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Teen Ecosystem: Day in the life, & our family
products’ roles for teens & young people FINAL

intro

Instagram has historically had a foothold as the social media app of choice for the teenage community in many markets and this
population is a priorily 1o acguire and retain in order to sustain growth and engagement. To do this, we must conlinue to evolve
with new generations and maintain culiural relevance globally. To that end, this research will help us to:

» Generste holistic insight beyond the confines of product of ciganizational ines - identify opportunities we might
miss with & namow produd focus, identify new bets.

« Lindersiand the value and role of 1G for leens, in relation fo other apps in the family as well as the broader set of
media touch points in e ives, Discover “Age Up” and 10 onboarding opporiunities acoss the adolescant
development pirocess.

= Haep a pulse on the rapidly changing world of teens and how needs are Tulfilled through people, products, ends
and expatiences in different prionly geographic locations (e, ULS,, Indig, Japan and Brazi).

@ Screen Shot 2020-02-28 ot 10.3504 AM.ong

Fig. 1.1 adapled from Brorfenbrenner’s Bioecological Systerms Theory

Strategy

This will be accomplished by understanding teens fundamentelly (Phase 1), benchmarking thelr scosystem and
axperience at the present (Phases 2-3) and developing ongoeing programs 1o aid in foresight and Innovation for
this user group {(Phase 4).

We will siart our work in the LLS. and expand to other high prionly markels, e.g. India, Brazil and Japan and
capture insights from ags segments reprassentative of each developmental stage of early adolescance (ages 10-
12}, adolescence (ages 13-17} and emerging adulthood {18-22).

We will also work collaboratively with our LUXR pesrs, D8 and Marketing to inform other strategic research
inftiatives such g3 1G Giobal User Segmentation and India as well as with relevant product teams 1o drive the
impact of this research.

Relavant product teams and projects include but are nol mited o

« Communily productieams such as Muliple Accounts, Graph, Welbeing Support, Systams, afc.

» Sharing evperences product leams such as Home Bxperience, Creation - especially Reels, Groups Stodes and
Threads

» Ikarests product teams such as Discovery and Media
« Facebook youlh-focused products such as Messengsr Kids

These teams will be consulted to field open guestions and Wentify opportunities o incorporate their needs and defiver insights
1o iform their product decisions.

Research Questions

= Yhat are the uninue charasctenstics of a kkenage population”?

« YWhat developments! features distinguish segrments of isens fiom each other ared adults?
¢ VWhatdoes the online and offline teenage world look fike holistically?

» How doteens dscover and adopt rends? Who are tendsettars?

= WWhat are the privacy needs of leens and what drives them?

s WWhat level of fiction and change 10 an adopted experience is accaptabls i teens?

« YWhat drives app usage?

HIGHLY CONFIDENTIAL (COMPETITOR) META3047MDL-008-00000138
HIGHLY CONFIDENTIAL — ATTORNEYS' EYES ONLY METATNAG-003-00226722

PX-00506, Page 1 of 12



= WWhatiohs dothe FoAs seve forleens?
¢ WWhich teen needs are unmet by G and the Fof and whaere are they tuming otherwise?
Priority User Segments

« We willlook at atleast 3 age cohorls within the adolescence 1o adulthood development process
o tweens (10-12 yrs okd}

o adoesosnts (13-17 vears old}
o ransition lo eardy adulthood (18-22 vesrs old)

Rasearch Approach

Phase 1: Understanding Teen Fundamenials

Obdective:
= Define “esrs” and bring forward their stages of devalopment with thelr corresponding prionties, struggles, vakies
and needs as they mature and navigate lfe as a vouth. Addiionally, this work will establish cur foundation of
axisting teen product knowlsdge and dearly demonstrate he gaps thet will be addressed in the subseguent projects.
Goak

o Basdline knowledgs and identify gaps
« Engage and excite siakeholdars
Envision whiatl “Winning with Teens” looks fike

®

Execution:
« Agademic itlerature review
e Synithesis of historical Undarstand XFNIG and FB insights (ormer Youth team, Messenger Kids, elc.}
« Stakeholder roadshow informing of fundamentals and forthcoming projects {end of May)

Crufpits

Living artifacts that will evolve as we continue o leam
o Table of core lean jobs that are iinked o heallhy adolescent development

@

o Snapshot of teen behavior and trernds on i today
« Leaicon and shared vorabulary for talking about teens
« Evergreen teen fundamental material ity company-wide distribution

®

Early product Insighis and recommendations

Phase 2: Driving Digital Trends Among Teens

Objoctive:

s Provide g combination of “quick win” product findings and recommendations that alse ladder up o longer lem
siralegic insighis by breaking down ths Tormmuda Tor teen rends (ncluding content, interactions, new apps, sic.)
understanding their cycle and how they meel urrealized needs of leens.

