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Executive Summary

The evidence spans from 2012 to 2025 and reveals a consistent
pattern: Google possessed granular, quantified internal knowledge that
its products cause psychological and physical harm to minors —
including sleep deprivation, compulsive use, and social displacement —
yet systematically prioritized engagement metrics and advertising
revenue over safety. When confronted by regulators or advocacy
groups, the company suppressed internal warnings, manipulated third-
party advocacy organizations, killed safety features on ROI grounds,
and auto-deleted internal communications to minimize its discoverable
footprint.
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TO P  F I N D I N G S

https://www.courtlistener.com/docket/65407433/in-re-social-media-adolescent-addictionpersonal-injury-products-liability/?entry_gte=2754#entry-2754


YouTube Product Manager
P E R S P E C T I V E

Source: Exhibit 1061 — Digital Wellbeing H2 2021 Roadmap (Sept 2021)
S O U R C E

Directly contradicts VP Leslie Miller's Oct 2021 sworn Senate testimony: 'Some
speculate that we hesitate to address problematic content or ignore the well-
being of youth online because it benefits our business; this is simply not true.'

P U B L I C  C O N T R A D I C T I O N

A trillion-dollar company decided protecting children's sleep wasn't profitable
enough. Internal teams rejected a safety feature designed to prevent
adolescent sleep deprivation because its 'Return on Investment' was too low
— one month before an executive told the Senate that business interests never
override child safety.

TA K E AWAY

Sleep Safety Features Killed Due to
Low ROI  

"It was something we looked into [helping users fall asleep/late night use]...
but it generally just wasn't as high a ROI compared to some of the other
projects."



Product Management Team for Youth
P E R S P E C T I V E

Exhibit 732 — Teen (Unsupervised) Viewer Wellbeing and Safety (Aug 2024)
S O U R C E

Destroys the Section 230 defense. Google argues in MDL 3047 that harms
stem from third-party content, not platform design. This document admits the
product's format — the infinite feed — is itself the vector for harm.

P U B L I C  C O N T R A D I C T I O N

YouTube's own product managers admit that the infinite scroll feed — not the
content itself — is what drives teens into prolonged, unintentional use that
steals their sleep and social lives. This dismantles Google's core legal defense
that the platform is merely a neutral conduit.

TA K E AWAY

Infinite Feed Identified as Direct
Cause of Teen Sleep Displacement

"Prolonged unintentional use displacing valuable activities … These concerns
are loudest on short form content (more popular with teens) due to its lack of
depth and infinite feed experience."

Digital Wellbeing 'Not Well Aligned'
with Daily Usage Goals

"Driving more frequent daily usage is not well aligned with our efforts to
improve digital wellbeing... Watch Next and comments compete directly for
user attention in their current, adjacent configuration on mobile. This produces
a zero-sum trade-off for user attention."



YouTube Search & Discovery, Ads, and Emerging Experiences Teams
P E R S P E C T I V E

Exhibit 772 — 2019 Strategy Offsite Two Pagers
S O U R C E

Contradicts Google Director Maggie Stanphill's 2019 Senate testimony under
oath: 'Google does not use persuasive technology' and 'Google's Digital
Wellbeing Initiative is a top company goal.'

P U B L I C  C O N T R A D I C T I O N

In the same year Google told the Senate that 'digital wellbeing is a top
company goal,' internal strategy documents admitted that driving daily usage
is fundamentally incompatible with digital wellbeing — and chose usage over
health.

TA K E AWAY

YouTube 'Falls Behind Most
Popular Social Media
Platforms'

"The reminder approach is not unique to YouTube and we fall behind most
popular Social Media Platforms in app level time limits, DND education, and
watch behavior insights."

James Beser, Erin Turner, Jyoti Ramnath — YouTube Youth Product Management
P E R S P E C T I V E

Exhibit 732, p.10 — Teen (Unsupervised) Viewer Wellbeing and Safety (DRAFT)
S O U R C E



YouTube CEO Neal Mohan publicly positions YouTube as a leader in youth
digital wellbeing, launching a 'Youth Digital Wellbeing Pact' and accepting
TIME's 2025 CEO of the Year award. Internally, the company's own teen safety
team admits they lag behind competitors on basic protections.

P U B L I C  C O N T R A D I C T I O N

While YouTube's CEO collects awards for youth safety leadership, the
company's own internal teen wellbeing team admits YouTube 'falls behind
most popular Social Media Platforms' on the most basic protections — app-
level time limits and watch behavior insights.

TA K E AWAY

Paid PTA 'Editorial' with
Manipulated Safety Language



YouTube publicly presents partnerships with the PTA as organic, independent,
expert-led collaboration. Internally, they paid for editorial placement and
strategically adjusted language to manipulate parents.

