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H2/H1 2018 Youth Team Review

H2 Summary

GOALS

2 U3

3 Messenger Kids

&4 Teens

We'll successfully iaunch & get to product market fit
with at least ane cohort of children undear 13,

Massenger Kids was launchad
sureessfuily on Deo 4th IV's too early
to teil if the product has market fit.

Onboarding &
Cannection

Well have nelped teens successtully onboard to
Face book and connect to their teen friends, Goat:
+10% taen WAPE 14 in regions whare we're strong
but at risk, which will result in a teern DAF increasea.

We nivoted away from anboarding as
a focus to a goal of "And lavers for
growth", The tearm was successful in
finding 3 lavers that incraasa topline
teen matrics.

&) Audience Controis

Sharing Formats le:
T | pells, reshares,
menies

YWl have identified ainapproach to audience
contrels which ieads to & step function incraase in
sharing. Goal: +3x Post Sessions amang one or
more cohots

e will have successfuily proven or disproven that
new sharing formats targetad to teens can increase
engagemant,

Chir smali groups work has shown
promising resulis but we have yet to
find a solution that unlocks
meaningful teen sharing despits
taking several bets inH2,

taunched visual polis sharing format
which showed 2.5x engagement with
taans over adults,

HIGHLIGHTS

¢ |aunched Messenger Kids, Facebook's first product in the under 13 category.

¢ Acquired TBH, an app popular with US teens with a team of four who have deep spe-
cialized knowledge building apps in the {een space.

®= Discoverad our first 3 levers that increase teen engagement on FB Blue.

& Shipped our Age Affinity model to accurately predict teen/non-teen classification of
Facebcok users globally, Recall improvement 73% — 85% { non-US .

¢ Finished staffing key vouth leadership roles ( Analytics, PM, Eng ) and grew from 24 1o
05 engineers,

* Spun up a new Youlh Defense Team which monitors company-wide experiments o de-
fensively flag negative teen impact by tests octher teams are running.

# Our Small Groups as Audience Control work was shipped and will provide the founda-
tion for Faceboolk’s overall Small Groups focus area in 2018, Although final test resulis

are forthcoming, early signs are encouraging and indicate that small groups may help
uniock additional sharing for teens.
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LOWLIGHTS

# [een MAF in the U5 and western countries continues to decline as confirmed by our
new global age afMnity model.

¢ We failed to grow the leam as fast as we'd like which has slowed progress.

¢ There are still many things that we do not know about teens & youth overall. We will
kick off key understand work in H1 to improve this.

LEARNINGS:

The new “Coming of age™ Qur responsibility to get this right

In HZ, our understanding of the youth market, its challenges, and the relationship that youth
are experiencing with their devices and apps has grown. Most importantly, it's become clear
that, although the initial focus of our team was to solve “the teens problem” at Facebook,
there is greater meaning and importance {0 our work,

The world that children are growing up in is remarkably different than the one we grew up in.
What was a common rite of passage for western teens, getting your drivers license at 16, is
na longer as desirable for today's teens. The new rite of passage for youth is getting a smart-
phone and a secial media account, For most children in the western world, access 1o a tablet
happens as young as the age of 2, and many teenagers have had a smartphone since the age
of 10. Yet moast social apps are not built with their specific needs in mind.

Much like how children start with training wheels before riding a bike, the social apps they
use should reflect their developmental needs, adapt t¢ them as they grow up and provide
them with the fools they need to learn how (o use these products responsibly.

We have an opportunity to build products that are uniguely suited 1o young people as they
grow, and help ensure that they mature to be the most empowered, knowledgeable, well-
connected and socially conscious generation ever.

The road forward isn't clear. There's no blueprint for how social media shouid build positive
experiences for youth and support healthy developmental needs. Parents are desperate for
safer and better solutions and children need products that meet their neads.

Coming of age is an experience of firsts. Not just a first tablet and smartphone but also a
first date, a first sleepover and a first job. These are defining moments that shape how we
grow up and who we become.

As an adult, Facebook makes many of our life experiences and firsts more meaningful. Shar-
ing photos of a newborn baby with remote family and friends on Facebook creates a shared
experience and adds mare meaning to these life events.
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What if Facebook's family of apps made all of the firsts and special moments that define
toming of age”, even more meaningful and helped voung people feel more supported when
thay need it

Thal's the coming of age experience that we have the opportunity and responsibility to build
and the Youth Team is excited o help make this a reality for our kids and for all young peo-

ple.