Cieab

o Create a bluepnnt for planting and cultivating new digital trends armong teens
Collaborate with Reels, Home, Bxplore and Threads XFN lo inform decisions for teen-prionty products strategies
s s Legns

&

Execution:

s TBDremols hyvbiid method (eg. inferdsws + concept lasting or focus groups + cognitive walkibrough, o)

@

Collaborate with Marketing and Quart UXR from relevant product teams to iniiate and/or leverage existing suivey
afforts fo size behavior and perceplions as they relale io teen trands In prionly markets and across teenage
sagments in comparison with adul users.

Output
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inforn a corpany wide strategy for planting intemial and enticipating externsl tends among teenags populations

@

Help drive dadsions around Reels implementation and iterations 1o piime adoption among feens

£

Provide insights abouiwhat teens want 10 see in thelr Fead and chape new Teed recormmendations featiies on
Home

®

S

Provide insights about teens’ perceptions of Stores and recormmendations for enhancing trends or other content
throwgh that channs!

Phase 3. Traversing the Teen Ecosystem for New Opportunities

Project A Building Bridges o our Family of Apps

Ohjactive:

¢ Siuate FoAs i the tean estyle across segments and markais,

o DHscover “Age Up” andfor other biidging opportunities to 16 and from 1G to other FeAs
Goak

identify teen jobs FoAs are and are not competing for

@

Validate, identffy dependencies and requirements of an "Age Up” srategy

£

» Protect oucial slements of 10 experience ¢ aoquire and relain teen userbase
Execution:
« Teen FoAJTBD study across tean segments and prionty markels (US., Indig, Brazll, Jepan}

Output

F

inform company-wide strategy for dividing/sharng swim lanes for leen product solutions

®

Generate touch points and Be slage signals 1 inroduce Fod onboarding and value props
e Hoatoormpany-wide Tesn Surmnmit event
+ Seres of Teen JTBD Share-outs {eg. by app, by product space, el

Project B: Teen World immersion
Objective:

s

identify alf of the online and offine components of teenage fe and undarstand how they diverge and infersect to
shape the teen experience and well-baing.

« ldentfy cors value of 1G and competitors for leens acroess teen segmenis and in priorky markets (ULS., India, Brazi,
Japery
¢ identily new meaningfid tesn epportunities and unmet neads for 16 preducts and feaiures to il

« Delver frameworks and recommendations around tsen relationships and wallbeing (eg. Wellbeing, Threads, “tkee
frimrwis” risk and discloaurs mentsl modals, Graph, MAC, etc)

Execution:
« Ethnographic approach (such as contextual inquines, diary shudy, survey) in prigrty madkets (L3, india. Brazi,
Japery
¢ Suvey o understand prevalence of key discovenies and opporunitiss
Output:

= Recommendations for new productfeature area invesiments for 2021+
Provide insights 1o foresee fulure teen generations’ needs and develop shorl term and long term visions

@

Design workshop to materalizs teen opportunities

&

Provide signals 1© 13 DS to infonm i2en data models

»

Phasa 4. Kesping up with Teens

Objechive:
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= Stay abvasst of changes and rends oociiming within sver-evobdng forthcoming teen generations

Geat
« Devalop a program for tracking teen rends and market shifts over the long term. This program could slsobe g
resoures for siress testing een-focused producis/faaiures,
Execution:
« Paricipatony design sessions with power users {(of particular features or generally)
» Flaxdble ong term diary studies acimss 8snags segmernts
« Panet of teen tend spotiers with periodic intenviews and subsequent log data investigations
Cutput:

= Further insight o inform “Age Up” siategy
= Trend candidates o bulld groducifeatures smund

Project Timeline

Timeline

Communication Plan

Pre-Phase: Introduce Effort

Gogle:

« Share Tesen Ecosystem research proposal widely

« Establiish channels of cormmunication for pariner audience and siskeholdar audience
Touchpoints:

s Present proposal to leadership stakeholders (whoever is available?)
¢ Ernall proposal to ol stakehdiders

= Craate canralized open “Tesn Coosystem Discussion” Workplace group
o Sesd exsiing msearrh

o Add all interested patties
o Postproposal, tag stekeholders
o Caphime desirad level of involved stakeholders wanlt to have

