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Sent: 3/2/202111:04:11 PM
To: Slavitt, Andrew M. EOP/WHO

hhs.gov]; Clarke.Humphrey
CC: fh.com];

Subject: Updates followingyesterday's meeting

who.eop.gov; Peck, Joshua
who.eop.gov]

Flag: Followup

Andy, Rob, Joshand Clarke,

Thanks for taking the time to connectyesterday. We appreciate your feedback on what would be most helpfultoyou as
you continue yourwork. Following our meeting, we had further conversations with ourteams andin an effortto be
responsive to yourquestions we have two updates toshare:

Thefirstupdateis related to data we can share on a regular basis with the White House and HHS on vaccine intent. We
will be able toshare survey-based dataonintent to vaccinate (% of people who have vaccinated, % of people who
intend tovaccinate, % of people who do notintend to vaccinate) forthe US with some demographicbreakdowns. We
can beginto send this data by the end of nextweek, and we’llregularly refresh this dataforthe rest of 2021.
Additionally, we'll plan to update our enforcement statistics monthly for yourawareness.

The secondis to provide additional context around the focused work thatis happeningacross oursafety and integrity,
product, engineering, ops, policy, and otherteams, where we’ve made protecting the global vaccine ourtop priority.
We’re building on our work across the past several years on misinformation, our election integrity work, and ourwork
overthe past yearto fight COVID-19 vaccine misinformation and to amplify authoritative information.

Now that vaccines are rolling outand we are seeing more discussion about vaccines on the platform, we are focusingon
understanding how our policies and enforcement approaches are holding up to this evolving conversation. Gur
prioritization of theseissues don’t have an end date —we are adapting to the dynamicnature of this pandemicand
implementingwhatwe learn as we go. Specifically, we are accelerating progresson afewkey areas:

1 Combatting vaccine misinformation and de-amplifying content that could contribute to vaccine hesitancy:
We're improving the effectiveness of ourexisting enforcement systems (particularly focusing on entities that repeatedly
post vaccine misinformation), mitigating viral content that could lead to vaccine hesitancy, and ensuring our
recommendations / discovery surfaces are not amplifying vaccine hesitancy-inducing content.

2. Promoting the vaccine and providing authoritative information: We will use ourscale and product to increase
people’sintent to get vaccinated by showing people authoritative information from the CDCand leading health partners
to counter misinformation and increase education, awareness, and trust. We’ll also help peopleget the vaccine by
helping people knowwhen they’reeligibleand to find vaccines nearthem. Finally, we willuse ourreach to drive vaccine
acceptance by providing personalized ads and increase visibility of vaccinations in people’s networks (e.g., friends,
healthcare workers, publicfigures) toinspire themto get vaccinated. We are working on specific plans forhow to
supportcommunities mostimpacted by COVID (Black, Latinx, Indigenous), and would welcome yourinput. We’d also
welcome partnering with you to amplify efforts to support these communities.

We’d be happy to schedule afollow-up discussion to provide additional information on this work, oron the data we plan
to provide going forward. We'll also have more information very soon on access to CrowdTangle as discussed.

Look forward to continued work here, and please don’t hesitateto let us know if you have any questions.

Thanks,
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Date: Thursday, February 18, 2021 at 2:02 PM

To: Rowe, Courtney M. EOP/WHO -)who.eop, ov>, Flaherty, Robert EOP/WHO
< who.eop.gov>, Humphrey, Clarke EOP/WHO who.eop.gov>
Cc: fb.com>,_1)fb.com>, fb.com>, -

Rfb.com>
Subject: Facebook proposal to help mitigate vaccination hesitancy
Good afternoon Courtney, Rob, and Clarke,

I hope everyone is doing well and taking care amidst this wintry weather. I’'m reaching out today withanimmediateidea
fromthe team that we think will significantly help with outreach/hard to reach communities to help mitigate vaccination
hesitancy. For our part, we have some of our product reps available to speak more deeply to the profile frames proposal
below at your soonest availability.

| alsowant to circle back on the misinfo meeting we are looking forward to having. ltwouldinclude some newinsights
we have and a deeperdiscussion of what more we can do. We think best to have the properrepsto include yourself,
HHS and CDC. Can we look to you to help surface dates that this can take place soon? We also spoke toJosh at HHS
aboutthe frame proposal below and they are also looking forward to a deeperdiscussion on that and a discussionon
misinformation. We are not sure the appropriate rep at CDC that you would suggest forthe misinformation meeting, but
we look forward to meeting with the teamyou bring together.

