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I. SUMMARY OF THE CASE

1. Over the past decade, Meta—itself and through its flagship Social Media
Platforms Facebook and Instagram (its Social Media Platforms or Platforms)—has profoundly
altered the psychological and social realities of a generation of young Americans. Meta has
harnessed powerful and unprecedented technologies to entice, engage, and ultimately ensnare
youth and teens. Its motive is profit, and in seeking to maximize its financial gains, Meta has
repeatedly misled the public about the substantial dangers of its Social Media Platforms. It has
concealed the ways in which these Platforms exploit and manipulate its most vulnerable
consumers: teenagers and children.? And it has ignored the sweeping damage these Platforms
have caused to the mental and physical health of our nation’s youth. In doing so, Meta engaged
in, and continues to engage in, deceptive and unlawful conduct in violation of state and federal
law.

2. Meta’s scheme involved four parts: (1) through its development of Instagram and
Facebook, Meta created a business model focused on maximizing young users’ time and attention
spent on its Social Media Platforms; (2) Meta designed and deployed harmful and
psychologically manipulative product features to induce young users’ compulsive and extended

Platform use, while falsely assuring the public that its features were safe and suitable for young

wers o I
I il routinely publishing misleading reports boasting a

deceptively low incidence of user harms; and (4) despite overwhelming internal research,
independent expert analysis, and publicly available data that its Social Media Platforms harm
young users, Meta still refuses to abandon its use of known harmful features—and has instead
redoubled its efforts to misrepresent, conceal, and downplay the impact of those features on

young users’ mental and physical health.

! The term “Meta” as used herein refers collectively to Defendants Meta Platforms, Inc.;
Instagram, LLC; Meta Payments, Inc.; and Meta Platforms Technologies, LLC, unless otherwise
specified.

2 The term “young users” as used herein refers to users of Meta’s Platforms who are under
18 years of age when using the Platform(s).
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3. First, Meta’s business model is based on maximizing the time that young users
spend on its Social Media Platforms. Meta targets young users and incentivizes its employees to
develop ways to increase the time that young users spend on its Platforms. The more time young
users spend on Instagram and Facebook, the more Meta earns by selling advertising targeted to
those users.

4. Second, consistent with this business model, Meta has developed and refined a set
of psychologically manipulative Platform features designed to maximize young users’ time spent
on its Social Media Platforms. Meta was aware that young users’ developing brains are
particularly vulnerable to certain forms of manipulation, and it chose to exploit those
vulnerabilities through targeted features such as: (a) dopamine-manipulating recommendation
algorithms; (b) “Likes” and social comparison features known by Meta to harm young users;

(c) audiovisual and haptic alerts that incessantly recall young users to Meta’s Social Media
Platforms while at school and during the night; (d) visual filter features known to promote young
users’ body dysmorphia; and (e) content-presentation formats, such as infinite scroll, designed to
discourage young users’ attempts to self-regulate and disengage with Meta’s Platforms.

5. In promoting and marketing these features to young users, Meta deceptively
represented that the features were not manipulative; that its Social Media Platforms were not
designed to promote young users’ prolonged and unhealthy engagement with social media; and
that Meta had designed and maintained its Social Media Platforms to ensure safe experiences for
young users. These representations, both express and implied, were false and misleading.

6. Third, to assuage public concerns about harms to young users on Meta’s Social
Media Platforms, Meta routinely published profoundly misleading reports purporting to show

impressively low rates of negative and harmful experiences by users of its Platforms. _
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7. Fourth, despite the strong and well-researched links between young people’s use
of Meta’s Social Media Platforms and psychological and physical harm, Meta has continued to
conceal and downplay its Platforms’ adverse effects. Research has shown that young people’s use
of Meta’s Social Media Platforms is associated with depression, anxiety, insomnia, interference
with education and daily life, and many other negative outcomes. Internal studies that Meta
commissioned (which were kept private until they were leaked by a whistleblower) reveal that
Meta has known for years about the serious harms associated with young users’ time spent on its
Social Media Platforms. Nonetheless, Meta has continued to deny and downplay these harmful
effects to the public and to promote its Platforms as safe for young users.

