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Facebook 
Expecting Strong Advertising Traction to Build Toward 
Year-End & Into '14; Reiterate Overweight, PT to $53 

We are incrementally positive on Facebook shares as we believe advertising traction 
across both Mobile and Desktop continues to build into year-end and 2014. 2Q13 
marked an inflection point in advertiser demand and ad quality for Facebook, which 
enabled the company to increase inventory while simultaneously realizing higher 
pricing. We believe that momentum in the ad platform continues as marketer feedback 
around Mobile, News Feed, and FBX continues to improve along with ROI. We are 
raising our Mobile and Desktop News Feed estimates going forward, and we 
project Mobile will surpass 50% of Facebook's ad revenue in 4Q13 and represent 
60% of ad revenue in 2014. We reiterate our Overweight rating and are raising 
our price target from $44 to $53. 

• Seeing a broader advertiser base in 3Q. During 3Q we believe Facebook has 
expanded its advertiser base, with a notable pick-up in Entertainment industry 
ads across TV shows, movies, and console game launches. These ads often 
feature click-to-play video—which bodes well for Facebook's likely more formal 
launch of News Feed video ads in coming months—and they likely command 
premium pricing based on guaranteed timing and the more advanced format. 

• FBX ramping up. The Facebook Exchange (FBX) was a small contributor in 
2Q, but we believe it will become an increasingly important part of Facebook's 
ad platform as re-targeted ads move further into the Desktop and Mobile News 
Feeds. Our anecdotal checks suggest that FBX ads have increased notably in the 
Desktop Right Rail—often representing the majority of ads shown—and marketer 
feedback after a few months of FBX in the Desktop News Feed is positive. Triggit 
data across 90 campaigns and 4.9B impressions suggests increased FBX ads in the 
Desktop News Feed and increased adoption of dynamic ads are driving a 27x 
increase in CTRs and a 50% decrease in eCPC (implying a 13-14x increase in 
CPMs) since the end of 2012. 

• Estimate and PT increases. Mobile estimates in our bottom-up model increase to 
$2.968 in 2013 and $5.95B in 2014, up from $2.838 and $5.098 previously, 
increases of 3% and 12%. We now project 2013 and 2014 non-GAAP EPS of $0.76 
and $1.09. We reiterate our Overweight rating and are raising our price target 
from $44 to $53 based on the average of our DCF analysis ($56), 17x 2015E 
EBITDA ($56), and 33x 2015 non-CAAP EPS ($47). 

Facebook Inc. (FB;FB US) 
FYE Dec 2012A 2013E 2013E 

(Prey) (Corr) 
EPS - Repotted (S) 
01 (Mar) 0.12 0.12A 0.12A 
02 (Jun) 0.12 0.19A 0.19A 
03 (Sep) 0.12 0.19 0.20 
04 (Dec) 0.17 0.23 0.24 
FY 0.54 0.74 0.76 0.98 1.09 1.25 
CONSENSUS_EPS 
Bloomberg EPS FY (5) 0.51 - 0.71 0.95 1.26 
Source: Company data. Bloomberg. J.P. Morgan estimates. 
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Expecting Strong Advertising Traction to 
Build Toward Year-End and Into 2014; 
Reiterate Overweight, Price Target to $53 
We are incrementally positive on Facebook shares as we believe advertising traction 
across both Mobile and Desktop continues to build into year-end and 2014. 2Q13 
marked an inflection point in advertiser demand and ad quality for Facebook, which 
enabled the company to increase inventory while simultaneously realizing higher 
pricing. We believe that momentum in the ad platform continues as marketer 
feedback around Mobile, News Feed, and FBX continues to improve along with 
ROI. We do not believe ongoing strength is attributable to one single driver, but 
rather the combined impact of stronger sales efforts, improved advertiser education, 
better tracking and measurement, and simplified ad formats. 