Profile Frames: Some governments and NGO partners worldwide are currently executing campaigns on Facebook
encouraging peopletoshare that they got vaccinated (or planto) in order to normalize getting the vaccine. Forexample,
some partners plan to execute a major campaign starting next week centered around profile frames and similarassets
on Facebookand instagram (e.g. "I'm COVIDvaccinated") that people can opt-into. This campaign can also activate a
broad set of trustedinfluencersand publicfigures to help. These partners asked us to partnerwith themin promoting
this campaign, which we are fully supporting.

As such, we believethat a similareffort could make asignificant difference around vaccinationintentin the US and we
would like to explore supporting such acampaign here. Given the scale of our platforms and daily reach, a well -executed
campaign could be seen by millions of people in the United States alone, and potentially help change attitudes toward
vaccination.

Attached are some initial design explorations that we are iterating on. These are not final designtemplates (morefor
illustrative purposes). We can provide the final templates toyou by Friday.

We’re also happy to furtherdiscuss how we believe this can help gain momentum around vaccine uptake and
confidence, and explore how we can support promotional efforts to drive adoption of these frames. Once you're
comfortable andina position to move forward, we would just need the digital teams to upload the frames through the
official Facebook accountsyou’d liketo use; we’re also happy to help the teams do this.

We are excited to explore partneringwith the US governmenton this and make a significant difference around

vaccinationintent domestically. We can move as fast as needed to activate this campaign.

[n+u30TZXDEEGOAAAAABIRUSErkiggg==

-On Behalf of the Facebook team

[signature_9858399609]
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these campaigns caninfluence people’s attitudes and behaviors. Here are some tactics we and our partners have found
to work quite well (keepingin mind that there are no hard and fast rules!):

. Health organizations {nonprofits, academic institutions, etc.)

) Health messages that show people a positiveaction they can take to improve their health are often
more motivatingthan fear-based messaging.

) Health messages that dispel concerns about safety have been especially effective for vaccine campaigns
— forexample, one of our partners’ most successful flu vaccine campaigns was centered around the message, “No, you
cannot getthe flufrom the flushot.”

) Many of our partnerssaythey get the best results when designing campaigns with the explicit goal of
creating content that viewers will wantto share with theirfriends and family. This enables them to get much broader
reach/distribution and also capitalize on the fact that people often trust guidance that comes from their friends and
loved ones.

) Usinginterest-based targeting for health messaging campaigns has also been successful; one of our
partnerswas able to move the needle around mask-wearing attitudes/behaviors in the US through a campaign where
they served different creative to different audiences (e.g., parents with children, Spanish speakers, and rural moderates
saw very different content, but all with the central ‘weara mask’ message).

. Other influencers{including publicfigures)

) Engaging celebrities toshare content of themselves wearing a mask has been one of our most successful
interventionsto-date. This summer, we reached outto our publicfigure partners encouraging them to post content of
themselves on Facebook and Instagram with the #WearAMask hashtag. We then amplified this content to reach more
people onourplatforms. The campaign ledtoan 8 pointincrease in perceived social approval (akeyindicator of
behaviorchange) toweara mask amongpeople whoviewed the content.

) Note: We've received feedback fromour partners that these campaigns would be even more successful
if the ask to engage in health campaigns came from a health authority — like the CDCor HHS — instead of from
Facebook. Thisis a key area of partnership that we’d like to explore with yourteam moving forward: forexample, if you
are able to help activate influencers and partners for campaigns, we can quite easily amplify the content they postto
specificaudiences.

. We are also working with some of our partners on COVID-19vaccine message testing to determine which
messages resonate with different communities. One of the partners we’re working with here isthe Behavioral Insights
Team (BIT), an organization thatapplies nudge theory toinform policy and publicservices. They recently rananonline
experimenttotest 7 different messages promoting vaccine confidence and willingness to vaccinate in the US. The Trust
building messagetheytested had the strongest results overall, bothamonggeneral populations and Black Americans.
The specific message that performed the best was: “The COVID-18vaccine was developed for safety before speed. Over
70,000 people have already tested it, so you can getit safely.” BIT has permitted us toinclude the full results here,
attached, in case these can be helpful toyou asyoudesignyourcampaigns — and we’re also happy to discuss further.