8. Finally, Meta has also flouted its obligations under the Children’s Online Privacy
Protection Act (COPPA) by unlawfully collecting the personal data of its youngest users without
their parents’ permission. Meta has marketed and directed its Social Media Platforms to children

under the age of 13 and has actual knowledge that those children use its Platforms. But Meta has

refused to obtain (or even to attempt to obtain) the consent of those children’s parents prior to

collecting and monetizing their personal data. ||| G
I \onctheless, Meta refuses to limit its collection and use of those

children’s personal information as required by law.

0. These exploitative and harmful acts and practices by Meta are unlawful. They
constitute unfair and/or deceptive acts or practices under the state consumer protection statutes,
violate COPPA, and further constitute unlawful acts under common law principles.

10. Now, instead of acknowledging and remedying the harms associated with these
unlawful practices, Meta appears to be expanding the use of these practices into new Platforms
and domains. This includes, for example, Meta’s Virtual Reality (VR) Metaverse, where young
users are immersed into Meta’s new Horizon Worlds platform; Meta’s communication Platforms

like WhatsApp and Messenger; and other products, in which Meta uses evolving technology to
3
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replicate the harmful strategies it honed through its experiments on the young users of Instagram
and Facebook.

11.  Arizona; the People of the State of California (California); Colorado; Connecticut;
Delaware; Georgia; Hawai‘i; Idaho; the People of the State of Illinois, by and through Attorney
General Kwame Raoul (lllinois); Indiana; Kansas; Kentucky; Louisiana; Maine; Office of the
Attorney General of Maryland (Maryland); Michigan; State of Minnesota, by its Attorney
General, Keith Ellison (Minnesota); Missouri; Nebraska; Matthew J. Platkin, Attorney General
for the State of New Jersey, and Cari Fais, Acting Director of the New Jersey Division of
Consumer Affairs (New Jersey); New York; North Carolina; North Dakota, ex rel. Drew H.
Wrigley, Attorney General (North Dakota); Ohio; Oregon; Pennsylvania; Rhode Island; South
Carolina; South Dakota; Virginia; Washington; West Virginia; and Wisconsin (collectively, the
Filing States) seek to enjoin Meta’s present and ongoing unlawful conduct that harms young users
and obtain any other remedies provided for under state or federal laws.

Il.  PUBLIC INTEREST

12. This action is in the public interest of the Filing States. Meta has engaged in, and
will continue to engage in, the unlawful acts and practices set forth below. Meta’s unlawful acts
and practices affect a significant number of consumers in the Filing States. These acts and
practices have caused and will continue to cause adverse effects to consumers in the Filing States.

I, JURISDICTION, VENUE AND DIVISIONAL ASSIGNMENT
A. Jurisdiction

13. This Court has subject matter jurisdiction over the claims in this Complaint
pursuant to 28 U.S.C. § 1331 because they involve questions of federal law arising under
COPPA, 15 U.S.C. 8 6501 et seq.; 16 C.F.R. 88 312.4, 312.5, 312.9. This Court has supplemental
jurisdiction over the Filing States’ state law claims pursuant to 28 U.S.C. § 1367(a), as all claims
alleged herein form part of the same case or controversy.

14.  This Court has general personal jurisdiction over Meta because each Defendant’s
principal place of business is in California and each Defendant intentionally avails itself of the

California market so as to render the exercise of jurisdiction over it by courts in California
4
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consistent with traditional notions of fair play and substantial justice. Cal. Civ. Proc. Code
8 410.10.

15. This Court has personal jurisdiction over Meta for the Filing States’ COPPA
claims because all Defendants have their principal place of business in Menlo Park, a city in this
District. 15 U.S.C. § 6504(e)(2).

