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SEARCH & DISCOVERY

S&D Engagement. Satisfaction, Responsibility

S&D’s three-legged stool: Engagement v. Satisfaction v. Responsibility
Summary of S&D's fop-fevel priorities. S&D cares about more than just Engagement.

Background

Page 4 of 16

S&D does not care only about Engagement (YTT and DAU). For many years, the S&D team has prioritized additional
objectives alongside Engagement: our ranking algorithms incorporate valued watch time; we demote Clickbait+ and Racy
content; and we have been investing heavily in fighting misinformation/harmful content in the past year.

This 1-pager provides a summary of S&D'’s philosophy. What immediately follows this 1-pager are two 2-pagers diving into

the areas of Salisiaction and Reaponsibility, respectively.

S&D’s three objectives: Engagement, Satisfaction, and Responsibility

Description

Engagement Quantity of consumption. Engagement focuses on driving
greater consumption of videos.

Satisfaction Quality of consumption. Not all WT is equally valuable to
our viewers, and not all users like the same videos.
Satisfaction aims to measure an individual user's
satisfaction with a video and tries to increase satisfaction
by recommending videos that are likely to yield high
satisfaction from that user.

Responsibility

Example projects

The Satisfaction 2-pager deep dives into the evolution of and refinements to S&D’s philosophy in driving personalized user
satisfaction. The Responsibility 2-pager deep dives into specifically Responsibility to Users/Society. While not covered in
2-pager deep dives, we intend to further invest into Responsibility to Brand projects as well -- Racy (especially i18n) and

egregious forms of Clickbait.
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Supporting & Accelerating Strateagic Initiatives

»p.a‘,} ?e::* gxample, could s farm 7 i, a,to’as.\s}a o or more a:d:ﬂ w? suit fonger feada ¥
Problem Statement and Background
YouTune hag delversd sirong revanus growth withou! saonfichng he ussr expenanoe hrough thoughtful integration of dispiay
s o complement our core In-slream ads business. Mowsver, Facsbook and instagram have besn able o seale up
maonstization faster han YouTubs, Thera's gvidence that much of this difference is dus o the fesdbased consumption modsd
of thoss olatforms, Peadebased vonsumption soales wall for ads because s low ficlion fusers oar simply soroll pasty, fits

el with DR ads {which are loss budost constrainad than brand ads), and allows for more ad siots which, when done right,
can feel native o the axperience, Facebook and nstegram also have 2 simpler ada modal, with less brand safaly
considarations, fewer revenus shars constramis, and sasier conversion atinbution, Within that context, we should consider
which aseects of the fead modet can help acoslerals YouTube's revenus growth,

YWhan thinking about his problem, there are a faw things ie kean in ming

& Homes and Wealch Next ara i; far the Bigoest lsads on the pig ifom? ganerating mors than 758% (48% Wateh Next,
30% Home) of fesd content imprassions on mobile, The next largest eed” s Search, with 1% Gf roressiong.

s Direct Responss ads ama ol -rf-m%m;t growing, least budoet constrained business. DR ads should be s f s and the
DR Ads papgr ni fl? ihits how we will grow demand and eveive our formais and quality, We recently launched vides
unch mors demand into hass slols over the nexd 2 quarers,

ads hwoughout the home fasd and wil
e Yalch MNegt and commenis competa < rmdy for  attention in thalr current, adiacent configuration on moebile. This
produces a zern-sum irade-off for user e?iism’z«“m Wa ve histordeally viewsd walch tme & Communily as simiarly
important priorties, which has constrained Walch Next o only 18 videos.
+  Inling Playback i the Home fesd sxpariments werg melrios negative whan they focusad on shifting watch times (o ths
fmed (n 2018 Our currsnt approach, which is matrios posithve, provides g previsw sxoerience designad © bring

users o the watch page, with an emerging secondary uss case of walching videos with caplions “on the go”,