During 3Q we believe Facebook has expanded its advertiser base, with a notable 
pick-up in Entertainment industry ads across TV shows, movies, and console 
game launches. These ads often feature click-to-play video—which bodes well for 
Facebook's likely more formal launch of News Feed video ads in coming months—
and they likely command premium pricing based on guaranteed timing and the more 
advanced format. 

The Facebook Exchange (FBX) was a small contributor in 2Q, but we believe it 
will become an increasingly important part of Facebook's ad platform as re-
targeted ads move further into the Desktop and Mobile News Feeds. Our 
anecdotal checks suggest that FBX ads have increased notably in the Desktop Right 
Rail—often representing the majority of ads shown—and marketer feedback after a 
few months of FBX in the Desktop News Feed is positive. Triggit data across 90 
campaigns and 4.9B impressions suggests increased FBX ads in the Desktop News 
Feed and increased adoption of dynamic ads are driving a 27x increase in click-
through rates (CTR) and a 50% decrease in eCPC (implying a 13-14x increase in 
CPMs) since the end of 2012. Desktop News Feed FBX ads began in May of this 
year and they are becoming more prevalent, but we would also expect them to extend 
into the Mobile News Feed in coming months, thereby increasing the relevance and 
quality of mobile ads. Advertiser targeting should also improve going forward as 
Custom Audiences becomes easier to use. 

We are raising our Mobile and Desktop News Feed estimates going fonvard, 
and we project Mobile will surpass 50% of Facebook's ad revenue in 4Q13 and 
represent 60% of ad revenue in 2014. Mobile estimates in our bottom-up model 
increase to $2.96B in 2013 and $5.95B in 2014, up from $2.83B and $5.09B 
previously, increases of 3% and 12%. We remain positive on Facebook shares as 
user engagement remains strong with mobile more than offsetting desktop declines, 
and Facebook still early in its overall advertising trajectory. We reiterate our 
Overweight rating and are raising our price target from $44 to $53 based on the 
average of our DCF analysis ($56), 17x 2015E EBITDA ($56), and 33x 2015 non-
GAAP EPS ($47). 
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Adjusting Estimates 
Overall: We am raising our overall Facebook revenue, EBITDA, and EPS estimates 
as we are increasingly optimistic on Facebook's ability to monetize the News Feed, 
particularly in Mobile. Overall, our 2013 and 2014 estimates for revenue increase 
by 2-3% and EBITDA increases by 12%. See Figure I below for more details. 

Figure 1: J.P. Mor an's Revised Facebook Estimates 
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Source: J.P. Morgan estmates, Company data. 

Simplified Ad Formats and Broader Advertiser Base 
We think Facebook's efforts to simplify its ad formats have removed friction for 
marketers and helped create more News Feed-eligible ads, thereby spurring the 
advertising auction process. Beyond moving from 27 to 13 ad formats, the 
company recently announced it was standardizing image sizes for ads, making 
them consistent across all types of formats, across Desktop and Mobile. 
Faccbook has also increased the image sizes for its Page Post link ads on desktop 
which we think should drive higher click-through rates and engagement. 

We believe Facebook's advertiser base continues to widen and think advertisers in 
the Entertainment category have increased their Facebook ad spend in 3Q, likely due 
to the heavy summer movie season as well as advertisements around the fall TV 
lineup. Examples of entertainment advertisers in 3Q include ads for the movies 
Getanay and Lone Ranger, TV shows The Million Second Quiz and Masters ofSer, 
as well as Take Two's upcoming release of the console game Grand Theft Auto V. 
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We also expect Facebook's 4Q revenue growth to be bolstered by the retail vertical 
as we believe large retailers likely made significant strides in terms of measuring the 
ROI of their Facebook ad spend over the last year. 