16. Meta conducts business in this District through itself or its subsidiaries over which
it exercises complete dominion and control. Meta and its subsidiaries operate as a common
enterprise while engaging in the unfair, deceptive, and other unlawful acts and practices alleged
below. Because Meta and its subsidiaries have operated as a common enterprise, this Court has
jurisdiction over each entity individually and collectively.

B. Venue

17. Venue is proper in the Northern District of California under 28 U.S.C. § 1391
because all Defendants reside in this District. All Defendants have their principal place of
business in Menlo Park, a city in this District. Moreover, a substantial part of the unlawful
conduct complained of herein occurred in this District, where Meta’s headquarters is located.

C. Divisional Assignment.

18. This case is properly assigned to the Oakland or San Francisco Divisions because
the civil action arises in substantial part from events or omissions in San Mateo County. Civil
L.R. 3-2(d). All Defendants’ principal places of business are located in Menlo Park, a city in San
Mateo County, where Meta’s conduct was controlled and directed.

IV. RELEVANT TIMES

19. Meta’s conduct is in continuing violation of the laws supporting the claims for
relief in this Complaint, beginning at a time unknown to the Filing States, but no later than 2012,
and such claims have continuously accrued through the present. This action is timely brought

pursuant to the parties’ Tolling Agreement signed by Meta’s counsel on July 18, 2022, which
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tolls all claims ripe as of December 20, 2021. This action is also timely brought pursuant to any
applicable state statutes.®
V. PLAINTIFFS

20. This action is brought by and through a coalition of the Filing States’ Attorneys
General.

21.  The Filing States bring this action pursuant to the authority conferred on the State
Attorneys General by applicable federal and state law. The Attorneys General of the Filing States
are authorized by COPPA to bring actions to enforce COPPA’s provisions. 15 U.S.C.

8 6504(a)(1). Pursuant to 15 U.S.C § 6504(a)(2), the Filing States notified the Federal Trade
Commission (FTC) of this action. The Attorneys General are also authorized by their respective
states” Unfair and Deceptive Acts and Practices statutes (UDAP Statutes) to enforce such
statutes.* These state laws authorize the states to seek injunctive and other equitable relief, as well
as, in some states, restitution, civil penalties, declaratory relief, attorneys’ fees, expenses, and
costs.

VI. DEFENDANTS

22. The Defendants in this action include Meta Platforms, Inc. (Meta Platforms),
Instagram, LLC (Instagram), Meta Payments, Inc. (Meta Payments), and Meta Platforms

Technologies, LLC (Meta Technologies) (collectively, Meta).

3 Cal. Bus. & Prof. Code § 17208; Cal. Civ. Proc. Code § 338(h); Colo. Rev. Stat. § 6-1-
115; 815 ILCS 505/3; Ind. Code § 24-5-0.5-5(b); Mich. Comp. Laws 88 445.911(9), 600.5805,
600.5813; Minn. Stat. § 541.05; Mo. Rev. Stat. §516.120; Neb. Rev. Stat. 8§ 59-1612; 87-303.10;
N.J. STAT. ANN. 2A:14-1.2; N.Y. C.P.L.R. 8§ 213(9), 214(2); N.D. Cent. Code 8§ 51-15-12; Ohio
Rev. Code § 1345.07(E); S.C. Code Ann. § 39-5-150; Wis. Stat. § 100.18(11)(b)3.

4 Ariz. Rev. Stat. §§ 44-1521 to -1534; Cal. Bus. & Prof. Code §§ 17203, 17204, 17205-
17206.1, 17500, 17534.5, 17535, 17536; Colo. Rev. Stat. 8§ 6-1-103, 107, 110, and 112; Conn.
Gen. Stat. 8§ 42-110m(a) and 42-1100(b); 6 Del. Code Ann. 88 2513 and 2532; O.C.G.A. 88 10-
1-397(b)(2) and 10-1-397.1; Haw. Rev. Stat. § 480-20; 815 ILCS 505/3; Ind. Code § 24-5-0.5-
4(c); K.S.A. 8 50-623 et seq.; Ky. Rev. Stat. Chapter 367, et seq.; LA. REV. STAT. ANN.