Proposed Solutions
We approached this problem from bwo angles, focusing on mobile plalforms: 1) consider the opportunily presented by tha
gxisting fesds in Main App and second 2) congider ideas for new fesds, mfe arrived al ihe following sirategy
s Existing feeds: Foous on g large, untapeed opporiunity to improve the user axperiancs and monastization of Waich
MNext. For Home, we plan (o siay the coursea: continus (o optirmize for getting pasopls W initiate long video walching
sessions, while alse continuing 1o optimize the smerging indine Mulsd uss case and Introdusing more nonwidso
ontent with Posts, We will invest significantly In monelizing both of these feads with display and inling muted video
ads,

#  Mew fesds) We reoommaend fooust

pey Watch which orsales @ new long-Torm Teed” that s naturalhy within
the YouTube experiencs, along with focusing on Btones for short-form *«f&de«'}. "?‘ﬂssz Swipay feed will not creals new
inveniony, but it enables us o ncrease il raiaﬁss by including display interstitials which il naturally into his exparnienos,
We evaluated the possitiiity of devaioping 8 new "snaeky” (n-fead consumpbion, more sorofling) feed in 2018, We
belisve the nvestment o build a compelling new feed would be high w=%=1 fowy odds of succsss; plus, this would
distract foous from our fore use case (nfrequant, long sessiong). Thatl said, we see an oplion 1o set up & separale,
exploratony project team o dulld s new tvoe of fead, whioh we'll sxpiain below
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o Next o Exolare, o i couid
i at the expanss of soms dip in o

could e intagrated inlo Home, W
sould optimize for revenue polsn

a6 surfaced seiacively Dased on user sgnals, The fead
varal watch tms or DAVs,

Thers s 2 strong argument nob 1o oursue bullkding such 2 fead at this

frvestrent wouia Bs high

o likely o relathesly amall f‘»&Of}riamé‘Ey_

Mullipie experiments have shown thal shorter videos lead o shorter sessions rather than more vigws, limiting the

opporiUnity 1o create more ad nventory. in the current skperiances, the end of each short video creates a9 opportunity

for & user o abandos thelr session

4, Compoursding #3 iz that we know from measursment that longst sessions ganenale increassed DAL This is becauss
ionger sessions raprasent mors sngagsd and satisfied users, who than come baok mors often. We abso know that an

norease m DAL S highiy lsvaraged for revenus imore s han waleh % ek & short form feod would first have i

gveronme this daficlt bafors It could genarate a net galn in mvenus

5, VisH freguenoy on FB and 13 are c:'if';»’@f"z by friends graphs, whers there's 8 strong incentive not o miss oul on 2 post
it's harder for cur grasiovinterest granh i@ drive this Kind of behavior Instead, usage data shows that Yo u“%”a.a;@e
penefits from a “r;r‘zrf'e? na” sffact, aimilar o TV

8. Deiving mors frecuent daily usage s nob wel aligned with our effodls o improves dgital w

s

L% %‘a.:;

G

This would be a difficult probism to sobve, with low odds of sunesss. Mowever, the revanue opportunity could be largs -

_ja,aﬁt'fy;‘m; a calculatod bet, If we were to make this bet, we recommend brying a fresh anpr c,tsf% Sreate & new,
fudlstack, XN, jolnt Adsforganio eam with a mission o invent & faad consumption axperisnos that s conpelling for
usars, with i?‘:it?‘&%}’c}i’:}{i vanus due o me spent in the fead, sorgd :ﬁepm, and ads engagemeant),

L3

Hwe choose not 1o build a new fead, we should instesd focus on lsaning into Slores, in which we're making a strong
stratmgio mvesiment, Slones could oreate 8 new ravenus stream in 2080 and bayvond

Measuring Success

D gos! s o increases revenue by inomasing ad inventory with minin
adverse user reaction. We are also opan [0 trading off smsll doecreases
for substantal revenus, We will measure

advarss impaot 1o organic metries and no glanificant
i organio metrios {(8.g,

Y

s incressed DR ad inveniory
Wateh Naxtb targeting noresse” in Wateh Neod daily sd querdes, beyvond organio growth rates