Phases 1-3: Regular Cadence
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Conds:

s Lipdate siakeholders as projects develop

« Capture feedbadk and top-of-minds from steksholders

« iniiate and manages coliaborations with Understand XFN
e Sharefndings

« Uhtve impact

Touchpoints
Uindates

« Weekly project updlate posis o parner and stakeholder groups including relevant finks
+ Share shudy decuments, solick feadback as they beoome available 1o partner group

« Email monthly updaie o stakeholders with relevant links

« Project session debriefs (deiviwselly)

Feports

« Share draft o partner group
= Dieliver presentations to stekeholder audiences

s Postio stakeholder group
o Cross post o product leam groups

s Live strear event presentations

s Workshops

« Pargls

¢ Print atifacts (personas, brochires, posieards, otc)

)
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Shayli Jimenez ecited May 18, 2020 2t 8:51 pm

We will start our work in the US U .S ard expand to other high priority markets, e.g. India, Brazil and Japan
and capiure insights from age segments representative of each developmental stage of early adolescance {gges
10-12), adolescence (ages 13- 17) and emerging adulthood (18-22).

Shayli Jimenez May 15,2020 at 11:37pm

B@tty.ll is both. Wae want to leam what neads are baing served by the family and whatl needs are not. Those that we are not
meeting, -~ who are the competitors ars. ideally, we would discover an unmat nead with itis competition

Betty [ Mey 15, 2020t 632am

is the idea to understand which of our competitors they use or how do they spend their free/screen time and what serves those
neads?

Betty!gpened your conversation with Lesh [RERCrvstoe [ steviimenez, Aty M enc veriens I
1

May 15,2020 a1 6:28 am
Betty [Jected My 15 2020 2631 em

Shayli Jimenez edited May 7, 2020 at 12:37 am

« Provide a combination of "quick win™ product findings and recommendations that also ladder up to fonger term
strategic insights by breaking down the formule(s} formule forteen trends and (including content, interactions, new
apps, elc.) understanding thelr apda(s) cydle and how they meet unrealized needs of teens.

Crystina- opened your conversation withLeai'-, Betxy. Shavli Jimenez, Ail)- and Mariana _

May 6, 2020 at 10:46 pm

Shayli Jimenez edited May 6, 2020 at 10:33 pm

« Generate holistic insight beyond the confines of product of organizational ines - identify opportunities we might
miss with a namow product focus. Idenify new..

« G for teens, inrelation to other apps in the family as weil as the broadar set of medis touch points in their lives.
Discover “Age Up”™ and G onboarding opportunities across the adolescent deveiopment process.

« Keep a pulse on the rapidly changing world of teens and how needs are ulfilled through peopls, products, trends
and expetiences in diferent priority geegraphic locations (. U.S., India, Japan and Brazil).

Fig. 1.1 adapied from Bionfenbrenner's Bioecobyical Systems Theuy

This will be accomplished by understanding teens fundamentally {(Phase 1), benchmarking their ecosystem and
axperience at the present (Phases 2-3) and developing ongoing programs o aid in foresight and inncvation for
this user group {(Phase 4). We will start our work in the US and expand to other high priority markats, e.g.
india, Brazil and Japan.

We will start our work in the US and expand to other high priority markets, e.g. india, Brazil and Japan and
capture insights from age segments representative of each developmental stage of early adolescence (ages 10-
12}, adolescence (ages 13- 17} and emerging aduithoed (18-22).
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= WWhat distinguishes segments of leenagers?
« What developments! features distinguish segrments of isens fiom each other arel adults?
¢ Whatdoss the onine and offine teenage world look ke hdlistically?

« We will look at 4 atleast 3 age cohorts within the leen segments adolescance o adulthood developrmesnt provess
o tweens (10-12vis dld)

o eatdy high school adolescents (13-17 vears old}
o late high schodl

o wansition (o sarly adultthood (18-22 years old)

s Discover “Age Up” andior other bridging opportuniies bebween 1o 1G and from G o other FoAs

Shayll Jimener enabled link sharing - View/Edit May 6, 2020 2t 3:34 pm

Shavll Jimenez edited May 6, 2020 at 228 pm

Teen Ecosystem: Day in the life, & our family
products’ roles for teens & young people vZ2

intro

instagram has histoncally had a foothold as the social madia app of choice for he lesnage community in many markets and this
populaticst is a priorty to acguire and relain in order o sustain growth and engagament. To do this, we must continue 1o evolve
with naw generations and mainialn cultural relevance globally. To that end, this research will help us i

+ Generate holistic insight bayond the confines of product or ciganizational ines - identify opportunitiss we might
miss with & narrow produdct focus. identify new bats.

