, and based in science.

And we don’t just focus on our own apps. We've also developed a free digital lit-
eracy program called Get Digital. It has research-based lessons and resources that
will help young people develop the skills they need to become empowered and dis-
cerning digital citizens. Get Digital provides educators, parents, and caregivers with
lesson plans and activities designecf to help build the core competencies and skills
young people need to navigate the digital world in safe ways

IIL. Using Research to Improve People’s Experience

We understand that recent reporting has raised a lot of questions about our inter-
nal research, including research we do to better understand young people’s experi-
ences on Instagram. We strongly disaﬁree with how this reporting characterized our
work, so we want to be clear about what that research shows, and what it does not
show.

In addition to putting specific findings in context, it is also critical to make the
nature of this research clear. We undertook this work to inform internal conversa-
tions about teens’ most negative perceptions of Instagram. It did not measure causal
relationships between Instagram and real-world issues. The reporting also implied
that the results were surprising and that we hid this research. That is also not true.
We have talked about the strengths and weaknesses of social media and well-being
publicly for more than a decade, and external researchers have, too. For example,
a survey and interviews from Harvard found that teens viewed social media “pre-
dominantly” positively, theugh they reported both positive and negative impacts on
their relationships and seli-expression. And a Pew Internet survey reported the ma-
jority of teens credit socizl media for positive outcomes—81 percent said it helps
them connect—while some also pointed to its negative impacts—43 percent said
they felt pressure to post things that make them “look good.”

Our research showed that many teens who are struggling say that Instagram
helps them deal with many of the hard issues that are so common to being a teen.
In fact. one of the main presentations referenced by the
m—difﬁcuh and serious issues like loneliness, anxiety,
sadness, and eaung disorders. If a teenager shared that they were struggling with
an issue, we asked whether Instagram was making things better, worse, or having
no effect. For eleven of the twelve issues, teen girls who were struggling were more
likely to say that Instagram was affirmatively helping them than making things
worse. That was true for teen boys on twelve out of twelve issues.

I'd like to hiihliiht a few other details from the research [ NG

I want to be clear that we are not diminishing the importance of these issues or
suggesting that we will ever be satisfied if anyone is struggling on our product. It’s
why we conduct this research: to make our platforms better, to minimize the bad
and maximize the good, and to proactively identify where we can improve. And the
most important thing about our research is what we've done with it. We have a long
track record of using our research—as well as external research and close collabora-
tion with our Safety Advisory Board, Youth Advisors, and additional experts and or-
ganizations—to inform changes to our apps and provide resources for the people
who use them. We've built Al to identify suicide-related content on our platform and
rapidly respond with resources. We've launched tools to help control time spent on
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Ms. Davis. Respectfully, Senator, T don’t agree with that charac-
terization of what occurred. In fact, we have policies against sex
trafficking on our platform.

Senator BLACKBURN. This is your reporting. Ms. Davis, this is
your company’s reporting. You knew this was there. You knew it
was there. But you didn't do anything about it. Is it still there? Are
you still allowing sex trafficking on Facebook? [s this something
that girls as young as eight who are on your site are exposed to?
Let’s get a little bit more definition around this. One more question

SHows younger ar younger

1S 1S your poster. 1S is your graphie.

I put it on a poster, where we have been and where we are going.
In fact, documents I saw showed Facebook doing market researc
on 8 year olds. And I am quoting from you all now, “tweens and
younger teens are very similar in digital behaviors. Even kids as
young as eight are interested in similar digital experiences.” The
documents show survey results into the digital interest of 8 to 10
year olds. So with this categorization in mind, does Facebock con-
duct market research on tweens, yes or no?

Ms. Davis. Thank you, Senator. I would first like to actually clar-
ify that document that you have behind you. That document is ac-
tually from an age appropriate design code, something that Senator
Markey and others have actually given to tech companies as a way
for us to think about how we design for different ages. It is actually
a direction on policy——

Senator BLACKBURN. So you are admitting to me that you are de-
signing for 8 to 12 year olds? I think that that is something that
is very interesting because you know that is a violation of the Chil-
dren’s Online Privacy Act. And I guess what you are telling us then
is that you also are doing market research on children and that you
are continuing to collect data on children as you try to figure out
what type of digital experience children, children ages 8 to 12 are
interested in having. I am over time, Mr. Chairman. I will yield
back.

Senator BLUMENTHAL. Thanks, Senator Blackburn. Senator
Klobuchar.

STATEMENT OF HON. AMY KLOBUCHAR,
U.S. SENATOR FROM MINNESOTA
Senator KLOBUCHAR. Thank you very much. Ms. Davis, we now

know that Facebook’s own research found that Instagram worsens
body image issues for one in three teenage girls.

Senator Klobuchar, I would just like to correctly char-
acterize those findings. What those findings are actually of teen
girls who already expressed having that issue. One—one is too
many

Senator KLoBUCHAR. OK, I have 5 minutes and I appreciate that,

and we will put that on the record, but were you aware of the in-
ternal findings before the — came out?
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lative strategy of Facebook, especially since Facebook has spent
millions of dollars on a marketing campaign calling on Congress to
pass Internet regulations. And Facebook purports to be committed
to children’s well-being.

So it is simply wrong that you will not support this legislation
to enact protections en kids—for kids online. That is the only con-
clusion I can reach since you have had it in preparation for this
hearing for a long period of time. So we know that Facebook’s top
priority is its bottom line. Congress has to step in. We have an obli-
gation to enact a bold agenda for young people online. And that
means passing the KIDS Act to take on big tech’s damaging and
coercive tactics to hook kids.