Teans:

¢ Community Leamings

Across all social time spent with US communities, 74% is spent in affinity groups like
family and friends while another 18% is spent in interest groups that are focused on
sharad interests. High school interest communities often have multiple anline groups
with a complex overlap of memberships—for example, the soccer club, socccer rookies,
soccer team captains, etc {Source). This will inform our Small Groups work.

+ Messenger Learnings

We learned that Messenger is a key reason that teens come to the Facebook platform,
43%0 of US feens signing up for Facebook do so "to message” and teens cite this reason
twice as often as adults {Source}. This will inferm our growth work.

¢ FB Lite Learnings

Teens are more likely to choose FB Lite than adults {Source}. On FB Lite, teens friend
more, message more, and have higher retention than FB&4A and mTouch (Source).

Teens using FB Lite also report higher satisfaction with their experience {Source}. This
will inform our growth work.

Tweens (Source):

&

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

&

Parents know about and connect to U13 on sodal media.

&

Facebook is likely U13's first social media app {(driven by parents).

]

U13s use multiple social media apps, but struggle to articulate FB's value.

Kicls:

¢ Children need to be taught digital social etiquette in Messenger Kids {Source).

¢ Kids struggle with unstructured communication (Sourcel.
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State of the world with teens

* Facebook: (Source}

o We now estimale that there are 426M teen MAP in the world on Facebook. This
represents roughly 20% of total MAP, which is an upward correction of 12.7%
over the previous lifestage model. Correcting for SUMA, approximately 56% of the
global teen population is active on FB each month.

¢ Global teen MAP has consistently grown untit August this year. Since then, we have
seen a decline of approximately 1% per month. We are currently investigating this
new trend as its effects are sudden and affect all regions for teens only.

o We pelieve that longer term MAP declines experienced across the Western world
are driven almost entirely by cohort-over-cohort dedlines, as younger users {ake
longer and longer to become active on Facebook, as opposed to within cohort de-
clines.

o Most key engagement metrics have declined YoY for both teens and aduits, In
general, declines are more severe for teens than aduils, and are the most se-
vere in western countries. In particular, in western countries, we see a steep de-
cline, between 40% and 50%, in comments per DAP and LATAM is also declining
at 35%.

o For sharing, GEPS has declined by about 24% YoY for teens and 18% adults. De-
clines for teens in western countries and in LATAM are around 40% YoY, compared
to less than 20% for adults in Western countries, and around 25% in LATAM.
Group posting, a small fraction of overall posting, notably declined by 22% for
teens compared with only 129 for adults,

< Far H1, we will focus on 70 countries, representing 150M MAP, or 35% of to-
tal teen MAP Focus countries are markets where we have identified severe, teen
specific growth and engagement issues which we believe must be overcome with
youth-focused product improvements,
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s Instagram: (Source)

o In the US, using a new age affinity model specially developed for IG, we currently
estimate there are 22.7M leens who are MAR This Is up from 11.4M estimated by
the original lifesiage model. The main driver for this step-change was the creation
of a madel for IG users that don't connect their account to FB. We learned that
only 40% of teens have their IG account connected to FB, while adults have 77 %
of account connected.

o Looking at people we predict to be 13 and 14 today, we can estimate that there
were 4N peaple under 13 in 2015 on 1G. This represents around 30% of all 10-12
years old in the US. Finally, assuming similar numbers today, 75% of US teens are
MAP on IG.

US FBR/IG Combined Youih {18 and Under) MAP

PR

o Glabally, we see a deceleration in total sends by teens starting July 2017, In SM5
countries, total sends by teens started contracting in January 2017, with all ages
and cohorts conlracting since luly. Growth for 19-22 year olds has been close (o
single digits since July 2017.

[

In SMS countries, we are quickly losing ground with teens communicating with
close friends, where messages between teens and those within 2 years of their
age are down between 20% and £0%. Messages sent between teens and older
friends (+10 years) is growing, as well as messages sent between family members
{same last name).
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* WhatsApp:

o We are further behind in measuring WA teen data than with other Facebook fam-
fly apps. In H2 we began a one-off analysis of WA's leen data in Brazil { where the
FB/WA connect ratios are highest ). The intent of the analysis Is to get early sig-
nal on teen metrics. In H1 we will complete this analysis and will build the model
reguired to track WA's teen data on an ongoing basis. We will operationalize What-
sApp's teen data in H2 2018 { dashboards, teen trending data, etc ).

