Teens & Young Adults
on IG & KB

This document from Facebook researchers, posted in March 2021 on an internal company site, assesses whether the company has
engagement problems with teenagers and young adults on its flagship platform and Instagram. In the document, the names of
Facebook employees whose names appear in the documents have been redacted, excepting only the most senior. Every named person

has been contacted and given an opportunity to comment. Third-party images that aren’t directly relevant to the research have been
pixelated. And some title pages were modified to remove extraneous material.
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The recent data update we did (with IG and Age Model DS) for the Chris Cox review on FB and
IG YA/Teens Aging Up and Engagement trends.
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ummary of findings
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Are teens joining?: For the 5 markets where we have accurate Teen Data for IG (US, FR, GB, JP, AU), 4 «
5 are fully saturated on IG. %nﬁﬁmnﬁﬂ““dm-mmm&m

retention rates remain steady. We see potential upside in emerging markets on Androld & Lite, where
are still many teens which use FB & not IG.

Are teens engaging?: Teen consumption remains steady besides a small decline due to the recent red
We don’t have competitive data for teens specifically, however, TT has doubled TS/DAU YoY, and we
estimate teens spend 2-3X on TT than IG, so we are likely losing our total share of time. Wh
messaging remains MhIMWMMIWMﬂﬂMhWW-
IG is their primary app for ). Original production has dropped 13% and remains the most
s & concemning trend.

What are we currently doing?: For engagement in developed markets, we're investing heavily in Reels
Stories & Creators in an effort to generate more value for teens. There may be an opportunity to accek

growth in emerging markets that we should explore (esp. where teens are already on FB).
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Purpose of this deck

Assessing whether we have an age-up or engagement
problem for Teens & Young Adults across IG & FB*

*We believe it's too early to assess the effectiveness of our current
suite of big bets for Teens on IG and Young Adults on FB, and whether they are
sufficient given the current competitive landscape. We will cover that at a later date.




Summary of findings

Are people Joining?

(Age up)

Some softness in

in consumption &
messaging.

IG Young Adults
(18-29)

No clean read due to age
modeling limitations.

No clean read due to age
modeling limitations.

Far from saturation in US.

*Global trends are TBD.

FB Young Adults
(18-29)

Acquisition has slowed in US;
saturation for post-2000 YOB
cohorts will likely be delayed.
Agingup fromIGtoFBis
minimal.

*Global trends are TBD, |
i

Weakness in both consumption
and production in US.

*Global trends are TBD.

el

Weakness in consumption and
production in US. Existing
strategy to explore levers for
growth.

*Global trends are TBD.




@ Instagram
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Are teens joining?: For the 5 markets where we have accurate Teen Data for IG (US, FR, GB, JP, AU), 4 out of
o are fully saturated on IG. We are likely to maintain this level of saturation as new user growth is strong, and

retention rates remain steady. We see potential upside in emerging markets on Android & Lite, where there
are still many teens which use FB & not IG.

Are teens engaging?: Teen consumption remains steady besides a small decline due to the recent redesign.
We don't have competitive data for teens specifically, however, TT has doubled TS/DAU YoY, and we
estimate teens spend 2-3X more time on TT than IG, so we are likely losing our total share of time. While
messaging remains relatively steady, there is also headroom for growth (only 14% of teens in the US say that
IG is their primary app for Messaging). Original production has dropped 13% and remains the most
concerning trend.

What are we currently doing?: For engagement in developed markets, we're investing heavily in Reels,
Stories & Creators in an effort to generate more value for teens. There may be an opportunity to accelerate
growth in emerging markets that we should explore (esp. where teens are already on FB).




ﬁ Facebook

Are teens joining/engaging?: Teen acquisition is low and regressing further. In the US, Teens continue to
see lower or worsening levels of engagement compared to older cohorts. Message sends are down -16%
YoY for Teens, compared to neutral YoY for Young Adults and +9% YoY for 30+.

Are young adults joining?: People who were born before the year 2000 fully saturated on FB when they
reached 19-20 years of age. For those born after the year 2000, however, we are already seeing signs of
delayed saturation (saturating at age 20 or later). This delay will likely continue or worsen with future
cohorts given current acquisition trends. One concerning factor is that migration of IG Teens to FB is
extremely modest, indicating a possibility that we may not reach full saturation with current teens.