= Keep a pulse on the rapidly chenging world of leens and how neads are fulfilled through people, producis and
sxperiences in different priodly geographic locations {ie. LLS,, India, Japan and Brazil),

« Urdderstand the valus and role of 103 for feens, in relation o other apps In the farmily as well as the broader set of
madia fouch poinis in thelr ives,

Strategy

This will be accomplished by understanding teens fundamentally (Phass 1), benchmarking thelr ecosysiam and
axperience al the present (Phases 2-3) and developing ongoing programs to aid in foresight and innovation for
this usar group {(Phase 4). We will start our work in the US and expand to other high priority marke!s, e.¢.
india, Brazil and Japan.

We will alse work coliaborativaly with our UXKK pesrs, DS and Marketing o inform other strategic ressarch
inftiatives such as 1G Giobal User Segmentation and India as well as with relevant product teams 1o drive the
impact of this research.

Redevard product leams and projects incude but are not fmited o

« Commumity product teams such as Multiple Accounis, Graph, Wellbsing Support, Systems, efc.

= Sharing expenences product lsams such a3 Horme Expearience, Ureation - especially Resls, Growps Siories and
Thrsads

o inferests productieams such as Discovery and Media
» Facebook youth-focused products sich as Messenger Kids

These teams will be consulled 1o field opan questions and identify opporiuniiies (o incorporate thel needs and deliver insights
o inform hsir product decisions,

Resasarch Questions

HIGHLY CONFIDENTIAL (COMPETITOR) META3047MDL-008-00000145
HIGHLY CONFIDENTIAL — ATTORNEYS' EYES ONLY METATNAG-003-00226729

PX-00506, Page 8 of 12



Vhat are the unique charadieristics of 2 tesnage population?

®

What doss the online and offiine lsanage world ook ke holisticaliy?

&

« What distinguiches segments of lsenagers?

o How do teens discover and adopt trends? YWho are rendsetters?

= YWhat are the privacy needs of teens and what dives them?

What level of friction and change 1o an adopled experience is actepiable 10 tsens?

®

What drives spp usage?

@

Whiat jobs do the Fohs serve for teens?

#

« Which teen needs are unmet by 1G and the FoA and where are they urning otherwise?

Priority User Segmenis
= Ve will ok &t 4 age cohorts within the teen ssgmenis
o bvesns
o eatly high school
o late high schodl
o transition 1 early adulthood

Rasearch Approach

Phase 1. Understanding Teen Fundamentals
Objectve:
« Deifine “eans” and bring forwsrd thelr stages of development with thelr corresponding prionities, struggles, values

and needs as they maturs and navigate ife as a youlh. Additionally, this work will establish our foundation of
exdsting teen product knowledge and dearly demonstrate the gaps that will be sddressed in the subsequent projects.

Gest
» Baselne krowledge and identify gaps
s Engage and excite stakeholders
s Envision what "Winning with Teens” iooks ke
Executicn:
« Acadernic flerature review
» Syrihesis of histoncsl Understand XFN G and FB insights (ormesr Youth team, Messanger Kids, ele)
« Slakeholder roadshow informing of fundarmenials and forthcoming projedts (end of May)
Cutpul

Living artifacts that will svolve as we continus 1o leam
o Table of core leen jobs that ars Inked o healthy addlescent development

£

o Snapshot of teen behavior and trends on G today
» Lexicon and shared vouabulary Tor tlalking about teens
« Evergreen ieen fundamental mateniat for company-wide distibution
« Early product insighis and recomimendations

Phasse 2. Driving Digital Trends Among Teens
Obdective:

» Provide g combination of "quick win” product indings and recommendations thet also ladder up 1o kknger temm
strategic insighte by braaking down the forrmudals) for tsen rends and undesstanding thelr eycled(s).

Goah
+ Create a blueprint for planting and cullivating new digital trends smong teens
« Collaborate with Reels, Home, Explore and Threads XFN to inform decisions for teen-prionty producis stategies
such as Legns
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Exscution:

TBD remocte hybiid method (8. inferviews + concept tasting or foCuUs groups + cognitive walkthrough, eic)

®

Collaborate with Marketing and Quant UXR from relevent product eams to initiste andior levarage existing survey
sfforis to size behavior and perceplions as they relate to teen trends in prioty markets and across teenage
segmenis in comparison wilh adult users.