Two, updating the Child Online Privacy Protection Act, to finally
give young people up to the age of 16 a privacy bill of rights for
the 21st century, and passing my CAMRA Act to launch a major
research project at the National Institutes of Health on the effects
of tech on children. It is time for us to do this. We cannot wait.
This is a crisis, and we must act. Let me now turn and recognize
Senator Thune.

STATEMENT OF HON. JOHN THUNE,
U.S. SENATOR FROM SOUTH DAKOTA

Senator THUNE. Thank you, Mr. Chair. I, along with many of my
colleagues, are deeply concerned about the lack of consumer trans-
parency and limited accountability of big tech companies. Con-
sumers have become increasingly troubled about the way that their
information is used by social media platforms and how these sites
decide what news and information we see. Because of the secrecy
with which platforms protect their algorithms and content modera-
tion practices, which largely has been and continues to be a black
box, consumers have little or no idea how the information they see
has been shaped by the sites that they're visiting.

I have introduced two bipartisan bills to address these issues,
platform accountability and consumer transparency with a PACT
Act, and the Filter Bubble Transparency Act. The PACT Act would
increase transparency around the content moderation process and
provide the consumers more due process when a platform like
Facebook removes posts. And the Filter Bubble Transparency Act
would give consumers the option to engage with Internet platforms
without being manipulated by opaque algorithms. And I would like
to, Ms. Davis, just very briefly discuss those with you today.

Mr. Zuckerberg reportedly resisted proposed fixes because he was
worried it would hurt Facebook’s objective to make users engage
more with Facebook. Ms. Davis, should consumers be able to use
Facebook and Instagram without being manipulated by algorithms
designed to keep them engaged on the platform?

Ms. Davis. Respectfully, Senator, that is not how we think
about—think about our news feed. In fact, our news feed is de-
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been moderated by the platform. So T hope that we can make some
headway on that, and I hope we do it soon. Thank you.
Senator BLUMENTHAL. Thanks, Senator Thune. I call on Senator
Lujan.
STATEMENT OF HON. BEN RAY LUJAN,
U.S. SENATOR FROM NEW MEXICO

Senator LUJAN. Thank you much so much, Mr. Chairman. Ms.
Davis, we have heard from vou today and from others that

ather than argue details,
or no, does Facebook have internal research indicating that
Instagram harms teens, particularly harming perceptions of body
image which dispropartionately affects girls?

Ms. DAVIS. Senator, we have released the two studies in relation
to this. What our research showed was that for people who are
struggling with these issues, that actually more of them found
their engagement on Instagram helpful than harmful. In fact, of
the 12 issues that we looked at, 11 of those were the case for young
girls and 12 of 12 for teen boys.

Senator LUJAN. So one of the challenges that [ am facing here,
Ms. Davis, is that there is two sides to this story. The problem is
Facebook is telling beth sides, you are saying your own internal re-
search is misleading and taken out of context. So please help us get
to the bottom of this. Yes or no, will Facebook release the basis of
the research, the data set minus any personally identifiable infor-
mation to allow for independent analysis?

Ms. DAvis. Senator, we have already released two of the primary
pieces of research. We are actually looking to release additional re-
search and to create greater transparency. We are also quite in-
vested in giving external researchers an opportunity to look at—to
access data in a way that is privacy—privacy protected. In addi-
tion, we fund and research external independent research through
grants, and we would happy to——

Senator LUJAN. Ms. Davis, I apologize. I don’t have a lot of time.
If you could please give me a yes or no to this question, and it is
either yves or no. Will Facebook release the basis of the research,
the dataset, minus any personally identifiable information to allow
for independent analysis?

Ms. Davis. We are looking to release more of that research.

Senator LuJAN. That sounds like a yes. Am I incorrect?

Ms. Davis. [inaudible]l—to do. We have privacy obligations, but
we are looking to provide greater transparency

Senator LUJAN. Again, that is why I am trying to be clear here,
Ms. Davis. You can—I am asking for you to release the data minus
any personally identifiable information. And if I am incorrect with
your answer being interpreted as yes, please correct me.

Ms. DAvis. Respectfulr , Senator, I want to be really clear:

Senator LUJAN. That sounds like a no. There is no reason—I am
just—yes or no. And if the answer is not yes, then it is a no. On
April 11, 2018, I asked Mr. Zuckerberg if Facebook creates shadow
profiles for nonusers that utilize the site without logging on or offi-
cially creating an account. Despite ongoing and public reporting on
this issue, in response, Mr. Zuckerberg claimed that he had never
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Ms. Davis. Actually, the research that has been released and has
been reported on looks at whether a young person thinks that
they—that their first thoughts of suicide occurred on our platform.
And, you know, while the numbers there show about 0.5 percent,
about a half a percent do, that is one too many.

As someone who had a brother who died by suicide as well as
a very close college friend, if there is one person on our platform
who attributes their suicidal ideation to our platform, that is one
too many and we care deeply about it. And we have built product
changes to address that. So we have a suicide prevention reporting
flow where you can actually connect with a crisis counselor right
from that point, reporting flow. Family members who report some-
thing can actually connect with the person immediately, because
our experts have told us that when they connect with that person
that is one of the best ways to prevent suicide.

We take this issue very seriously and we are the industry leader
when it comes to preventing—addressing suicide on our platform.