Expect FBX To Drive Continued Yield Improvements On 
Desktop... Mobile Next? 
While Facebook has indicated that FBX represents a relatively small percentage of 
its ad revenue, we expect FBX to drive meaningful yield improvements — particularly 
on Desktop Right Rail — over time. We believe FBX remains relatively 
underpenetrated even among direct response advertisers and we expect additional 
advertiser adoption to drive yield increases as FBX ads offer higher ROI than many 
other direct response channels. According to Triggit, a Facebook Preferred 
Marketing Developer (PMD), FBX ads are currently adopted by just 9% of the 
Internet Retailer Top 500 sites and less than 7% of the top 10k Alexa sites. We 
note that Facebook currently requires PMDs (Preferred Marketing Developers) to 
individually approve clients for FBX ads and we expect further streamlining of its 
ad-buying process. 

Triggit data across 90 campaigns and 4.9B impressions suggests increased FBX ads 
in the Desktop News Feed and increased adoption of dynamic ads are driving a 27x 
increase in CTRs and a 50% decrease in eCPC (implying a 13-14x increase in 
CPMs) since the end of 2012. Note that FBX ads in the Desktop News Feed went 
live in early May 2013, after an initial test phase. We believe Facebook's Desktop 
Right Rail ads have CPMs of -$0.40 in the U.S though our checks suggest that 
industry CPMs for re-targeting are closer to -42.00, a significant gap that we believe 
FBX can help tighten over time as more advertisers shift to FBX and FBX ads 
increasingly appear in the News Feed going forward. 

Based on ow anecdotal checks, we believe FBX ads now represent the majority of 
Desktop Right Rail ads, up significantly over the last few quarters. We also believe 
FBX ads are becoming more prevalent in the Desktop News Feed with sites like 
Booking.com and other OTAs increasing their ad exposure in the Desktop News 
Feed. We believe Facebook is also working on adding Mobile News Feed ads into its 
exchange. 

Video Ads A Potential Upside Driver in 2014 
We believe video ads can be a significant driver of growth for Facebook over time. 
According to eMarketer, digital video ad spend will reach $4.1B in 2013, up 41% 
Y/Y, and it will continue be one of the fastest growing segments of online 
advertising. While video ads already exist in both the desktop and mobile News 
Feeds, they are primarily click-to-play Page Post ads. Industry publications such as 
AdAge have suggested that Facebook is working with advertisers to launch auto-play 
video ads in the Desktop and Mobile News Feed for up to $1M-S2.4M per day. 
Advertiser demand for Facebook video ads appears to be strong, though the launch of 
auto-play video ads has seemingly been repeatedly delayed as Facebook ensures it 
has the necessary technology backbone in place to support higher-bandwidth video 
ads while maintaining the user experience on the site. We think it is critical that 
Facebook maintains the user experience, and recent delays do not change our 
view that video ads will drive increased demand and higher pricing. 
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Revisiting Our Bottom-Up Advertising Build 
In this section, we walk through revised estimates in our bottom-up advertising 
build which is based on three segments: I) Mobile News Feed; 2) Desktop News 
Feed; and 3) Desktop Right Rail. While overall ad revenue remains key, we 
believe the bottom-up build is useful for capturing the ongoing mix-shift from web to 
mobile that generally results in fewer impressions, but higher overall eCPMs. 
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Figure 2: Facebook Bottom-Up Advertising Build 
$ In millions except per user ligures 
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As shown in Figure 3 below, we expect Facebook to continue to benefit from overall 
user (MAUs) and engagement (visits/user/day) growth as mobile drives users and 
frequency of visits. Impressions per visit and overall impression volume is likely to 
come down, but we expect higher eCPMs on mobile and improving yield on 
desktop to more than offset the negative impacts of declining overall 
impressions in 2014 and 2015. We think further upside to our estimates could come 
from: 1) increases in mobile and ad load in overseas markets; 2) if the Facebook 
Exchange and other new targeting tools drive a rebound in Desktop Right Rail CPMs 
and stabilize Desktop revenue; and 3) video ads. 