Qur Strategy

¢ IG [ MSG [ WA: Track progress, share learnings, help define goals
+ Facebook Blue + New Apps: Define and execute the strategy for Youth
o Under 13
B NMessenger Kids: Focus on retention and finding product market fit
B Figure out our tweens stratesy
o Teens
B Fix Facebook for teens

B Amplify Facebook use cases that currently work for teens

1G | MSG |/ WA: Track progress, share learnings

¢ H2: In H2 we changed how we support the FB Family of apps. Going forward, the Youth
Team will share {earnings and will track top level teen metrics for the Facebook fam-
ily. As part of this transition, we will no [onger control a central pool of HC for non-FB
Blue FB Family apps. M5G & 1G will keep the HC loaned to them in 2017 for future teen
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work { 16 HC for MSG / 23 HC for IG ). Going forward, the Youth Team will focus pri-
marily on FB Blue and on new apps which we will acquire and/or build. This will allow
each of our teams t0 move faster, operate independently and to focus on areas where
we can add the most value.

# H1: In H1, we will provide full age-estimation modeling for Instagram, similar to those
developed for Facebook in 2017 H2. We will do our first analysis of WhatsApp, and
decide on what capabilities to develop in 2018 H2. Finally, we will ensure dashboards
tracking teen Family growth, as well as engagement on Blue, are made available.

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

HIGH LEVEL SUMMARY:

Three years from now we want {0 be the most relevant social products for Youth worldwide,
To get there, we are focusing on each youth life stage, “Kid” (6-10), “Tween” (10-13) and
“Teen” {13+) and are bullding social products for them. The needs of youth, and their rela-
tiohship with parents, are meaningfully different faor each of these life stages and we need to
think of them differentiy.

1. For Kids, we are focused on messaging. We launched Messenger Kids in December. It’s
too early to tell how this is doing, and in H1 we will focus on making sure Messenger
Kids is retentive.

2. For Tweens, we need to develop a strategy to get them onto Messenger and Facebook.
In H1 we will be doing the understand work needed to have a plan we can execute on
in HZ2. We plan to focus on ramping kids from Messenger Kids to Messenger as they
grow up, and finding a plan for letling tweens use Facebook Blue.

3. For Teens, we are focused on two areas:

a. Fixing Core Facebook use cases that don't work well for teens.

i. Increase teen sharing { primarily through better audience controls }: In H2 we
launched several audience bets, none of which were successful in unlocking
teen sharing on Facebook. In HI we'll take more bets in this area.

ii. Increase teen engagement with the Facebook feed: We launched a visual polis
product and tearned that teens vote 2.5x more than aduits on these types of
formats. In HL we'll shift cur work towards new lactics o increase teen en-
gagement with the feed o drive more meaningful sodial interactions.

iti. Ensure that the core Facebook platform meets the needs of teens:

1. We built 2 new “Teen Defense” team to monitor and alarm on company
wide tests that have teen impact.
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Z. We spun up a new “Youth Empathy” team o discover negative experiences
leens have on our platform. In H1 we'll build tools to address those experi-
ences.

3. Teens 16 and under in Europe will no ionger be legally allowed to login
te Facebook in 2018 due to new GDPR regulations. We will work with the
Facebook GDPR team on a sclution for this.

b. Amplify Facebook use cases that currently work for teens: In H2 we found three
growth levers that will lead to growing teen engagement. In H1, we'll deploy these
levers and we'll run mare boundary tests to find new levers. We'll also optimize
Facebook's core components like NUX, PYMEK and ranking meodels for teens. We're
exciled about the polential in this area and expect 1o see positive teen impact in
H1 from these tactics.

We'll also continue to iterate on TBH, an app we acquired in H2, with a goal of making it re-

tentive with teens and will keep a watchful eye on the market for other pofential acquisitions
t0o accelerate our strategy.

Youth Team 3 Year Goal: Provide youth in every market with the most relevant products for
meaningful social interactions in a responsible way.

YOUTH FRAMEWORK:

* To win with Youth, we will build social products which uniguely satisfy the needs of
Youth at each of the “Kid", “Tween” and “Teen” lifestages. These praducts will adapt to
the changing needs of youth or will facilitate transitions tc a better suited app as they

age up. In H2 we evolved cur thinking by better understanding the dynamics of build-
ing soctal products for youth.