Senator LUJAN. And my final question, Mr. Chairman. Yes or no,
has Facebook ever found a change to its platform would potentially
inflict harm on users, but moved forward because the change would
also grow users or increase revenue?

Ms. Davis. That has not been my experience at all at Facebook.

We care deeply about the safeti and security of the people on our

platform. We have invested in it. We have thousands
and thousands of people working on this issue. That is just not how
we would approach it.

Senator LUJAN. Mr. Chairman, I hope that the answer to the
very first question that I asked will be a profound, yes. The one
area that Facebook can make structural changes here is by simply
making research public by default, allow real independent over-
sight, and I look forward to that information being given to the
Committee. If not, I look forward to requesting it formally. Thank
you, Mr. Chairman.

Senator BLUMENTHAL. Thanks, Senator Lujan. And I think you
are absolutely right. In that regard, let me just ask Ms. Davis. You
have refused to commit that these research and findings will be
made public. Who will make that decision at Facebook?

Ms. Davis. I don’t know that there is any, Senator, that there is
any one person who will make that decision. I do know that there
are many people looking——

Senator BLUMENTHAL. Well, let me—let me just ask you this.
Isn’t it a fact that Mark Zuckerberg is the one who will make that
decision?

Ms. Davis. Respectfully, Senator, this is the kind of decision that
would involve many people in the company. We need to look at our
privacy obligations and we are looking to be—to provide more
transparency.

Senator BLUMENTHAL. Well, with all due respect to you, the word
transparency is easy to use, it is hard to do, and so far there is
nothing that you have said to indicate that disclosure of these find-
ings, conclusions, recommendations, facts known to Facebook about
the harmful effects of its products will be made available. And, in
fact, that a decision will be made by any specific time or by any
particular individual. Can you tell us more?
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Senator BLACKBURN. You get parental consent. Why don’t you
submit to us for the record a screenshot of what you use as a pa-
rental consent form? Will you do that?

Ms. DAvis. Senator, I would be happy to take your request back
to the teams that do the research.

Senator BLACKBURN. No, we want a copy of the form. If you get
parental consent, there has to be some kind of form that is signed.
So even if it is a digital signature. So why don’t you submit that
to the record? Will you submit the form for the record?

Ms. Davis. Senator, I will go back to the teams and bring that
request to them.

enator BLACKBURN.

am sure P

1S. in some of the documents we have seen that there is a
real lack of governance. It is kind of his way or the highway at
Facebook. So how long have you worked at Facebook?
Ms. DAvis. I have worked there for 7 years.
Senator BLACKBURN.

s. DAVIS. Senator, we would not do anything in violation of any
law I really—there are 60,000 employees. I have no idea if any—
I would never suggest that I know what e-mails one of our 60,000
employees have deleted.

Senator BLACKBURN. OK, well, how are yo

u restricting access to
data intemalli? Have your policies changed *

AVIS. Senator, not that I am aware of, certainly.

Senator BLACKBURN. OK, so you don’t know if there is a parental
consent form, even though you say you have people sign one if you
are going to do research on their children. I would be interested to
see if it is similar to a medical release form that parents have to
sign. And you don’t know if you have changed any practices about
data handled internally or if you have eliminated data? OK, let me
ask you this, will you commit that Facebook will not take revenge,
retribution, or retaliation against the whistleblower?

Ms. Davis. Senator, we would never take—retaliate against
someone coming to speak for speaking to Congress. That is just not
who we are.

Senator BLACKBURN. OK, but you are not going to say about the
actions? I wasn't asking about speaking in Congress, I was asking
about the actions. But we will leave that where it is. Are you aware
of Facebook enabling tracking on the Uyghur Muslims in Xinjiang
province in China when they would download Messenger? Are you
aware that they have put tracking spyware in Messenger in China?

Ms. Davis. Senator, in fact, we did not put that tracking
spyware, we found that tracking spyware. We removed it. We have
briefed the Senate on it.

Senator BLACKBURN. OK. Why did Senator Blumenthal’s office so
easily access Instagram and set up this account for a 13 year old
and then immediately they began to receive information about eat-
ing disorders and self-harm content? What kind of artificial intel-
ligence are you using that would direct them that way?
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Ms. Davis. Senator, we do not direct people toward content that
promotes eating disorders. That actually violates our policies, and
we remove that content when we become aware of it. We actually
use Al to find content like that and to remove it.

Senator BLACKBURN. OK, so what you are saying is the experi-
ence that Senator Blumenthal’s office had is an outlier or an anom-
aly. Is that correct?

Ms. Davis. Senator Blackburn, I haven’t seen the particular
things. T would take a look, but I can tell you that our policy

Senator BLACKBURN. I am sure he can send you the digital copy
of the poster that he had here. So thank you. And Mr. Chairman,
I yield my time.

Senator BLUMENTHAL. Thank you, Senator Blackburn. And we
can make available to you, Ms. Davis, all of the information about
how easily and readily we put this profile of a 13 year old young
woman on and the reactions on eating disorders. I am sure you al-
ready have the findings and evidence that supports our conclu-
sions. Senator Lummis is on remotely.

STATEMENT OF HON. CYNTHIA LUMMIS,
U.S. SENATOR FROM WYOMING

Senator LUMMIS.

under one 1n three teen girls reporte e Instagram app made
them feel worse about their body image. Another significant portion
of users also reported increased feelings of anxiety, suicidal
thoughts, depression, and eating disorders as a result of the app’s
use.