88 51:1401-1428; ME. REV. STAT. ANN. tit. 5, § 209; Mich. Comp. Laws 88 445.905 and
445.910; Minn. Stat. 88 8.01, 8.31, and 325D.44 et seq.; Mo. Rev. Stat. § 407.100; Neb. Rev.
Stat. 8§ 59-1608 et seq; 87-303.02 et seq.; N.J. STAT. ANN. § 56:8-1 to 227; N.Y. Exec. Law
863(12); N.C.G.S. 88 75-14 to 75-15.2; N.D. Cent. Code 88 54-12-01, -17, and 88 51-15-04, -07,
-10, -11; Ohio Rev Code § 1345.02; O.R.S. § 646.632; 73 P.S. § 201-4; R.I. Gen. Laws § 6-13.1-
5(a); S.C. Code Ann. § 39-5-10, et seq.; Va. Code §8 59.1-201.1 to 203 and 205 to 207; Wash.
Rev. Code §8 19.86.080, .140; Wis. Stat. 8§ 100.18(11)(a) and (d); and 165.25(4)(ar).

6
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23. Defendant Meta Platforms is a Delaware corporation with its principal place of
business in Menlo Park, California. As relevant here, Meta Platforms, through itself or its
subsidiaries, develops, markets, and operates Social Media Platforms and other internet-based
Platforms and products including Facebook, Instagram, Messenger, and WhatsApp. Meta also
develops, markets, and operates the VR Social Media Platform Horizon Worlds.

24. Meta Platforms transacts or has transacted business in this District, the Filing
States, and throughout the United States. At all times material to this Complaint, acting alone or
in concert with its subsidiaries (identified below), Meta Platforms has advertised, marketed, and
distributed its Social Media Platforms to consumers throughout the United States.

25. Meta Platforms was formerly known as Facebook, Inc. until it changed its
corporate name in October 2021. In 2004, Mark Zuckerberg founded the Social Media Platform
The Facebook, while a student at Harvard University. At that time, Myspace was popular, along
with websites like Friendster and Flickr. The Facebook spread among colleges via word of mouth
and exclusive invitations and became more popular among young adults. Zuckerberg dropped out
of Harvard to develop the Platform into a company, and it became known as Facebook.

26. Facebook’s popularity not only grew—it changed the entire landscape of the
internet. In 2004, only 5% of U.S. adults used any social media platform. As of 2021, 69% of
U.S. adults used Facebook alone.

27. Following the success of Facebook, Meta Platforms expanded through a series of
acquisitions. On April 9, 2012, Meta Platforms purchased Instagram reportedly for $1 billion.
Meta Platforms acquired Instagram in part because it believed that if Instagram grew to a large
scale, it could be very disruptive to Facebook.

28.  More importantly, Instagram was most popular among young users—a market
where Meta was seeking to expand as Facebook’s primary audience aged and the Platform lost its
“cool” factor.

29. By the end of 2016, Instagram grew to over 600 million users. By 2018, Instagram
had revenues surpassing $10 billion, and it has been estimated to be valued at over $100 billion.

An estimated 62% of teens in the United States regularly use Instagram.
7
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30. Meta Platforms has also expanded into virtual reality gaming, hardware, and
software, since acquiring the virtual reality headset creator Oculus in 2014.

31. In October 2021, Facebook rebranded the company to “Meta,” a move meant to
encapsulate that its subsidiaries and products went beyond the Facebook Platform and to
emphasize its work on the so-called “metaverse.”

32.  Asaresult of acquisitions such as Instagram and Oculus, Meta Platforms has
continued to dominate the market of Social Media Platforms and apps, becoming the largest
social media company in the world. As of October 2023, Meta Platforms’ market capitalization—
the value of the company—exceeded $800 billion.