Youlh Team Framework

HiD TWEEN TELR

@

= Jur new Youth framework highlights that building products for voung people has 3 dis-
crefe stages. Each age group presents a different set of product needs, and as children
grow up, these needs change. Building 8 "one-size fits all” product is not possible when
building for youth. It's also important to consider the parent / child dynamic at each
lifestage in our product decisions. The need for parental control & supervision { strong
in the early years } and child independence { strong need for independence in the teen
years } change over time and strongly influences how a product will succeed with a spe-
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cific age group. This dynamic is very important when considering how to build products
for young people. This framework will help to guide our thinking as we make progress
towards our 3 year goal,

2018 YOUTH STRATEGY:

2018 Youth Team Strategy
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Under 13

¢ Strategy: For parents of children under 13, safety is the #1 concern when providing
their kids with a social messaging product. In 2018 we will continue to focus on our
first bet in this space, Messenger Kids, which meets parents needs for safely and is fun
far Kids. Winning with U13 will require different solutions for the 6-10 and 10-13 age
groups. Messenger Kids will be targeted primarily to 6-10. To be successful with tweens
and to age young people up through our products, we will need to build solutions that
specifically address the 10-13 segment.
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+ HZ: On December 4th we successfully launchad Messenger Kids to the US. Considering
the sensitive nature of the launch, successfully landing the narrative of Facebook enter-
ing the U13 space with the public and press was a key objective. The launch was well
executed and the narrative surrounding the app was controlled and landed well with
the majority of press coverage being positive / neutral ( 6,555 press mentions, 88%
positive/neutral, 12% negative, ). This was important, landing our U13 narrative well
wilh the press/public will give us space to continue 1o iterate and build new producls
for this segment, It's too early to tell how retentive Messenger Kids is with parents and
children.
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¢ H1: We will dedicate the majority of cur U13 resources towards iterating on Messen-
ger Kids with the primary goal of achieving stable retention. Once retention goals are
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achieved we will focus on growth., We will also continue our understand work to identify
a tween product strategy which we can execute in H2 2013, Our tweens product strat-
egy will enable children who are active on Messenger Kids 1o age-up into cur apps for
teens { ie: Messenger ). We will also identify a tweens strategy for FB Blue.

Teans

+ 3 Year Vision for Teens: Facebcok is the social hub for teens, housing meaningful inter-
actions with close friends, family, communities and interests.

o Here are the beliefs, based on whal we've learned, that will guide our work towards
building what we think the best version of Facebook could be for teens:

¥ Teans want a simplified, light-weight, fresher version of Facebook. { FB Lite,
Simplified UI )

B Teens want a safe place where they can express themselves withoul their par-
ent's involvement, { Private mode, Small Groups }

B Teens want separate spaces to interact with close friends, family and real world
communities {HS School, interests, etc).

B High school { and the related groups, clubs, hobbies, and classes } is one of the
kay ways we'll engage with teens { HS Communities, HS Graph, HS Recommen-
dations }.

B Messaging is a driving component of teen social interactions and will be core (o
how we win with teens { Messaging First Tests }.

e Friend & public content can be powerful drivers of meaningful social interac-
tions { “Teen Feed” Tests ).

B Teens have evolving identities and need a product that allows them to curate
how they present themselves to the world { Profile ).

B Teens {ove novelty and are highly open 1o trying new forms of confent, interac-
tian, and experiences ( “TBH” Social Compliments, AR ).

B Teens want control and certainty over which audiences they are sharing to (
Share Sheet }.

o Qur work in 2018 will build on these beliefs to help validate our palh forward te-
wards winning with teens,
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» Strategy: Our teen strategy can be broken down into 2 approaches: 1) Fixing Core Face-
book use cases that don't work well for teens and 2} amplifying social use cases latent
within Facebook which currently work well for teens but are not optimized and are diffi-
cult to discover { ie: high school groups, meme groups ). Our goal with this strategy will
be 1o avoid losing ground where we're atrisk with feens while we learn how to win in all
markets,

& Fix Facebook for Teens

express themselves without judgement from parenis and authority figures. Cur-
rently, many of these teens don't feel comfortable sharing & inleracting on Face-
book primarily due 1o the large number and types of friends they've accumulated.
Qur strategy here s to find product solutions which make it easier, and safer,

for teens to share with smalter groups of friends, and to create new teen specific
prompts, formats and mechanics to enable them to share in new ways with their
friends.