Unfortunately, this research did nothing more than confirm
many of our earlier intuitions and suspicions, social media can be
dangerous to your mental health. I look forward to more studies on
the impact of social media on mental health. However, I am con-
cerned by the consistent lack of transparency from Facebook. The
fact is that this committee would not be here without the brave
whistleblower who stepped forward to shed light on this issue, an
issue that many of us had previously sought answers to before and
that we now seek answers to today. We must remember that de-
spite apps that purport to be free for us to use, there is a very real
cost, one that often comes at the price of our youth’s mental health.

I was fortunate to grow up without the pressures of social media,
but for the first time in today’s generation, the children struggle
with how to grow up managing a virtual version of themselves, all
while the billion dollar industries compete for their time, informa-
tion, money, and attention.

So I firmly believe that more must be done. I recently signed on
to a bill that would update the Children’s Online Privacy Protec-
tion Act by placing sirict restrictions on behavioral advertising di-
rected at children. So my question for you, Ms. Davis, has Facebook
conducted research into how children are more easily manipulated
by highly personalized advertising?

Ms. Davis. Senator, T would not be familiar with that research.
What I can tell you is that we have very limited advertising to
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young people. You can only actually now target a young person
based on their gender, age, or location. For messenger kids for
under 13, we actually don’t allow ads at all. And I think we would
want to know how we can safely provide an experience for young
people on our apps in relation to advertising. And that is why we
have our rules in place.

Senator LuMMIs. Has Facebook withheld any other relevant in-
formation relating to its service’s impact on mental health scares.
Here is why I ask. When asked during a Congressional hearing in
March of earlier this year about the impact of social media on chil-
dren’s mental health, Mr. Zuckerberg responded, “the research that
we have seen is that using social apps to connect with other people
can have positive mental health benefits.” That is only one side of
the coin.

This answer clearly only told part of the story. These documents
reveal Facebook knew that. How can Congress or Facebook users
have confidence in the credibility and safety of Facebook moving
forward, and is Facebook withholding information about studies
they have done on negative mental health consequences?

Ms. DAvIS. Thank you. Thank you for your question, Senator.

shell research.

It is research that is—currently there is similar research out of
Harvard, out of Pew, out of Berkeley. That doesn’t mean we don’t
take it seriously. We do this research to improve our product, to
make our products better for young people, to provide them with
a positive experience. Right now, young people tell us—8 out of 10
tell us that they have a neutral, positive experience on our app. We
want that to be 10 out of 10. If there is someone struggling on our
platforms, we want to build product changes to improve their expe-
rience and help support them.

Senator LumMMIS. So do you have information that from the 2 out
of 10 who have not had neutral or positive experiences, so you
know how to adapt the presentation of your product to consider the
fact that some children seem harmed or negatively impacted by
what they are seeing?

Ms. Davis. Thank you, Senator. I really, really appreciate that
thoughtful question. Actually, some of the research that we did was
to actually find out from those teens what they thought could be
particularly helpful to them. And one of the things that they identi-
fied is inspiring content or content that talks about people over-
coming these particular issues, uplifting content. And so we are ac-
tually looking at some product changes to find ways to nudge that
content to individuals who are struggling.

Senator LumMIs. Thank you, Ms. Davis. Mr. Chairman, I yield
back.

Senator BLUMENTHAL. Thank you, Senator. I am going to do the
second vote and yield to Senator Cruz for his questions, and T will
be back shortly.
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STATEMENT OF HON. TED CRUZ,
U.S. SENATOR FROM TEXAS

Senator Cruz. Thank you, Mr. Chairman. Ms. Davis, where are
you right now?

Ms. Davis. Washington, D.C., in a conference room.

Senator CruUZ. So you are in Washington, D.C. Why aren’t you
in this hearing room right now?

Ms. Davis. This is where I was told the come with COVID proto-
cols, for the safety and security of my family.

Senator CrUZ. Facebook is in the process of hiding. Facebook is
in the process of trying to avoid accountability. You are not phys-
ically here, even though you are blocks away from us. So you are
sitting in a conference room, but you don’t want to actually face
Senators and answer questions. Last week, a colleague of yours, |
guess, didn’t have the instincts of hiding that you did.

Mr. Satterfield actually came physically and was here for a hear-
ing. And by the way, we have hearings every week, even with
COVID. So it is witnesses that want to hide and avoid us that that
are not physically here and choose to do it over video as well. But
your colleague, Mr. Satterfield, played the Sergeant Schultz game.
If you remember the old TV show Hogan’s Heroes. His testimony
was essentially, I hear nothing, I see nothing.

And so when it came to Facebook’s research concerning the in-
credible harm that Instagram is inflicting on young girls, your col-
league Mr. Satterfield said, he didn’t know anything about it. That
he didn’t cover those issues, he didn’t know anything about it. So
I would assume, Ms. Davis, as global head of safety, you are famil-
iar with these issues?

Ms. Davis. Certainly.

Senator CrUZ. So you are not going to plead ignorance, as Mr.
Satterfield did, is that right?

Ms. Davis. I will answer questions about—in my area of exper-
tise, of course.
Senator CRUZ.

5 ys attention to a lot of the impact
research that we do, ‘and I would—I don’t know whether he was
aware of the specific piece of research, but I know that he is look-
ing at the research as we all are. I work with the research teams
on a weekly basis, a daily basis, actually, in relation to the safety
and security of the people on our platform.