33.  Atall times material to this Complaint, Meta Platforms formulated, directed,
controlled, had the authority to control, or participated in the acts and practices set forth in this
Complaint.

34. Defendant Meta Platforms currently operates its business primarily through its
subsidiaries. Meta Platforms’ key subsidiaries include Instagram, Meta Payments, and Meta
Platforms Technologies.

35. Defendant Instagram offers a mobile application that enables users to share content
such as photographs and videos online and over social networks. Instagram is a limited liability
company formed in Delaware, and shares its principal place of business in Menlo Park,
California, with Meta Platforms. Defendant Meta Platforms is the sole member or manager of
Instagram.

36. Defendant Meta Payments is incorporated in the State of Florida and shares its
principal place of business in Menlo Park, California, with Meta Platforms. Meta Payments
processes payments made through Meta’s Social Media Platforms. Meta Platforms directly owns
Meta Payments, its subsidiary.

37. Defendant Meta Technologies is a Delaware limited liability company and shares
its principal place of business in Menlo Park, California, with Meta Platforms. Previously known

as Facebook Technologies, LLC, Meta Technologies has absorbed Meta’s Oculus business
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segment, which it acquired in 2014. Meta Technologies develops Meta’s virtual reality
technology. Defendant Meta Platforms is the sole member or manager of Meta Technologies.

38.  Asdetailed in the allegations below, Meta Platforms, itself and through its
Defendant subsidiaries over which it exercises authority and control (collectively, Meta), has
engaged in, and continues to engage in, unfair, deceptive, and unlawful activity in the Filing
States and in this District.

39. Meta operates as a common enterprise. All Defendants have their principal place
of business at Meta Platforms’ corporate headquarters in Menlo Park, California. As discussed
below, senior executives at Meta Platforms, including Zuckerberg—Meta Platforms’ CEO, board
chair, and controlling shareholder—exercise control over important policy and staffing decisions
relating to its Social Media Platforms.

40. Meta also represents itself as a common enterprise. Meta’s financial disclosures
describe Facebook, Instagram, Messenger, and WhatsApp, as Meta’s “*family’ of products,” and
report revenue and expenses for the entire “family” together. Instagram’s Terms of Use agreement
currently identifies “The Instagram Service” as “one of the Meta Products, provided to you by
Meta Platforms, Inc.” Meta’s supplemental terms of service for its “Meta Platforms Technologies
Products” is similarly styled as an agreement between Meta Platforms and the user. “Meta
Platforms Technologies Products” are defined to include its VVR-related products, such as its Meta
Quest and Oculus virtual reality headsets, and Meta Horizon Worlds, its virtual reality Social
Media Platform. Meta Platforms also reports its revenue from its VR business segment in its
financial disclosures.

41. Meta’s corporate website represents the leaders of its subsidiaries as Meta’s
“executives” alongside Zuckerberg and other Meta Platforms executives. For example, Adam
Mosseri is identified as “Head of Instagram” and is described as having “been at Meta” for more
than 11 years. Stephane Kasriel, the CEO of Meta Payments, is identified on Meta’s website as
“the head of Commerce and Financial Technologies at Meta” who “oversees all commerce and

fintech work across Meta’s technologies and platforms.”
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43. I addition to sharing a headquarters, || | |  GTRccT

44, Because Meta operates as a common enterprise, each Defendant is jointly and

severally liable for the acts and practices alleged below.
VIl. TRADE AND COMMERCE IN THE FILING STATES

45.  Asdescribed in this Complaint, Meta has engaged and continues to engage in
conduct that constitutes, is in connection with, or affects “trade,” “commerce,” “advertising,”
“business,” “merchandise,” “occupation,” “sale,” “vocation,” “consumer acts or practices,” and/or
“consumer transactions,” as those terms are defined in the Filing States’ UDAP Statutes.®

46.  Although users can establish accounts on Meta’s Social Media Platforms without
paying a fee, Meta does not provide its Platforms for free—rather, it charges its users by
collecting their data and time, which Meta then converts into advertising dollars.