Are young adults engaging?: Young Adult engagement in US is largely flat to negative compared to pre-
COVID levels. YA have higher sessions on average compared to 30+, but shorter/shallower visits with less
(and worsening) time spent. Production participation is doing OK with increased usage of Stories.
Messaging usage remains higher than that of 30+ but lack of growth YoY is concerning.

What are we currently doing?: FB currently has a strategy centered around addressing the existing
engagement gaps between Young Adults and 30+ users in the US, and building products to meet YA-
specific needs. We may want to consider further investing in our age up strategy to not further the delayed
saturation problem.



@ Instagram: Teen Health Scorecard

While we remain saturated in 4 of 5 countries with available teen data, we see concerning trends for consumption & production across the board.
- US remains saturated & growing. Moderate declines in retention, sessions & messaging. Worrying concerns for both Consumption & Production.

- FRremains saturated & growing. New users are retaining however we see moderate declines in sessions & concerning trends for Consumption & Production.
- UK remains saturated & growing. Retention & Sessions look healthy. Concerning trends for Consumption & Production.

- JP has room for growth, with acquisition at 63% YoY. While new users retain well, we see softness across sessions, consumption, production & messaging.
- AU remains saturated & growing. Retention & Sessions look healthy. Concerning trends for Consumption, Production & Messaging.

Acquisition Visitation Sessions Consumption Production Messaging
(Daily) (DAU) (Sessions/DAU) (TS/DAUV) (Production PR) (Sends/DAU)

51% 18.6
6m growth: -5% 22M 6m growth: -2%

18.2
6m growth: -2%

*There are various reasons why we have over 100% satur | = Problematic, Grey = Unclear




ﬂ Facebook: US Cohorts Health Scorecard

Teens and Young Adults trends continue to see top-line growth gaps compared to 30+ across:
- Saturation amongst Teens (13-17) remains low, and acquisition amongst Teens is down YoY. Acquisition of non-Teens is steady. Today’s Young Adults (18-29) are

saturated but we may see delayed/lack of saturation with today'’s late-Teens. There is still some room for saturation growth amongst older US users (30+).
- Retention is fairly steady compared to last year, though there are early signs of growing weakness among Teens and Young Adults.
- While Young Adults actually visit the app more than 30+ users, their sessions are shorter and shallower in usage. This problem is getting worse, reflected in the
negative YoY growth of already lower levels of time spent amongst both Teens and Young Adults.
- Production participation has been steady to slightly weak across all age cohorts. Young Adults produce closer to that of older users due to increased usage of Stories.
- Teens and Young Adults in US continue to message more than older users, but are seeing concerning YoY weakness (especially amongst Teens).

Age Bucket | Saturation | Acquisitions
(US only) MAU) | (Daily

| 30+

* All data shown as of early February (no



Appendix:
Instagram Supporting Data
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| 0 Are teens joining? Yes, in developing markets. We're saturated in 4 out of 5
countries for which we have usable teen data and acquisition is steady to up.
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Not only are they joining, but they are retaining well. Even more so for our
youngest users.




o There is still space to grow in developing markets, where there's a large amount
of Android Teens using Facebook & not Instagram
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Are teens engaging? They continue to consume. We don’t see major changes to time spent on IG, beyond
a small drop driven by our redesign. That said, TT's has doubled their time across all US users, and we estlmate
That teens spend 2-3X more time on TT than IG.

n & non teen. Teen cuts are not available
t per DAU & 1yr Growth by competitor (MINT)

LIS Time Spent per DAL (Teen vs Non-leen) "|y|-
Growth

4%

1)

[
[ ]
[
L]
i
| |
W
. 1yr
[} &
- rowth
- G

]5 F 1_1 1 :
- T o .-. 1-‘.\-‘-\. L ———
p g '..‘._.I" --L"'-\_-\. [ g —
. r K. § -
rF ."'. . - -,y

B e - F )
| ]
]
L]