P U B L I C  C O N T R A D I C T I O N

When parents open their PTA newsletter and read about YouTube's safety
'principles,' they trust it as independent guidance. Internal documents reveal
it's paid corporate PR, with executives debating which words best 'couch' the
messaging to pacify concerned parents.

TA K E AWAY

James Beser, Sr. Director, YouTube Kids & Youth, with internal PR/Marketing
P E R S P E C T I V E

Exhibit 761 — Draft PTA Newsletter Article (March 2024)
S O U R C E

"Updated. Keeping 'principled' bo think it helps explain the body of the copy.
Safer helps couch it in terms PTA readers care about... Marketing is placing
this 'editorial' article in the National PTA newsletter (a paid partnership), to
support the recent Youth Moment announcements."

Responsibility Team Kept Chat
'History Off' — Evidence Spoliation





James Beser, Sr. Director of Product Management, YouTube Kids & Youth
P E R S P E C T I V E

Exhibit 702 — James Beser Deposition (April 2, 2025)
S O U R C E

A senior executive responsible for child safety admits the team charged with
'Responsibility' routinely auto-deleted its internal communications, shielding
safety debates from future legal discovery.

P U B L I C  C O N T R A D I C T I O N

The executive in charge of YouTube's child safety products testified under
oath that the team responsible for platform 'Responsibility' defaulted to auto-
deleting their chat histories. When asked why, he said it prevented people from
'taking things out of context.' The question is: what context were they hiding?

TA K E AWAY

"I can only speak for my team, which was it led to a lot of confusion for junior
folks who would go back in time and take things out of context. And so it
wouldn't surprise me if other teams did similar [keeping history off]."

Internal Tracking: 32 Million Young
Users in 'Habitual Heavy Useʼ

Habitual heavy use: ~10% (32MM) of 13-24 year olds on YouTube habitually
watch > 2 hours / day... Late 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."

Brian Marquardt & Reid Watson, YouTube Digital Wellbeing
P E R S P E C T I V E



Exhibit 1058 — Screen Time & Tech Addiction Strategy (2018)
S O U R C E

YouTube possessed exact internal data showing 32 million young users were
trapped in habitual heavy use and that teens watching past midnight were 88%
more likely to develop emotional and behavioral problems — and kept
optimizing for engagement anyway.

TA K E AWAY

Google claims to prioritize youth wellbeing and to lack knowledge of specific
usage-driven harms. This document shows exact quantification of millions of
minors trapped in harmful usage patterns.

P U B L I C  C O N T R A D I C T I O N

Platform Designed with 'Tricks' for
Dopamine 'Quick Fix'





YouTube UX Research
P E R S P E C T I V E

"Designed with tricks to encourage binge-watching (i.e. autoplay,
recommendations, etc). These 'tricks' have become routine... Watching short
videos results in a 'quick fix' of dopamine... Similar to feelings of reward when
using drugs or other addictive substances."

Exhibit 775 — Effects of Watching Digital Videos on Viewer Well-Being (April 2018)
S O U R C E

Google VP Cristos Goodrow testified in the 2026 trial that YouTube is 'not
designed to maximize time' and is not intended to addict anyone.

P U B L I C  C O N T R A D I C T I O N

YouTube's own UX researchers mapped out an internal 'Addiction Cycle,'
explicitly comparing the platform's autoplay and recommendation features to
drug addiction — calling them 'tricks' that deliver a dopamine 'quick fix.'

TA K E AWAY



Google Employee (internal product review notes)
P E R S P E C T I V E

Exhibit 1003 — Internal Email / iOS Creator App Review Notes (June 7, 2012)
S O U R C E

Directly contradicts 2026 trial testimony by VP Cristos Goodrow: 'YouTube is
not designed to maximize time... We don't want anybody to be addicted to
anything.'

P U B L I C  C O N T R A D I C T I O N

Fourteen years before telling a jury that YouTube doesn't want anyone
addicted, Google employees wrote the quiet part out loud in an internal email:
the 'goal is not viewership, it's viewer addiction.'

TA K E AWAY

'Goal Is Not Viewership, It's Viewer
Addiction'

"Goal is not viewership, it's viewer addiction."



YouTube Strategy (via Deposition)
P E R S P E C T I V E

Exhibit 1002 — Internal YouTube Strategy Document
S O U R C E

In the 2026 LA trial, Google's lead attorney told the jury: 'It's not social media
addiction when it's not social media... YouTube is a streaming service.' Internal
documents operate on the explicit premise that YouTube IS a social media
platform.

P U B L I C  C O N T R A D I C T I O N

While Google's lawyers tell juries that YouTube is just a 'streaming service' like
Netflix, internal strategy documents acknowledge that YouTube is a social
media platform — and would only stop being one if they removed the social
features they rely on to keep users hooked.