47. For example, this is confirmed by Instagram’s terms of use:

We agree to provide you with the Instagram Service. . . . Instead of
paying to use Instagram, by using the Service covered by these
Terms, you acknowledge that we can show you ads that businesses
and organizations pay us to promote on and off the Meta Company
Products. We use your personal data, such as information about
your activity and interests, to show you ads that are more relevant
to you.

® Cal. Bus. & Prof. Code § 17200; Colo. Rev. Stat. §§ 6-1-106, 6-1-105; Conn. Gen. Stat.
8 42-110b(a); 6 Del. Code Ann. § 2511(6); O.C.G.A. 8 10-1-392(7), (10), (28); Haw. Rev. Stat. §
480-1; 815 ILCS 505/1(f); Ind. Code § 24-5-0.5-2(a)(1); K.S.A. 8 50-624; Ky. Rev. Stat. 8
367.110; LA. REV. STAT. ANN. § 51:1402(10); ME. REV. STAT. ANN. tit. 5, 8 206(3); Mo. Rev.
Stat. 8407.020 as defined in 8407.010(7); Neb. Rev. Stat. § 59-1602; N.J. STAT. ANN. 8. 56:8-1;
N.C.G.S. § 75-1.1(a); N.D. Cent. Code § 51-15-02; Ohio Rev. Code § 1345.01; O.R.S. §
646.605(8); 73 P.S. § 201-2(3); R.I. Gen. Laws § 6-13.1-1(5); S.D.C.L. ch. 37-24; Va. Code 8§
59.1-198; Wash. Rev. Code 8§ 19.86.010(2).

10

Complaint for Injunctive and Other Relief




© 00 ~N o o b~ w NP

S T N B N N T N T N S T T N N N T i =
©® N o U B~ W N P O © ©® N o o~ W N L O

Case 4:23-cv-05448 Document 1 Filed 10/24/23 Page 16 of 233

48. Meta provides tools for businesses to advertise on its Platforms. Meta’s
“Campaign Ideas Generator” provides “campaign ideas, pre-made assets, and resources that are
specific to your small business needs.”

49. Meta provides other features and tools so that it and its users can generate revenue
and engage in commerce. For example, the Instagram Shopping feature allows small businesses
and global brands alike to advertise and sell goods, which users can purchase directly through the
Instagram Platform.

50. Meta encourages and provides tools for users to engage in commerce themselves.
Meta’s creator monetization tools, for example, allow users to make money through Instagram
and Facebook. Meta has also signaled that it is testing creator monetization tools on its Horizon
Worlds Platform.

51. Meta also allows direct advertising by users on its Instagram Platform. In
November 2013, Meta created “Sponsored Posts,” where Instagram users could use posts in their
“Feed” to promote a specific product. As a result, many Instagram users (including young users)
became “influencers,” compensated by advertisers for promoting a product through their posts.

52. In addition, in approximately June 2023, Meta began offering Meta Verified to
Instagram and Facebook account holders within the United States. Account holders can purchase
a Meta Verified subscription bundle that includes account verification with impersonation
protections and access to increased visibility and support. Meta Verified is available on Instagram
and Facebook for a monthly fee of $11.99 when a user subscribes from the web (Facebook
account holders only) and $14.99 when a user subscribes in the Instagram or Meta apps.

VIIl. META’S SCHEME TO EXPLOIT YOUNG USERS FOR PROFIT

53. Meta has exploited young users of its Social Media Platforms, including by:

(1) creating a business model focused on maximizing young users’ time on its Platforms;
(2) employing harmful and psychologically manipulative Platform features while misleading the
public about the safety of those features; (3) publishing misleading reports purporting to show

low rates of user harms; and (4) in spite of the overwhelming evidence linking its Social Media

11
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Platforms to young user harms, refusing to address those harms while continuing to conceal and
downplay its Platforms’ adverse effects.
A. To maximize profit, Meta’s business model focuses on increasing young users’
engagement.
1. Meta monetizes young users’ attention through data harvesting and
targeted advertising.