Figure 3: Facebook Total Ad Revenue Growth Drivers 
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Facebook posted strongly accelerating ad revenue growth in 2Q 13, driven primarily 
by mobile ads. While increasing Facebook's overall share of ad budgets across both 
desktop and mobile is critical, we expect mobile to remain the primary focus. 
Facebook also sometimes has discretion around directing certain campaigns 
across formats, and we believe the highest quality ads and especially those that 
point to strong mobile sites will be pushed toward the Mobile News Feed. 

Mobile benefiting from several growth drivers 
As shown in Figure 4 below, we expect Mobile to surpass Desktop ad revenue in 
4Q13. We remain optimistic on Mobile ad formats including Sponsored Stories, 
Promoted Posts, App-Install Ads, and others as Mobile ads have higher CFRs and 
significantly higher eCPMs relative to Desktop. 
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Figure 4: Facebook Ad Revenue by Format 
S in millions 
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As shown in Figure 5 below, we expect mobile to continue witnessing very strong 
growth driven by increases in users, visit frequency, and ad load (impressions per 
user visit). We believe newer ad formats have been adopted more quickly by 
U.S. advertisers but international mobile ad load should increase over time. The 
mix-shift toward international markets such as Asia and Rest Of World could drive 
lower overall mobile eCPMs, but also greater impression volume. 

Figure 5: Facebook Mobile Ad Revenue Build 
$ In millions except per user figures 
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Source: Company reports and JP. Morgan estimates. 

Desktop yields should improve over time 
We expect Facebook's desktop ad revenue to continue facing headwinds as users 
shift their usage towards mobile. While desktop users are likely to continue growing, 
we think a greater proportion of each user's Facebook usage is likely to shift toward 
mobile, resulting in declining desktop engagement metrics such as visits/user or 
minutes/user. 

We expect Facebook's desktop impressions to decline beginning in 2014 as 
increasing adoption of Desktop News Feed ads is more than offset by declining 
usage of Facebook on the desktop. However, we are more optimistic on 
improvements in desktop yield or eCPM as: 1) Facebook improves targeting 
capability; 2) third-party data through FBX and Custom Audiences pushes Facebook 
further down the purchase funnel, driving higher ROI and ad spend; and 3) social 
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still represents a small fraction of most advertiser budgets. Our checks suggest that 
advertisers such as Zappos are having success with Desktop Right Rail ads at low 
CPMs. We note that improvements in desktop yield in more mature markets may be 
somewhat offset by impression growth in lower eCPM developing markets and as a 
result our overall Desktop Right Rail eCPMs are essentially down for the next few 
years. Higher yield through FBX and Custom Audiences could make our numbers 
conservative. 

Figure 6: Facebook's Desktop Advertising Revenue (News Feed and Right Rail) 
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Investment Thesis, Valuation and Risks 

Face book (Overweight: Price Target: $53.00) 

Investment Thesis 
We believe Facebook's virtual ownership of the social graph, strong competitive 
moat, and focus on the user experience position the company to significantly 
improve monetization over time and to become an enduring, blue-chip company built 
for the long term. Facebook's massive reach and engagement continue to drive 
network effects and its targeting abilities provide significant value to advertisers, 
though it is still early. We believe Facebook's ad platform is just beginning to shift 

EFTA01104697



Dou Anmuth North America Equity Research 
12 September 2013 J.P.Morgan 

toward more social ads with higher-quality formats, and it will become increasingly 
valuable to advertisers. 

Valuation 
$53 Price Target. Our 2014 December year-end price target of $53 employs an 
average of a DCF and multiples (EV/EBITDA and PIE) based valuation. We're using 
this valuation approach as we believe it appropriately balances Facebook's valuation 
relative to its growth and industry peers, while a DCF gives the company some credit 
for the opportunity to improve monetization over the long term. 

Our DCF results in a $56 price per share and employs an 11% WACC and 3% long 
term growth rate. We expect Facebook to generate $32.16B in revenue in 2020 with 
a 54.2% EBITDA margin. 