< H2: We spun up several bets to give teens better audience controls. Although we
have vet fo find a solution which uniocks sharing for teens, our Small Groups wark
is showing encouraging resulis. In H2 we shipped our completed Small Groups
MVP which addressed retention issues of the earlier version. Other audience bets
in H2:

B Privale Mode: Conceplualized, designed and began development on a new
teen specific surface, Private Mode, o create a safe and private space for teens
to interact with their close friends.

B Craph reset: Built and fested an MVP for a graph reset tool which enables
teens to create and share to lists of friends. We found that Graph Reset had no
significant impact on teen posting behavior. Only 4% of teens who were ex-
pased to our tool opened it suggesting that privacy controls alone may not be
encugh for teens to feel comfaortable sharing more. We will fold learnings from
graph reset into broader/more ambitious audience initiatives.

HIGHLY CONFIDENTIAL (COMPETITOR) META3047MDL-014-00133728
EX. 00582.00012



o]

H1: We remain confident that better audience controls will lead o additional teen
sharing. In H1 we will continue our work to find an audience solution for leens
which leads to an increase in sharing on Facebook. We believe that controlling au-
dience is a key barrier to teens feeling comforiable sharing.

B Private Mode: We will test our new “Private Mode” audience bet in February
which wili give teens a private space for sharing on Facebook.

R

o]

® Srmall Groups: Now that our Small Groups MVP work is completed, in Q1 we
will transition the infrastructure we've built to the Groups team. ¥We will con-
tinue to build on top of this small groups slatform by exploring new sharing
formats that are built specifically for teens within groups and new special-
ized small group verticals {e.g. “close friends”, “study groups”} to provide more
utifity and opportunity for teens 1o share. We will also continue 1o work with
the Stories team to ensure that the 5taries sharing format is fully incorporated

within small groups.

® Other bets: We will continue to test new audience control ideas { ie: Simple
SUMA for audience control, a more aggressive graph resel } and will look for
apporiunities to be even maore aggressive with our bets.

Teen Feed Engagement: Teens have a nead to engage with their friends, commu-
nities and inlerests. We will help teens do this by improving the feed experience
for them. We will ensure that we are providing a meaningful experience { and not
passive consumption of content } by focusing on driving more meaningful social
interactions for teens.

H2: Gur primary project related to making the feed more engaging was the launch
of Visual Polls, a lightweight poll format designed 1o be fun to interact with and
easy to create. We shipped Visual Polls and learned that Teens are significantly
more likely to interact with polis than adults {2.5x votes per VPV, 1.5x comments,
and 2.5x likes) and youth (13-22} are significantly more likely to produce than
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adults {81% higher production participation rate and 60% mare post sessions).

o H1: Qur plans in H1 are to increase MSI by focusing on improving the feed expe-
rience Tor teens. Qur H1 roadmap is currently being discussed as we {ock in the
definition for Teen MSL We expect to solidify our product roadmap in Jan/Feb.

[

Teen Defense: Our new teen defense team monitors, alarms and, where appropri-
ate, blocks and escalates any changes lo Facebook systems and fealures, by any
team within the company, that result in a negative change in fop-line teen metrics.

[

H2: We formelized our Youth Defense Task Force, 1ools and dashboards. This team
focuses on building pipelines and systems to detecl and respond {o experiments
and rollouts across Facebook that negatively affect teen metrics (teen MAP DAP,
TS and PS). The team also identifies experirments run by teams that disproportion-
ately positively impact teens to help us identify new levers for teen growth (l.e.
Save targeted tab experiment by the interfaces team drove Teen DAP by +1.7%

).

o HI: We will work to improve our pipelines, tools, and dashbaoards to accurately
monitor company-wide experiments for teen impact, both for new growth-lever
discovery, and to prevent producl changes from negatively impacling the teen ex-
perience on Facebook.

o GDPR: In 2018 new regulation will come into effect which will cause teens below
16 to no longer be legally allowed to use sacial media in some European countries
without parental consent.