Senator CrUZ. Alright. So you said you weren’t going to plead ig-
norance. Your very next question is, I don’t know. It was reported
Mark Zuckerberg was personally aware. Have you ever discussed
this research with Mark Zuckerberg, yes or no?

Ms. Davis. This particular research, I don’t remember discussing
that with him, no.

Senator Cruz. OK. A minute ago, you said that this research
was, and I wrote it down because the phrase really jumped out at
me—you said, “this is not bombshell research.” I found that a pret-

; remarkable statement.
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F Is that right? Is that a conclusion of your re-
search?

Ms. Davis. Respectfully, Senator, actually, what the research
shows, if you look at it more carefully, is that about 0.5 percent of
teens indicate a connection of suicidal ideation to their Instagram
use, and these are just teens who have that ideation. That is 0.5
percent too many, and we have invested incredibly heavily in sui-
cide prevention on our platform. For example, we have reporting
flows specifically dedicated

Senator CRUZ. So you just suggested a moment ago—you just
suggested a moment ago that I look at the research more carefully.
How would you propese I do that? Have you released the research?

Ms. Davis. We have released two of the primary pieces of re-
search that are part of that story, and we are looking to release ad-
ditional research.

Senator CRUZ.

AVIS. It 1s a misunderstanding of the research. But I would
pomt you to the blog posts that our Vice President of Research
wrote that goes through—and explains the research.

Senator CRUZ. And has the full research been released or not?
Ms. DAvis. Actually, Senator, we have released two of the spe-

cific studies and we are looking to release more research

Senator CrRUZ. So what is the research you haven’t released?
What are you keeping secret? Because you are telling us if only you
knew the full research and then at the same time, you are not re-
leasing the research. So which is it?

Ms. Davis. I am not sure I understand your question.

S?enator Cruz. Do you want us to examine the full research or
not?

Ms. Davis. Released two primary sources. We are trying to re-
lease others. I believe you have

Senator CrUZ. So you have cherry picked the ones you want us
to see. Have you released the research—I haven’t seen this re-
search, so if you have released it, I will happily take a look at it?

1S 13 your own researcher concluding, percent

ritish users and 6 percent of American users trace their desire

to kill themselves to Instagram? Have you released the underlying,
the entire underlying research behind that?

Ms. DAvVIS. Senator, again, I disagree with the characterization

Senator CRUZ. Have you release e entire research behind it?
Have you released the research behind it? The entire research?
Ms. Davis. We have released the two studies as I have said
Senator CRUZ. So you have cherry picked part of the research
that you think helps your spin right now. So let me ask you, if 6
percent of American users trace their desire to kill themselves to
Instagram, you just said that’s not bombshell research. Tell me
;)vl’])at would be bombshell research if 6 percent is not, what would
e?
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refer to it as privacy from their parents. What—in my interaction
with teens, what I found is that they sometimes like to have an ac-
count where they can interact just with their—with a smaller
group of friends.

Senator BLUMENTHAL. Well, Finsta is one of your products or
services. We are not talking about Google or Apple. It is Facebook,
correct?

Ms. Davis. Finsta is slang for a type of account. It is not——

Senator BLUMENTHAL. OK, will you end that type of account?

Ms. Davis. We—I am not sure I understand exactly what you are
asking. What I can say is that based on what we have seen in
terms of teens using those kinds of accounts, we have actually
given them additional privacy options to address those kinds of
issues, where they want more privacy so they can have more pri-
vacy.

Senator BLUMENTHAL. Well, I don’t think that is an answer to
my question. I think we have reached the end of our hearing. We
have another vote. I don’t think any of my colleagues have any
other questions. So scrry, Senator Sullivan.

STATEMENT OF HON. DAN SULLIVAN,
U.S. SENATOR FROM ALASEKA

Senator SULLIVAN. Thank you, Mr. Chairman.

Senator BLUMENTHAL. I am so glad you are here. I am glad I ran
into you on the floor.

Senator SULLIVAN. Yes. Thank you for holding this hearing. And
I think it is a really important hearing. And I know you care a lot
about it. I care a lot about it. So, Ms. Davis, it is probably—well,
I want to ask you, but I have three daughters, and when I read
the—when I read the I was shocked, but,
you know, in some ways, NnOU SUrpris e I think we have
seen a lot of this. So when you are looking at your applications,
your services, do you balance the mental health needs of Americans
versus the addictive nature of the products that you sell?

Ms. Davis. Thank you, Senator. I think you were going to ask
me whether if I have children. I do. I have a 23 year old daughter.
First of all, T don’t agree with the characterization of our product,
but in fact, we do think quite seriously and——

Senator SULLIVAN. What don’t you—sorry, I am going to inter-
rupt here. What don’t you agree with I just said? Adgictive nature?
I said addictive nature versus mental health. What two phrases did
you not agree with?

Ms. Davis. So I disagree with calling our product addictive. I also
think that is not how we build products. But to your question——

Senator SULLIVAN. No, T mean—sorry, I am going to drill down
on that. You don’t think you are—you don’t think your products are
addictive in terms of teenagers constantly wanting to be engaged
in social media?

Ms. Davis. Senator, as a parent and as someone who talks to
parents quite a bit, it is—certainly parents, all parents, I haven’t
met a parent who doesn’t think about the time that their child
spends on their phone. And one of the things actually that we have
done to actually to try to address that is to make people aware of
how much time they are spending. There is a dashboard where
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they can see it. They can actually set a reminder to let them know
that they have been on so they will get off.