TA K E AWAY

YouTube Admitted Internally It Is a
Social Media Platform

"YouTube no longer SMP if we remove social features."



YouTube EDU Team
P E R S P E C T I V E

Exhibit 751 — YouTube EDU Domain Knowledge (June 2012)
S O U R C E

Google markets itself as a responsible partner in education. Internally,
engineers schemed to build new domains specifically to circumvent the safety
firewalls that schools erected to protect students.

P U B L I C  C O N T R A D I C T I O N

When schools blocked YouTube to protect students, Google didn't take the
hint. Instead, they calculated that 42 billion blocked views represented
untapped demand — and engineered technical workarounds to defeat every
school's firewall.

TA K E AWAY

Engineering a 'New Domain' to
Bypass 70% of School Firewalls for
42 Billion Views

"More than 70% of schools in the US block YouTube... On average: 8300/day
per school district, 14000 districts ==> 42B views / year in US alone! And this
is all from schools that they are blocked!!! Ideal Solution: New Domain."



Internal Google Employees (Family Link testers)
P E R S P E C T I V E

Exhibit 764 — Unicorn Dogfood Discussion Group (March 2021)
S O U R C E

Google routinely points to Family Link parental controls as evidence that
parents are already empowered to protect their children, arguing against
federal regulation. Internally, testers found the tools broken, confusing, and
burdensome — but classified the failures as 'Working As Intended.'

P U B L I C  C O N T R A D I C T I O N

When lawmakers push for child safety regulation, Google points to its parental
control tools as proof that parents are already empowered. Internally, their own
employees found the tools barely functional — and engineering classified the
broken experience as 'Working As Intended.'

TA K E AWAY

"This is technically WAI. I don't remember off the top of my head why we had
made that decision... the 'perfect' behavior is a bit fuzzy and we compromised
with the current solution... I spend a lot of time tapping that button one
direction or the other."

Parental Controls Known to Be
Defective — 'Working As Intended'



Privacy and Algorithmic Bias
Classified as Mere 'PR Risks'



Google for Education Cross-Functional Team
P E R S P E C T I V E

Exhibit 1135 — Google for Education Strategy Presentation (2018)
S O U R C E

Google publicly champions student privacy and responsible AI. Internally,
algorithmic bias, student data ethics, and the psychological influence of video
on children are classified solely as threats to market position and 'PR Risks.'

P U B L I C  C O N T R A D I C T I O N

When Google's education team assessed the risks of deploying AI and
algorithmic video into classrooms, they didn't worry about whether children
would be harmed. They worried about whether the public would find out.

TA K E AWAY

"Threats: Perception of privacy issues stops us taking thought leader position.
Ethical issues with student data and bias in algorithms... PR Risk - influence of
video on kids content."

Keeps a Kid/Teen for Life



Internal commenter / YouTube Youth Product Management
P E R S P E C T I V E

Exhibit 741 (Jan 2021) & Exhibit 732, p.2
S O U R C E

Google's published Youth Principles present youth wellbeing as a 'top priority.'
Internal documents reveal schools are customer acquisition funnels and that
recommendations 'normalize unhealthy beliefs.'

P U B L I C  C O N T R A D I C T I O N

An internal comment reveals the real goal behind school partnerships: building
a product that 'keeps a kid/teen for life.' Meanwhile, YouTube's own teen
safety team admitted the recommendation system 'normalizes unhealthy
beliefs or behaviors' for teens — the exact allegation at the heart of the
litigation.

TA K E AWAY

"So essentially making the case that it's not just schools, but it's also a compelling
'cool' product that keeps a kid/teen for life...we still have work to do on the two
biggest challenges for teen wellbeing on YouTube: (1) low quality content
recommendations that can convey & normalize unhealthy beliefs or behaviors (2)
prolonged unintentional use displacing valuable activities like time with friends or
sleep."

Algorithms Pushing Inappropriate
Content in Classrooms



Internal Regional Lead / 'Kids Edu JP' Team
P E R S P E C T I V E

Exhibit 1174 — YouTube in Schools APAC Situation Report (c. 2018-2020)
S O U R C E

Google publicly argued before the Supreme Court in Gonzalez v. Google that
its recommendation algorithms are neutral, passive tools. Internally, staff
acknowledged the algorithms actively override safety intent in K-12 settings.

P U B L I C  C O N T R A D I C T I O N

Google employees in the field reported that YouTube's algorithm was
autonomously pushing inappropriate content to students during class — and
that the default state of Google Classroom was fundamentally unsafe until the
recommendation engine was manually disabled.

TA K E AWAY

"Inappropriate content suggested by algorithm in classroom... I got pointed to
the fact that Classroom embed player shows related videos. This should be
turned off so that Classroom can be a safe environment for students."