. In late December, we met with seniorCDC careerstaff around educational campaigns and survey data {(our CMU
COVID survey below). Theyimmediately understood the value of what we were offeringand are interestedin
collaborating more closely. They are interested in using ourlarge -scale surveys toinform the vaccine response and we
are inactive discussions on educational campaigns. The meeting was positiveand completely focused on substance and
impact.

WhatsApp

. WhatsApp’s vaccine support strategy is to partner with governments, health ministries, global health authorities
and key healthcare industry stakeholders to provide tools on WhatsApp to help citizens get educated about COVID-19
vaccines, schedule theirappointments and get critical updates to get vaccinated.
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o in 2020, WhatsApp partnered with the WHO, UNICEF and 100+ governments/health ministries around the world
to send critical updates about COVID-19out to citizens. These efforts positively impacted the lives of tens of millions of
people with over 3billion messages exchanged between citizens and governments.

o In 2021, WhatsApp has established partnerships with the WHO and UNICEF, and is pursuing partnerships with
dozens of governments around the world to provide critical last milesupport to ensure that people get accurate
information about COVID-19vaccines and get vaccinated. Forexample, WhatsApp recently partnered with the Ministry
of HealthinIndonesiatoenable peopleregisterand getimportant reminders to get vaccinated. The service was rapidly
adopted, with 500,000+ health workers signingup forthe service in the first few days of launch.

o in the US, WhatsApp is seeking to:

o Partner with the CDC, HHS, and key health authorities at the state/local level to empowerpeople on
WhatsApp (particularly those in the Latin-X and immigrant/minority communities where WhatsApp usage is high) with
accurate information about vaccines, enable people to scheduletheirvaccine appointments, and send critical updatesto
remind people toreceivetheirrequired number of vaccine doses.

o Leverage Facebook/instagram ads that click to WhatsApp campaigns to reach millions of people in the
US who can engage directly on WhatsApp with the CDC, HHS, and key health authorities atthe state/local level.

o WhatsApp also has an on-going partnership with the Poynterinstitute/International Fact Checking Network on
a fact checking WhatsApp service to combat COVID-19 misinformation in English and Spanish. WhatsApp will continue to
accelerate this partnership with planned efforts to educate US citizens in 2021 by combating vaccine related myths and
rumors on WhatsApp.

CrowdTangle

o Bi-weekly COVID contentreports: We have recently begun sharing bi-weekly COVID content reports with the
CDC. The goal of these reportsisto share emerging trends, particularly around content to “watch out” for, and provide
some localized views on potentially problematic content. Facebook’s CrowdTangle tool is used todevelop thesereports.
CrowdTangle islookingat publiccontentonly, and analyzes adatabase thatincludes asubset of Pages, verified Profiles,
publicinstagram accounts and Groups. Thus, these reports should be directionaland not be the sole source of
information or be considered the definitive look at all problematiccontent onthe platform.

o Access to CrowdTangle: At the start of the pandemic, CrowdTangle has beenin use by the CDC for research and
social media monitoring purposes. FEMA has been a user of CrowdTangle since 2015, and has useditto create real -time
displays fortheirvarious regionalteams to supporttheirsocial mediasituational awareness efforts and help direct
needs orinformation clarification. The CrowdTangle team has supported these two agencies with trainings, product
resources, and list building assistance.

Facebook Ads

o Supporting government organizations, such as Governments or Ministries of Health, with communication
related to COVID-19 became a top priority for us as a company. We mobilized multiple dedicated response teams —
including measurement(marketingscience} — and worked closely with Facebook Marketing Partners {FMPs) toensure
that people were adequately informed by theirgovernments and knew whereto go for resources. We’ve providedmore
than $35M worth of ad coupons and extensivetraining and consultation on how to leverage ad credits to more than 230
government entitiesin over 150 countries. Thisenabled governments to get their mostimportant COVID-19 messaging
across to as many people as possible.

o In the US specifically, as part of our we have maintained avery close working relationship with CDC, including
weekly meetings to discuss policy, communications and advertising related topics. CDC has been arecipient of ourad
credit program, allowing themto reach people with essential health messaging. They are launching theirfirst
measurementstudy imminently to measure the effectiveness of theirmediaon changing knowledge, attitudes and
practices.
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