In addition, we are looking at something called take a break,
which would prompt somebody when they have been on to take a
break. So that, I think gets at your questions, but I want to——

Senator SULLIVAN. So is you—let me—I want to—well, I will let
you get to mental health, but I want to drill down on this addictive
element. But isn’t part of your business model to have more eye-
balls for a longer amount of time engaged using your services?

Ms. Davis. Respectfully, Senator that is not actually how we
build our products. In fact, we made changes to our news feed to
allow for more meaningful interactions, knowing that that would
impact the time spent. In fact, it did impact the time spent by
about 50 million hours per day. But we did it anyway because we
were trying to build a positive, more positive experience.

Senator SULLIVAN. So can you address the issue of mental
health? Were you aware of these mental health challenges for teen-
age girls? I am sure you have seen the statistics more broadly
about suicides for teenage American females. What are you doing
to address that? And were you aware of these challenges, according

L!s. !AVIS. !er!am.y, !enagr. ! am very aware of the issues that
teens face. I used to be a middle school and high school teacher and
had a teenage daughter and was a teen myself. And being a teen
comes with some—comes with challenges. And that is reflected
sometimes in our platform. And what we have done, and why we
did this research was to identify where those challenges may be on
ﬁuf platform and how we could potentially change our product to

elp.

What we saw with that research was that in out of 12 issues,
really challenging issues, issues like anxiety, depression, loneliness,
sadness, that out of 11 out of 12 teens, more teens said that they
thought that their experience on the platform was helpful than
harmful. Now, the teens where they found it harmful

Senator SULLIVAN. But do you believe that? I don’t——

Ms. Davis. We actually want to make those changes. We want
to make changes to actually provide them with a better experi-
ence—

Senator SULLIVAN. You—sorry, I am going to interrupt. My time
is getting shorter. Do you have evidence that those issues, isola-
tion, mental health, do you have evidence that those challenges
and mental health challenges are actually helped by using, for ex-
ample, Instagram, more or less. Are you telling me that the use of
your products, actually limits those challenges? I think it is almost
obvious that they increase those challenges. So what is your testi-
mony today? I thought you said that it actually reduces that, is
that what you just said? Because I find that quite remarkable.

Ms. Davis. Thank you, Senator. Actually, there is a blog post
that our Vice President of Research has released on this. 1 want
to be really careful that this research is not causal research, it is
what teens said about their experiences on our platform. And the
numbers that you are talking to speak specifically to teens who
identified as suffering from these particular issues. I think what is
really important here, though, is that this research actually is
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Question 4. Will Facebook’s Board of Directors have any role in making this deci-
sion to unpause “Instagram Kids™? If so, describe what role the Board will have.

Answer. Please see the response to your Question 1.

Question 5. Please name the individual who has the final authority to “unpause”
the “Instagram Kids” program.

Answer. Please see the response to your Question 2.

Profits. Last quarter, Facebook publicly reported that its advertising revenue per
user in the United States and Canada was $51.58.

Question 1. How much of the advertising revenue per user in the United States
and Canada came from each of (a) Facebook, (b) Instagram, (c) Snapchat, and (d)
all other Facebook services?

Answer. We do not break out this information publicly in this way. We publicly
report our Average Revenue per User (ARPU) on Facebook, both for advertising and
odl:gr revenue, broken out by geographic region. In the U.S. and Canada, Facebook’s
ARPU from advertising (calculated by dividing Meta’s advertising revenue by
Facebook’s monthly active users) was $51.58 in the second quarter of 2021 and
$50.34 in the third quarter of 2021. We also report the Average Revenue per Person
(ARPP) across Meta’s family of apps, both for advertising and other revenue. Meta’s
ARPP from advertising across its family of apps was $8.21 in the second quarter
of 2021 and $7.98 in the third quarter of 2021. For more information, please see
our latest earnings presentation (https://s21.q4cdn.com [ 399680738/ files /doc finan
cials/2021/q3 | FB-Earnings-Presentation-Q3-2021.pdf). Snapchat is not a Meta plat-
form.

Question 2. How much of the revenue per user came from users under 18?

* Please provide a breakdown by (a) Facebook, (b) Instagram, (c) Snapchat, and
(d) all other Facebook services.

o If precise figures are unavailable, explain why and provide estimates.
Answer. We do not break out this information publicly.

Value Young Users.

Question 1. Why are children ages 10-12 so valuable to Facebook?
Answer. We require a minimum age of 13 to use Facebook and Instagram in the
U.S. It is common for social media companies to try to understand how teens and
preteens use technology. Like all technology companies, we want to appeal to the
next generation, but to be clear, we do not knowingly attempt to recruit people who
aren’t old enough to use our apps.

We started our work to buil‘:'lsan Instagram experience for tweens (aged 10-12)
to address an important problem seen across our industry: kids are getting phones
younger and younger, misrepresenting their age, and downloading apps that are
meant for those 13 or older. We believe that it is better for parents to have the op-
tion to give tweens access to a version of Instagram that is designed for them—
where parents can supervise and control their experience—than to have them lie
about their age to access a platform that wasn’t built for them.

We were working on delivering experiences that are age-appropriate and give par-
ents and guardians visibility and control over what their tweens are doing on]I;:e
like an Instagram experience for tweens. Other companies also have recognized
these types of issues and built experiences for kids. For example, YouTube and
TikTok both have versions of their apps for those under 13. The principle is the
same: it’s much better for parents ang guardians to have the option for their kids
to use a safer, more age-appropriate version of social media apps than the alter-
native.