T | e VO

Tyr
Growth
Instagram
*Note this data is from MINT even for FB & IG. to ensure

e are companng appies to apples. Intemal numbers are
different

Y oud tu e Facebook



e a slowdown in production, both for teens & non-teens, es

Teen Producer PR

12/7/20

/7121

41%

20%

16%

14%

10%
/720

8/720

Non-Teen Producer PR




Although messaging remains relatively steady, there is headroom for growth. Only 14% of teens-iﬁ the US
say that IG is their primary app for Messaging, way behind Snap & iMessage*

US Teen Primacy (Which is your primary messaging app?) US Teen Direct Sends per DAU
30% :
« Weak holiday break
25%
i S —
20% i
h
III
15%
10%
1
i
L “ I I
Android Message Instagram Messenger Snapchat . 120 Telrl 9/ 7 1V 20 ST P 272720 VIRl M2

mQ2-2020 wQ4-2020

) SUrvey data is representative of the general US market balanced on age, gender, ncome, & race For leens only
the data over-samples Android users (~14%), which biases results towards Android Messages/Messenge
& penalizes iMessage, IG, & Snap




Appendix:

Facebook Supporting Data
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Are teens joining?: Global teen penetration on FB is currently low, and acquisition appears to be
slowing down. In 5 key countries, we see a decrease in under-18 registration while over-18
registration is growing, indicating that we are acquiring fewer teens than before.
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Are teens engaging?: In the US, Teens continue to see lower or worsening levels of engagement
compared to older cohorts. Message sends, e.g., are down -16% YoY for Teens, compared to neutral

YoY for Young Adults and +9% YoY for 30+.
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Are young adults joining?: In the US, people who were born before the year 2000 fully saturated on FB
when they reached 19-20 years of age. For those born after the year 2000, however, saturation levels
at the same age are lower. Trends in key developed markets are similar with the exception of JP.
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We cannot be certain whether those born after 2000 will reach saturation. Most likely, given current
trends, they will reach saturation at older ages (e.g. 24-25).

US : FB YOB Cohorts (1990,95,1999-2005)
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People are migrating from IG to FB, more amongst users under 25 than older users (left graph).
However, overall volume of IG Teens migrating to FB is low within developed markets (right graph),
indicating that we may not reach full saturation with current teens.
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Are young adults engaging?: Young Adult engagement in US is largely flat to negative compared to
pre-COVID levels. YA have higher sessions on average compared to 30+, but shorter/shallower visits
with less (and worsening) time spent. Production participation is doing OK with increased usage of
Stories. Messaging usage remains higher than that of 30+ but lack of growth YoY is concerning.

Age Bucket Sessions Time Spent Production Messaging
(US only) Visitation oAl (TS/DAU) (Production PR) (Sends/DAU)
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meet YA-specific needs. We will also be taking app-wide YA goals in 2021H2.

i Community

Commerce

Gaming

= -

Workstreams

e Network Refresh
e Facebook Interests
e YA Ranking

e Additional Profiles

e Pseudonymity and Anonymity
e YA Ranking (e.g. GYSJ)

e Groups+

e Campus

e Community Verticals

e Dating

e Career Planning & Community

Support

e Cloud Gaming
e Gaming Video

H1 Product-Level Goals

e YA Feed VPVs
e YA Feed MS|
e PMF Goals

e YA CEDAU
¢ YA Dating CDAU
¢ PMF Goals

e PMF Goals

e YA Live Gaming W1
e PMF Goals

What are we currently doing?: FB currently has a strategy centered around addressing the existing
engagement gaps between Young Adults (18-29) and 30+ users in the US, and building products to

-

YA Engagement Gap (US)
1829 | 30+
DAU 424M  126.7TM
WAU 51.3M @ 148.0M
MAU 585M 162.0M
DAU:MAU - 0.72% | 0.78% |
_per DAU

Timespent 445 582
Video Timespent 17.3 19.7
% TS on Video 388 338
Sessions V2 247 18.5
Core Sessions 184 @ 147
Production PR (OBP) 126 126
OBP 03 0.3

-OBFP (Feed) 0.2 0.2

-OBSP (Stories) 0.1 0.1

-OGP (Groups) 0.0 0.0
Reshares | 08 0.7
U2U Comments 11 23
U2U Lightweight interactions 6.2 94
Likes 26 57
Reactions 28 32
Stories Feedback 1.0 0.8
% of WAU that are MP 3186 459
% of DAU that are CEDAU 331 438
Friends Inventory 9952 5835
Total inventory 33227 @ 3083.7
% Inv Friends 30.0 19.1




The strategy is primarily grounded in distilling the problems YA experience into four key barriers to
engagement based on quantitative and qualitative findings:

1.Large, older, and outdated network. Most YA perceive
Facebook as a place for people in their 40s or 50s.