o M2 Completed work 1o understand and identify the potential impact of the new
European GOPR regulation on Facebook. Taking no action would result in 8 loss of
~7.5M FB teen MAP and all future teens under 16,

o H1: We will work with the Facebook team coordinating Facebook's global GDPR up-
dates o implement a solution to address this new regulation in Europe 1o aveoid
losing teens active on Facebook. A solution here will serve as a test-bed for us to
fearn from, which could help us find an optimai future FB tweens solution ( ie:
COPPA cornpliant FB }.

o Youth Empathy: Identify experiences on FB which negatively impact teens ( ie:
friends liking and surfacing old, embarrassing, or no longer relevant, photos back
to the top of the feed } and build product experiences thatl promote more posilive
teen interactions and build strong connections with their friends and family.

o H2: [dentified the need for a Youth Empathy team and began staffing it to under-
stand how Facebock can be a better environment for teens. The team is primarily
focused on removing negative experiences for teens on Facebook and better un-
derstanding the positive experiences that help them build more meaningful con-
nections.
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¢ H1: In Q1 we will focus on understanding the scope of what can be done to im-
prove the Facebook platform for teens, Specifically we will; identify what are teen
negative experiences; develop a taxenomy for these experiences; understand what
tools we could build to help teens and how prevalent these experiences are. We
will begin implementing sclutions later in the half. Over the leng term, this work
will inform a broader strategy to promote teen Well Being on Facebook and to
make sure we are crealing a healthy, positive environment for teens with our prod-
ucts,

¢ Amplify Facebook Use Cases Which Currently Work for Teens:

o Teen Use Cases: Although many teens no longer feel comfortable sharing to their
friends on Facebook, there are use cases on Facebook which teens do enjoy such
as high school group communications and meme / public content. Part of our
strategy will be 1o aggressively experiment and discover use cases which currently
work well for teens and to optimize and amplify them. There are likely many use
cases which we haven't discovered yet. We will systematically run tests to discover
more use-cases and will optimize the teen FB experience around them.

o Core Facebook Components: Many of Facebool's care components { friending,
NUX, feed-ranking etc, } have historically been optimized for global engagement,
and will reguire changes to work for teens specifically. We will experiment and op-
timize these core Facebook components for teens.

o H2: We focused on identifying casual levers that drive top-line teen impact {MAP,
DAP PS) and identified 3 new levers that can irmpact teen growth. The first lever
we discovered was that driving school-profile completion drives meaningful group
joins, and thereby, teen engagement on Facebook. The second lever we found was
meme & entertaining content related. By running a series of feed experiments to
undo meme demeotions for teens, we've seen increases (0 both teen DAP and MAP
For our third lever, we found that boosting teen producer content in newsfeed
{eads to an increase 1o teen MAP, DAP and P5. We have a series of other boundary
tests that are in flight which are prormising (provide a messenger-first experience
for teens on FB-Lite, reducing/segmenting parent-teen interactions, and increasing
presence “green-dot” indicators for users ).

¢ H1: We will focus an exploiting levers we've discovered to increase teen MAP in at-
risk markets with the goal of stopping the teen MAP decline and resuming growth
by the end of 2018, We are planning on doing this by working across core Face-
book compaonents (New-User Experience, Profile, Friending, Feed, Interfaces elc.)
and through vertical use-cases (5chool Communities, Family Community, Memes/
Entertaining Content). We will also be running our first battery of compound tests
in early H1 as well (where we combine all the levers we have found so far into one
country-wide saturation fest). It's worth noting that our approach may result in dif-
ferent user experiences for teens vs adults. In H1 we will understand and define
what a possible graduating experience will look like 1o support teens aging up on
Facebook.

o One specific area we will focus a significant amount of effort on is school commu-
nities. We will work on the infrastructure to support schoolrelated work {schoo!
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graph completion). On tap of this infrastructure we will build better recommenda-
tion systems {school groups you should join, school PYMK unit etc.} and product
experiences (dedicated tab/bookmark + composer experiencel. Qver an 18 menth
period we expect to drive an estimated +5% teen DAP (+2.5% teen MAP} from
our high school work.