Question 2. What is the lifetime value of a user for kids who start using Facebook
products before age 13?

Answer. Please see the response to your Question 1. We prohibit users under the
age of 13 from using Facebook or Instagram. When we learn an underage user has
created an account, we remove them from the platform. We do not calculate a life-
time value of Messenger Kids users.

Question 3. Does Facebook have any analysis that examines the financial value
of users to the Company?

e Describe all such analyses involving users in the United States, including but
not limited to the expected revenue per user for those who start using its prod-
ucts before age 13.
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to “mute” accounts to control what posts you see, a feature called “You're All
Cau‘fht Up” that lets you know when you've seen all the recent content in your
Feed, and time management tools where you can see your total time on the app
each day and set a faily reminder that alerts you when you've reached a set
amount of time on Instagram.

These are just examples of the types of products and controls that we have
launched puh{icly or are continuing to explore based on this research. And we're
constantly working to improve. For example, we're exploring two new ideas: encour-
aging people to look at other topics if they’re dwelling on content that might con-
tribute to negative social comparison, and a feature called “Take a Break,” which
allows people to put their account on pause and take a moment to consider whether
the time they're spending is meaningful.

Question 3. Did she make any recommendations about changing Facebook’s prod-
ucts in response to the research?

e Please describe those recommendations in detail.

e Who helped her develop those recommendations? Please provide their names.

Answer. Please see the rzsponse to your Question 2.
Question 4. Did Facebook enact her recommendations?
e When?

e Who was responsible for enacting those changes?

e Did she recommend any actions that the company declined to take? If so, what
were those actions?

¢ Did anyone at Facebock follow up on the changes it made to determine whether
they were actually mitigating the problems identified in the research? If so, who
did that, and what did the investigation show?
Answer. Please see the rasponse to your Question 2.
Question 5. Did anyone else at Facebook make recommendations in response to
the research?
If so, who?
What recommendations were made?
Were they enacted, and if so, when?

Did anyone at Facebook follow up on those changes to determine whether they
were actually mitigating the problems identified in the research? If so, who did
that, and what did the investigation show?

.
.
.
.

Answer. Please see the rasponse to your Question 2.

Question 6. Ms. Davis testified that Facebook made changes about how eating dis-
order information is provided on Instagram in response to the research. To the ex-
tent not previously covered in responses to the previous questions, describe all prod-
uct changes Facebook made as a result of her recommendations about these trou-
bling research findings.

Answer. Please see the response to your previous questions.

RESPONSE TO WRITTEX QUESTIONS SUBMITTED BY HON. BEN RAY LUJAN TO
ANTIGONE DAVIS

Data Transparency. During her testimony, Ms. Frances Haugen stated that “I be-
lieve, in collaboration with academics and other researchers, that we can develop
privacy-conscious ways of exposing radically more data that is available today. It
is important for our ability to understand how algorithms work, how Facebook
shapes the information we get to see, that we have these data sets be publicly avail-
able for scrutiny.”

We must have real transparency. Data should be made publicly available in a way
that preserves user privacy and confidentiality by default. With that in mind, I will
repeat a question from the hearing.

understand the responsibility that comes with operating a global tech platform, and
we take it very seriously. We undertake research to ask ourselves hard questions—
to spot any potential gaps in our systems and to identify any potential problems to
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ward because it would grow users or increase revenue. In your response, you
claimed that this was not your “experience at all at Facebook.”

T would like to reassert the question for the record. In her testimony, Ms. Haugen
stated that “Facebook prioritized that content on the system, the reshares, over the
impacts to misinformation, hate speech or violence incitement.”

Question. Has Facebook ever made internal product decisions that prioritized en-
gagement over the potential impact on misinformation, hate speech, or violence and
incitement?

Answer. As an initial matter, we prohibit terrorist content, hate speech, and other
content that violates our Community Standards. Additionally, under our Commu-
nity Standards, we remove misinformation that contributes to the risk of imminent
violence or physical harm. When we find this content, we remove it.

More broadly, we build our systems to prioritize meamng‘f‘ul content, rather than
enraging or polarizing content. Our teams work hard to ensure that our systems
help people less frequently see problematic content, like misinformation that is de-
bunked by third-party fact-checkers and borderline policy-violating content.

Facebook’s mission is to bring communities closer together, and, to that end, we
optimize for meaningful social interaction rather than for attention and time. In
fact, back in 2018, we charged the way we approached News Feed rankings to focus
not only on serving people the most relevant content, but also on helping them have
more meaningful interactions—primarily by doing more to prioritize content from
friends, family, and Groups they are part of. We recognized that this shift would
lead to people spending less time on Facebook, because Pages—where media enti-
ties, sports teams, politicians, and celebrities, among others, tend to have a pres-
ence—generally post more engaging (though less personally meaningful) content
than a user’s personal friends or family. But we view this change as a success be-
cause we believe it improved the experience of our users, and we think building
positive experiences is good for the business in the long term. The company’s long-
term growth will be best served if people continue to use and value its products for
years to come. If we prioritized trying to keep users online for a few extra minutes,
but in doing so made them unhappy or angry and less likely to return in the future,
it would be self-defeating.