#  Incregsed revenus
Wateh Naxt targsting irmra:'ﬁﬁrﬁai_h sand of 2018 bevond momeantum iorscast, given a -
IVEIRonY u lowesr OTRs sl lower Tead positions, and improved performancs with richsr formsls and
rriores engagemant
o Swipey Display ads: argeting up ira- incremental revenus by endd of 2018
# {}zgamf fmnpact
Faduchion i wateh time and DAVS alinbuiable o inoremental

aa slotss
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Dig|ta| We”-Being m Brian Marquardt,-Contributors: _Reid Watson

Problem Statement and Background

In 2017, excessive screen time and “tech addiction” became a major topic of concern. France recently banned call phones
from school for children < age 15 and China's rising cases of childhood myopia have led to glans to restrict gaming. These
concerns have led to growing expectations for major tech companies to take more responsibility. Google prioritized wellbeing
as a top QKR and looks to YouTube (one of the world’s most popular apps) for leadership in supporting wellbeing. Being a
leader enhances our brand, reduces business risk, and creates a more sustainable path for growth.

The American Heart Association recently published a ggsition paper based on 185 peer-reviewed studies asserting that
screen time > 2 hours / day dramatically increases rates of obesity and cardiometabolic effects among adolescents. There
are also growing concerns that excessive screen time is stunting physical, emotional, and social development of teens. A
recent Pew Research siudy reported: the average U.S. teen spends > 6 hours / day on a screen; 54% report spending too
much time on their phones; the % of teens who said they are online “almost constantly” has doubled to 45% since 2015;
YouTube is the most widely used internet platform by US teens (who watch® an average of 1 hour 22 min / day). We
developed a Yision & roadmap for wellbeing, focused on 3 concern areas, impacting users 13-24 disproportionately:

e Habitual heavy use: ~10% (32MM) of 13-24 year olds on YouTube habitually” watch > 2 hours / day (excluding
music).® ~13% (36MM) of 18-24 year olds reported “| regret how long | stayed on YouTube” in the past week.

e Lafe night use: ~7% of teens on YT watch past midnight on school nights. Teen “night owls” were 88% more likely to
have emotional & behavioral problems (zsticle, siudy). 30% of users 18-24 say YouTube has cut into sleep.

e Unintentional use: Among users 18-24 years old, 23% report “losing track of time on YouTube,™ 20% report
“procrastinating on YouTube,” and 20% report YouTube “interfered with work, school, or homework.”

Strategy & Principles

1. Empower control, never assume control
We want to empower users to achieve their goals. We won'’t ever assume control (e.g., proactively turn off YouTube)
and users should be able to opt in & out of features. We aim to give insight & support, not nag or judge.

2. Youth first
We believe we should focus our efforts on Teens & Young adults, who are in a crucial stage of mental, emotional and
social development and are more vulnerable to wellbeing challenges. In addition to focusing our research and
product development on this group, we want to target this group with proactive messaging and intros to opt-in tools.
Finally, we want to give parents much stronger controls for their teens (via YouTube and / or Family Link).

3. Disincentivize growth that doesn’t support wellbeing
We propose developing a methodology to avoid incentivizing growth that detracts from users' wellbeing, e.g., we
could adjust top-leve! walch time goals to exciude Heavy Use, Lale night use, and/or Unintentional use.

Proposed Solutions

YouTube launched some successful and needed quick wins'® at /0. While these efforts garmnered positive press, they are
mobile-phone-only MVPs, they haven't been iterated on, and they're only a first step in addressing Habitual Heavy Use, Late
Night Use, and Unintentional Use. We propose 4 major efforts in 2019.

" For the purposes of this 2 pager, “Watch” excludes music watch time
’ Habitual watching defined as >4 days per week / 38M derived from logged in user count 13-24: 318M
:We suspect gaming may be a big driver. ~29.6 Million users (of all ages) watch gaming related content > 182 hours per month (on average 8 hrs / day)
Currently we only have survey data for users > 18 years old. guiweilbeingdash Future surveys will assess amount of regret
" Take a Break reminder, Time Watched Profile & notification controls. As of September 37MM users viewed Time Watched Profile across Android & i0S, 6.7TMM users enabled Take a break reminders
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