
 

 

May 10, 2017 

Mark Zuckerberg 

CEO, Facebook 

1 Hacker Way 

Menlo Park, California, CA 94025 

Dear Mr. Zuckerberg, 

As organizations that work to promote the healthy development of youth, and also ensure fair marketing 

practices and protect the privacy of individuals, we urge Facebook to publicly release the full internal docu-

ment, reported in The Australian, describing how Facebook collected and analyzed psychological information 

on high school students, college students, and young users. We are concerned about how this information might 

be used by marketers and others to take advantage of young people, tapping into their emotions and unique de-

velopmental vulnerabilities for profit.  There are also serious health and ethical implications of using such re-

search findings to target youth. 

 According to The Australian, Facebook presented research to an advertiser, demonstrating that it col-

lects sensitive data regarding young user’s emotions and “mood shifts.” The research detailed how Facebook 

can analyze sensitive user data in real time to determine how young users are communicating emotion, and at 

which points during the week they are doing so. This research was conducted without users’ knowledge, which 

raises ethical concerns. 1 

 We are aware that Facebook has released a statement to the effect that this research deviated from Face-

book’s protocols and that the company does not engage in the kind of targeting reported by The Australian. Yet 

Facebook’s statement on the matter does not resolve issues of concern about the commissioned analysis, its 

purpose and what it says about Facebook’s actual advertising practices.  

The only way to fully address those concerns is to publicly release the internal document and related 

materials, accompanied by a more detailed explanation from Facebook of what was intended, what happened 

and the company’s actual practices. We ask that Facebook release any research it has conducted worldwide re-

lated to the use of biometric measures to understand how young people respond to its various content and appli-

cations (such as Instagram, mobile and 360 video, and geo-location services). For example, in what ways does 

Facebook use sentiment mining tools to gather and analyze communications by and among its adolescent and 

young adult users?  In what ways does Facebook work with its advertiser clients to provide research data for 

marketing to youth? How do expressed moods correlate with responsiveness to advertising?   These are just a 

few among many questions that release of the internal document, along with contextual explanations from Fa-

cebook, would help answer. As reported, the document is simply far too concerning to keep concealed.  

As you know, Facebook has become a powerful cultural and social force in young peoples’ lives.  The 

practices revealed in this report suggest that Facebook and its advertisers are taking unfair advantage of teens. 

The company owes a full explanation to the public about its practices. 

We look forward to your reply.  

Sincerely, 

                                                 
1 Levin, Sam. (2017, May 1). Facebook told advertisers it can identify teens feeling ‘insecure’ and ‘worthless 

(2017). The Guardian. Retrieved from https://www.theguardian.com/technology/2017/may/01/facebook-advertising-data-insecure-
teens. 
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