54, Meta’s core business model across its Social Media Platforms is monetizing user
information and attention by increasing engagement, otherwise known as time spent, on its
Platforms. Meta is constantly striving to sustain and increase user engagement on its Platforms so
that it can sell more and better advertising opportunities to paying advertisers.

55. Meta generates most of its revenue from advertisers, who are able to use targeted
advertising based on the personal data Meta collects for each user. As Meta’s CFO David Wehner

indicated in a January 2019 earnings call:

In terms of our ability to continue to grow the advertising business,
it’s about working to develop the best—the best products we can to
enable advertisers to achieve their end business results. Targeting
obviously very is [sic] important in that.

56.  When Meta succeeds in maintaining a user’s interest through its recommendation
algorithms—thus keeping the user on a Platform for a longer time—Meta can collect more data

on the user and serve the user more advertisements.

58. Increasing the time spent on Meta’s Platforms increases the effective delivery of
targeted ads—a pivotal factor in Meta’s ability to generate revenue. In an April 2019 earnings
call, Meta’s CFO noted, “we’re relying on continuing to improve targeting. And so you’ve got—

the risk there is of course the headwinds that we talked about on the ad targeting front and how

that will play into U.S. growth as well.”
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61.  Advertisers do not have long-term commitments to Meta’s Platforms.
Accordingly, Meta must continue to deliver ads in an effective manner to retain paying
advertisers and maintain and increase its revenue.

62. Meta has emphasized ad effectiveness as a top priority for future growth. As then-
Chief Operating Officer Sheryl Sandberg told investors on a 2019 earnings call, “[o]ver time our
systems will do a better job deciding where your ads should be placed and even helping you
target. And so you’re seeing us build tools in that direction as well.”

63.  As Meta noted in its 2021 Annual Report to the SEC, “[t]he size of our user base
and our users’ level of engagement across our products are critical to our success.” It noted that
factors affecting Meta’s revenue generation include (1) “user engagement, including time spent
on [Meta’s] products”; (2) increasing “user access to and engagement with [Meta’s] products”;
(3) Meta’s ability “to maintain or increase the quantity or quality of ads shown to users”;

(4) maintaining traffic to monetized features like the “Feed” and “Stories”; (5) the “effectiveness
of [Meta’s] ad targeting”; and (6) the degree to which users engage with Meta’s ads.

64. Meta’s Recommendation Algorithms were designed with its business purpose in
mind, namely, to capture users’ attention and keep them engaged on the Platforms.

65.  These algorithms do not promote any specific message by Meta. Rather, the
algorithms function on a user-by-user basis, detecting the material each individual is likely to

engage with and then increasingly displaying similar material to maximize the time spent (and

user data collected) on the Platforms.
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67. Meta’s algorithms apply not only to material generated by users but also to
advertisements. As Sandberg expressed in a 2019 earnings call, “[a]cross all of our platforms and
formats, we’re investing in Al [artificial intelligence] to make ads more relevant and effective. In
Q4, we developed new Al ranking models to help people see ads they’re more likely to be
interested in.”

2.  Meta specifically targets young users.

68. Meta is financially motivated to attract and retain young users on its Social Media

Platforms an s beenfor many yeers. I

® Meta’s Drebbel team, formerly known as the Rabbithole team, focuses on the concept of
“preference amplification”—in laymen’s terms, “going down a content rabbit hole”—within
Meta’s Platforms.
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74. This concern over young user engagement (and its decline) naturally has extended
to Instagram.

75.  About 22 million teens log on to Instagram in the U.S. each day.

76. In recent years, Instagram has become Meta’s most successful Social Media
Platform in attracting and retaining young users.

77. Within approximately two years of its purchase by Meta, over 50% of teenagers in

the Urited States vsed Instagram, anc
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I <tz and its advertisers want to attract young people because they
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