Our EV/EBITDA valuation results in a $56 price per share and employs a 17x target 
EV/EBITDA multiple on our 2015 EBITDA of $7.33B. We note that our I 7x 2015E 
EBITDA target multiple is at a discount to its high-growth industry peers such as 
Netflix (25.5x) and TripAdvisor (18x) but at a premium to other online advertising 
peers such as Google (7x). 

Our PIE valuation results in a $47 price per share and employs a 33x P/E multiple on 
our 2015 PF EPS estimate of $1.43, which is below Facebook's 39%2012-15E PF 
EPS CAGR. 
Risks to Rating and Price Target 
Downside risks include: I) user-first mentality could create short-term revenue risk 
and volatility; 2) competition from purpose-driven social services; 3) advertiser ROI 
on Facebook may remain difficult to measure; 4) privacy, security, and regulatory 
risks; 5) competition for online and mobile ad dollars from Google, Yahoo!, and 
other online advertising companies; and 6) dual-class share structure and Mark 
Zuckerberg's control. 
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Figure 7: Facebook Income Statement 
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Operating Income -30% -295% -151% 39% -29% 51% 5% 22% 
PF Operating Income -22% 6% 2% 40% -24% 41% 4% 21% 
EBITDA -18% 10% 7% 37% -16% 27% 5% 16% 
% of Revenue 
Cost of Revenue 22.9% 25.8% 24.9% 25.1% 24.4% 25.0% 27.7% 25.0% 25.0% 24.5% 25.4% 25.1% 
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Source: J.P. Morgan esamsles. Company data. 
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Figure 8: Facebook Revenue Segment Summary 
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WY Growth 
US & Canada 33% 17% 13% 22% 28% 18% 21% 35% 25% 18% 25% 16% 16% 
Europe 46% 18% 7% 2% 7% 6% 14% 31% 33% 16% 23% 21% 18% 
Asia 40% 25% 11% 3% 22% 14% 21% 36% 36% 11% 25% 14% 14% 
Rest of Woad 468% 18% 13% 18% 38% 21% 36% 44% 106% 138% 89% 88% 20% 
Total 25% 7% 1% 4% 12% 5% 11% 25% 29% 23% 23% 23% 13% 

CVO Growth 
US & Canada -9% 10% 6% 20% -14% 23% -2% 14% 
Europe -13% 2% -4% 25% -7% 17% -2% 9% 
Asia -6% 4% 5% 19% -7% 18% 4% -3% 
Rest of World -9% 19% 6% 21% -11% 26% 52% 40% 
Total -12% 5% 1X 19% -12% 19% 4% 14% 

Geographic Revenue Breakdown 
Based on User Location 
US & Canada 1.914 525 590 637 780 2.532 679 848 840 963 3.330 3.957 4.649 
Europe 1.155 328 346 341 440 1.455 423 505 499 552 1.979 2.518 3.090 
Asia 363 118 135 154 198 605 197 247 271 280 998 1.397 1.863 
Rest of World 278 87 113 130 167 497 159 213 342 503 1217 2.813 3.987 
Total 3.711 1,058 1.184 1.262 1,585 5.089 1.458 1,813 1,955 2,298 7,524 10.686 13.589 

% of Total 
US & Canada 52% 50% 50% 50% 49% 50% 47% 47% 43% 42% 44% 37% 34% 
Europe 31% 31% 29% 27% 28% 29% 29% 28% 26% 24% 26% 24% 23% 
Asia 10% 11% 11% 12% 12% 12% 11% 11% 14% 12% 13% 13% 14% 
Rest of World 8% 8% 10% 10% 11% 10% 11% 12% 17% 22% 16% 26% 29% 
Total 100% 100% 103% 100% 100% 100% 103% 100% 100% 100% 103% 100% 100% 