Ot

inform a company wide sirategy for planting internal and antivipating extemal rends among teenage popiations

@

@

Help drive dedisions around Reals implamentation and iterations o prime adoption among leens

®

Provide insights about what teens want to see inthelr Feed and shaps new fesd recornmendations features on
Home

Provide insights about teens” percaptions of Storles and recormmendations for enhancing trends or other content
through thet channel

*

3

Phase 3: Traversing the Teen Ecosystem for New Opportunities
FProject Ar Tean World Immersion
Objechive:

Idenfily all of the anline and offine components of teenage e and understand how they diverge and intersectio
shaps the sen exparance and well-baing.

®

Goak

identify core value of G and competitors for leens acress teen segmenis and In prioriy markats (ULS., India, Brazil,
Japarg

&

identify new maaningfd een cpportunities and unmet needs for 1G products snd features to Al

@

£l

Delver frameworks and recommendations around teen relationships and walibsing {eg. Wellbeaing, Thieads, "dose
friends” risk and disclosura mental modsls, Graph, MAC, efc)

Exscution:

Ethnographic approach (such as contexiual ihquiries, diary study, survey) in prionity rarkets (ULS,, India, Brazd,
Japeary

®

« Survey © understand prevalence of key discoveries and opportuniies
Output

» Recommendations for new productfesire arsa vasiments for 2021+
Provide insights 0 forssee future isen generafions’ needs and develop short term and long term visions

@

Design workshop (o materialize teen opporlunilies

@

« Provide signals 101G DS b infonm teen dala models
Frofect B Buikding Bridges to owr Family of Apps
Objactive:

» Siluate Fods in the teen lestyle across segments and markets.
Chscover "Age U™ andior other bridging opporiunities belween IG and Fods

[

Geast
» ldentify taen jobs Fols are and are not competing for
s Validate, identify depandencies and requiremenis of an "Age Uip” strategy
s Protec orucial elements of IG exparience o acouirs and relain feen user base
Execuficn:
+ Tesh FoAJTBD sty across teen segrmenis and pricily markets (LS., Indiz, Brazl, Japan)
Output
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+ informn company-wids strategy for dividing/shanng swim lenes for lsen product solutions
« Cenerate touch points and life stage signals fo inroduces FoA onboarding and value props
« Hostoompany-wide Teen Surmmit event

e Series of Teen JTRD Share-culs (eg. Dy app, by product space, aic)

Phase 4: Keeping up with the Kids
Objactive:

s Slay abregst of changes and erds ceouring within ever-evolving Torhooming teen genstations

ieak
« Develop a program for tracking taen trends and markel shifis over the long tenm, This program could also be g
resource for stess lesling leen-focused productsffeatures.
Execution:
» Pariicipatory design sessions with powsr users (of particular features of generally)
s Flaxible long term diary studies across fsenage segments
s Panel of een ttend spotiers with perodic Inferviaws and subsequent log data investigations
Ottt

s Further insight o inform "Age Up” staiegy
« Trend candidates to bulld productfeaiures around

Froject Timeline

Communication Plan

Pre-Phase: Introducs Effort

Gioale:

s Share Teen Ecosystern research proposal widely

» Establish channels of communication for partner audience and siskeholdar audience
Touchpoinis:

¢ Lreate cosed Waorkplace "working group” for Understang XN
o Add UXE, DS, Maketing parners
o Capture any feedbad on proposal
s Prasent proposal (o leadership stakeholders {(whosver is availeble?)
« Email proposat to 2 stakeholders
» Create centralized open “Teen Ecosystemn Insights FYT" Workplace group
o Seed edsing resesich
o Add all interested paries
o Post proposal, lag stekeholders
o Caplure desired level of involved stakeholders want to have

Phases 1-3: Rsgular Cadencs

Giosls:
« Lipdate stakehclders a5 projects develop
s Capdure feadbadk and top-of-minds from stekeholders
+ initiate and manage collaborations with Understand XFN
« Share fndings
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= Drive impact

Touchpoinis:
Updates

+ Weeldy projsct update posts o periner and stakeholder groups including relevant finks
= Share study documents, solicit feedback as they become available (o pariner group

« Emallmonthly updats t© slakeholders with relavant links

e Project session debiefs (dailyiweekly)

Reporis

« Shars draft to pariner group
e Dieliver presenistions to siskeholder sudiences
« Postio stakeholder group

o Cress post o product team groups
« Live siream event preseniations
« Warkshops
o Pargls

« Printarffacts (personas, brochures, postcards, etc.)

Shavl Jimenez created the docurment May 6, 2020 at 3:34 pm
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