2.Irrelevant and negative content. YA perceive content as

boring, misleading, and negative. They often have to get past ;_{f” L o
irrelevant content to get to what matters. —

3.Lack of differentiated value. YA perceive Facebook as less
relevant and spending time on it as unproductive.

4.Brand perception and awareness. YA have a wide range of
negative associations with Facebook including privacy
concerns, impact to their wellbeing, along with low o &
awareness of relevant services. A%t s 4 e et

!mf_' llll.-' t-f-'

Brand
Perception

We may however want to consider further

investing in our age up strategy to not further

the delayed saturation problem amongst

tldly's late teens. This is not currently being
2ssed in the existing strategy.




Facebook:
US Trends through COVID-19 by Age Cohort




I i‘ i cquisition of Young Adults (18-29) and 30+ in US has grown through COVID, ¢ vially
| ma end of 2020. Teen acquisition has regressed slightly compared to pre-m

Daily Acquisitions Trends (by Age Bucket)
140K

. Mar'20 Apr20  May 20 Jun ‘20 Jul ‘20 Aug ‘20 Sep ‘20 Oct '20 Nov'20 Dec'20 fan7?
= 13-17 Acquisitions ~ 18-29 Acquisitions — 30+ Acquisitions — other Acquesitions




tion via sessions grew for 30+, but declined for Teens and Young Adults vs
’ mﬂnue to have higher volumes of sessions but we have seen from data that thek
| | and more shallow.

May "20 Jun ‘20 Jul 20 Aug 20 Sep 20 Oct 20

~ 18-29 == 30+ Sessions /DAU
Sessions/DAU




Time spent for Teens and Young Adults in the US has declined vs pre-COVID, a particularly concerning
trend given the growth in time spent amongst 30+ as well as in other parts of the world (+4.9% YoY

globally).

TS/DAU Trends (by Age Bucket)

IS/DAI

Feb "20 Mar 20 Apr . May . | N _ Dec jan 21 red 21

e 1317 18-29 - 30+ TS/DAU
TS/DAU IS/DAU



1 PR has regressed slightly in the US vs pre-COVID for all age cohorts. Stories sl
Wung Adults remain on par to 30+ (while feed sharing has continued dwindle).

Production Participation [OBP] (by Age Bucket)

ha—

20  Apr20  May ‘20 Jun ‘20 Jul ‘20 Aug ‘20 Sep ‘20 Oct 20 Nov'20  Dec'20
'13-17 Production PR~ 18-29 Production PR~ 30+ Production PR — Gther Production

- -
=— -
_—




Appendix: IG Model Limitations




Accurate for US, AU, FR, JP, GB teens since
July 1st 2020.

There are many

limitations to our age We do not have single-year age data
models which makes

all of this analysis

extremely difficult Inaccurate for new users
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We see low recall for our youngest users using Age Affinity, making it
impossible to get a clean read on people with birth years after 2005

Global
Recall Precision
87% 82%
87 % 88%
86% 87 %
84% 84%Y%
82% 83%
81% 81%
83% 81%
84% 8%
81% 76%
76% 75%
72% 75%
77 % 81%
73% 77%
81% 76%
74%
78%
82%
62%

F1 Gain Recall
9% 88%
10% 88%
7% 88%
7% 85%
6% 86%
6% 85%
6% 87%
6% 89%
6% 94%
6% 89%
5% 76%
4% 86%
0% 78%
0% 81%
1% 88%
1% 77%
0% 53%
0% 9%

Us

Precision

F1 Gain

2%
4%
2%
2%
2%
2%
3%
4%
4%
4%
3%
3%
0%