RESPONSE TO WRITTEN QUESTIONS SUBMITTED BY HON. JonN THUNE TO
ANTIGONE DAvis

Question 1._As you know, on October 14, 2020, Andy Stone. Policy Communica-

owever, ben Schreckinger, a reporter a 0l1t1co, has 1ndepend-
er i conlirme 1at this e-mail and others

oes l'acebook regret harming our democracy by suppressing true information
about the corruption of a presidential candidate at the height of the 2020 presi-
dential campaign?

Answer. In 2019, we announced that, if we identify signals that a piece of content
is false, we temporarily reduce its distribution in order to allow sufficient time for
our independent third-party fact-checkers to review and determine whether to apply
a rating. Quick action is critical in keeping a false claim from going viral, and so
we take this step to provide an extra level of protection against potential misin-
formation. These temporary demotions expire after seven days if the content has not
been rated false by an independent fact-checker.

In the weeks leading up to the election, the Director of National Intelligence, the
Head of the FBI, and the bipartisan leaders of the Senate Select Committee on In-
telligence reminded Americans about the threat posed by foreign influence oper-
ations emanating from Russia and Iran. Along with their public warnings, and as
part of the ongoing cooperation that tech companies established with government
partners following the 2016 election, the FBI also privately warned tech companies
to be on high alert for the potential of hack-and-leak operations carried out by for-
eign actors in the weeks leading up to November 3, 2020. We took these risks seri-
ously.

In the case of the October 14 New York Post story, we were not able to verify
whether the content was part of a foreign influence operation. Given the concerns
raised by the FBI and others, we took steps consistent with our policies to slow the
spread of suspicious content and provide fact-checkers the opportunity to assess it.
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(3) data we receive from partners, including the websites and apps that use our
Business Tools. Our Business Tools Terms expressly prohibit our partners from
sharing with us data they know or reasonably should know is from or about children
under the age of 13.

As far as the amount of data we collect about Facebook users (who are required
to be at least 13 years old), the answer depends on the person. People who have
only recently signed up for Facebook have usually shared only a few things—such
as name, contact information, age, and gender. Over time, as people use our prod-
ucts and interact with our services, we receive more data from them, and this data
helps us provide more relevant content and services. That data will fall into the cat-
egories noted above, but the specific data we receive will, in large part, depend on
how the person chooses to use Facebook. For examﬂle, some people use Facebook
to share photos, so we receive and store photos for those people. Some people enjoy
watching videos on Facebook; when they do, we receive information about the video
they watched, and we can use that information o help show other videos in their
News Feeds. Other people seldom or never watch videos, so we do not receive the
same kind of information from them, and their News Feeds are likely to feature
fewer videos.

We give people easy access to controls, like Ad Preferences, to manage the ads
they see, learn more about how ads work, and hide ads from specific advertisers or
topics. We know that young people may not be well equipped to make these deci-
sions on their own, which is why we're taking a more precautionary approach. Spe-
cifically, and as you reference, we announced changes this year that allow adver-
tisers to only target ads tc people under 18 (or older in certain countries) based on
their age, gender, and location. This means that previously available targeting op-
tions for users under 18, like those hased on interests or on their activity on other
apps and websites, are no longer available to advertisers. When young people be-
come adults, we notify them about targeting options that advertisers can now use
to reach them and the tools we provide to them to control their ad experience. And
for all users, we do not sell this information to third parties.

Question . A <
hired an outside consultan advise 1t on the risks ol continued traiiicking on its

sites. The consultant recommended that if revenue came in from trafficking adver-
tisements, Facebook should develop a policy to ensure it does not profit off of it.

Has such a policy been adopted?

f so, what are the detsils of this policy? Please share the specific policy. Does
Facebook no longer reap profits from these advertisements, or does Facebook simply
not contract with them in the first place?

If not, what is the delay in creating this policy? Additionally, if Facebook can
identify these advertisements, why can’t they create a method to avoid contracts
with trafficking advertisements in the first place?

Answer. There is no place on Meta’s platfp orms for human trafficking. We prohibit
ads facilitating or coordinating such activities. We want our users to have a positive
and safe experience and strongly oppose the abuse of our apps to facilitate human
trafficking. Facebook and Instagram have long-standing policies and protocols to
combat any such abuse. Our policies prohibit content or behaviors that may lead
to human trafficking. Facebooﬁ has consolidated several existing exploitation poli-
cies that were previously housed in different sections of the Community Standards
into one dedicated section that focuses on human exploitation and captures a broad
range of harmful activities that may manifest on our platform.

We remove content on Facebook and Instagram that facilitates or coordinates the
exploitation of humans, including human trafficking. We define human trafficking
in our Community Standards as the “exploitation of humans in order to force them
to engage in commercial sex, labor, or other activities against their will. It relies
on deception, force and coercion, and degrades humans by depriving them of their
freedom while economically or materially benefiting others.” Our definition of
Human Exploitation adapts the definitions of human trafficking and human smug-
gling from the Protocol to Prevent, Suppress and Punish Trafficking in Persons (Pa-
lermo Protocol) and Protocol Against the Smuggling of Migrants. Bad actors are con-
tinually evolving their taciics to evade enforcement, but we are committed to con-
tinuing to improve so that we can help keep people safe.

Our practices and policies recognize human trafficking is a serious problem that
requires a multifaceted approach across different teams at Facebook and Insta
Human trafficking practices are global and societal issues that require knowledge
of local market contexts. We employ local market experts to understand, identify,
and surface trafficking trends on Facebook and Instagram and train our cross-func-
tional teams to recognize them. We have members of teams across investigations,
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