> We will also continue to experiment to discover new growth levers and will also ex-
plare big bets which could move the needie for teens like zero-rating Facebook for

Toory MAP in &t-Risk Markets
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¢ New Teen Apps:

o Separate non-Focebook branded apps con be helpful in several ways to our teens
strategy. A new brand could help us avoid the Facebook brand-tax we see with
leens in some markets and starting with a clean canvas can enable us to innovate
without the constraints of Facebook's core app. Teens like trying new apps and
daon't shy eway frorn testing new things. Despite this, it's our belief that we can still
win with teens on our core FB Blue app and for 2018, aside from oppaortunistic ac-
quisitions, and our work on our newly acquired TBH app, we will explicitly focus the
bulk of our teen efforts towards engaging with teens on FB Blue.

o H2Z: We acquired TBH, & fast growing teen app which enables teens to share anony-
mous positive feedback with schoolmates. The app achieved impressive traction
with US high schools since its launch in August (growing to 5.5M US teens in its
first 12 weeks) but has yet to achieve stable retention. The value of the deal can be
broken ouf into several components:

B TBH App: The app has shown early engagement with feens, it's our hope that
the app can be relentive long term and grown meaningfully giobally.

¥ TBH Teamn: The TBH team has deep expertise building apps for teens. We will

HIGHLY CONFIDENTIAL (COMPETITOR) META3047MDL-014-00133732
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leverage the 1BH team's deep expertise building apps for feens o help inform
our breader Facebook Blue teen goals.

e TBH Data: The dala which TBH has collected from teens will be helpful 1o our

high schoal initiatives.

o H1: Our plans for TBH will be to leverage the team's high school community exper-
tise for ocur Facebook Blue growth work and te focus on achieving stable retention
for the TBH app by incorporaling features which fead to fong-term engagement
and a daily habit { direct messaging, quizzes, eic }. International expansion will be
gated on achieving stable retention. In 2013 we will also continue to monitor the
teen app landscape for potential acguisitions. We will primarily be on the losk-out
for acquisitions of apps that have strong early traction with teens { ie: find the next
SnapChat ) but we will also consider acquisitions for specialized talent / knowledge
which could help us bulld better products for the teen segment.

# Strategic Understanding:

o Ajthough we know meore now about teens than we did last half, there are still many
things we don't know. In H1 we will accelerate our strategic understand work to
better understand how teens are currently using Facebaok in markets where we're
growing, ai-risk, and weak. Our intent is to betler understand teen usecases on
Facebook and how 1o best target our efforts in H2.

o We will analyze performance and behaviors of our youngest users, and provide in-
sights into tweens' product needs. To do 50, we will leverage our newly-launched
age prediction capabilities, focusing first on FB Blue and Messenger, then mov-
ing quickly to Instagram.

o In order to better understand cross-app dynamics, we will do a deep dive across all
four apps in selected markets.

o Finally, we will focus on key company-wide questions, such as network effects and
experimentalion for teens, and methodologies to deal with cross-model effects,
e.g. SUMA and FINSTA effects on Age Affinity

HIGHLY CONFIDENTIAL (COMPETITOR) META3047MDL-014-00133733
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PEOPLE:

Below is a table of engineering headcount by pillar.

Uiz
Messenger Kids
Teans

Growth
Cove {Sharing)

Social Interactions)
TE&H

W ~ @ b oeona

H1'18 GOALS:

Content Engagement {Meaningful

Engineering Headcount

i 22
i3 23
20 3C
10 1%
4 4

Messenger Kids

Tween Strategy

Teens (FB Biug)

Sharing

Growth
Meaningful Social
Interactions
Teens {TBH)

TEH

HL 2018 GOALS

Wa vwili have flattenad our retention curva inthe US. We
will have better visibility into post-launch baseline
retention in &-8 weeks,

W wili have compisted our understand phase for
tweens with plans ready Tor executionin M2,

We'il have created an environment on Facebook Blue
whiera teens feei comfortabie sharing with friends (
orimarly through better audienca solutions § and will
e on track towards ending 20418 at the same sharing
rate (OBP) rate as we began it

Wa wili bend the curve on teen MAF in H1 and will be
on track To resume teen MAP growth in af risk markets
oy the end of 2018

We will have e reased meaningful socal interactions

for teens and will be on track towards ending 2018 at

the same interaction rate as we egan it

W wili have flattened our retantion curve with US
teens on TBH.
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Weekly Sharing
Participation Rate. Goal to
bra set in QL.

~18.6m Glzbal Teen MAP
(+2.594) [ ~2.9M Teen MAP
in Foous Countris
(+1.75%)

Baily Meaningful Sogal
Interactions Participation
Rate. Gozlio beset in QL.
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