WY Growth 
US & Canada 67% 33% 25% 32% 38% 32% 29% 44% 32% 23% 32% 19% 17% 
Europe 100% 43% 26% 18% 22% 26% 29% 46% 46% 25% 36% 27% 23% 
Asia 145% 90% 65% 48% 72% 67% 67% 83% 78% 41% 65% 40% 33% 
Rest of World 907% 89% 69% 68% 90% 79% 83% 88% 163% 201% 145% 131% 42% 
Total 95% 45% 32% 32% 40% 37% 38% 53% 55% 45% 48% 42% 27% 

Source: J.P. Morgan eserreles. Company data. 
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Figure 9: Facebook Revenue Driver - Advertising 
2011A 1012A 2012A 3012A 4012A 2012A 1013A 2013A 3013E 4013E 2013E 2014E 2015E 

10031 Summa 
Global Advertising 
Advertising Impressions (in billions) 18500 0.600 4,643 5.038 6,411 20,691 6.394 6.640 6.459 6.071 25.564 22.786 21.182 

V7Y &Nona 41% 35% 18% 27% 46% 33% 39% 43% 28% -5% 24% -11% -7% 
WO Growth 5% 1% 8% 27% 0% 4% -3% -6% 

Average Cost Per Thousand (CPM) $020 $0.19 $021 $0.22 $0.21 $0.2t $0.19 $024 $0.27 $0.35 $0.26 30.43 $0.61 
WY Growth 20% 1% 9% 7% -4% 4% 3% 13% 28% 67% 27% 66% 39% 
WO Growth -12% 13% 1% -4% -6% 24% 13% 27% 

Global Advertising Revenue 3.154 872 992 1.086 1,329 4279 1.245 1,599 1,752 2,097 6,693 9,698 12,826 
V/Y &one 69% 37% 28% 36% 41% 36% 43% 61% 61% 58% 56% 48% 30% 
WO Growth -8% 14% 9% 22% -6% 28% 10% 20% 

MO 1 
US & Canada 
Advertising impressions On billions) 4.455 1.200 1.103 1212 1.337 4.852 1.265 1,169 1,175 1,283 4.893 4.697 4.509 

Y/Y Growth 8% -2% 14% 16% 9% 5% 6% -3% -4% 1% -4% -4% 
0/C? Growth 4% -8% 10% 10% -S% -8% 1% 9% 

Average Cost Per Thousand (CPM) $0.36 $0.35 $0.43 $0.44 $0.47 SO 30.44 $0.62 $0.63 $0.67 $0.59 $0.77 $0.96 
Y/Y Gone 16% 24% 20% 15% 20% 25% 42% 42% 43% 38% 30% 25% 
0 1Q Growth -13% 24% 2% 6% -8% 41% 2% 7% 

US & Canada Advertising Revenue 1.583 419 479 538 631 2,067 552 721 741 866 2,880 3,595 4,314 
WY Growth 48% 26% 22% 36% 37% 31% 32% 51% 38% 37% 39% 25% 20% 
% of Torsi Adverasuv Revenue 50% 48% 48% 50% 47% 48% 44% 45% 42% 41% 43% 36% 34% 

Europe 
Advertising Impressions (in billions) 5.549 1.800 1.715 1.638 2.045 7.1 2.341 2.326 2.162 2,250 9,080 9.535 9.535 

Y/Y Growth 40% 26% 27% 27% 30% 30% 36% 32% 10% 26% 5% 0% 
0/Q Growth 12% -5% -S56 25% 14% -1% -7% 4% 

Average Cost Per Thousand (CPM) 30 '8 $0.15 $0.17 30.18 30.18 $0.17 $0.16 30.19 $0.20 $022 $0.19 $0.24 30.30 
WY Growth -5% ,5% -S% -4% -5% 3% 13% 13% 20% 12% 25% 25% 
O/C/Growth -20% 13% 5% 2% -14% 24% 5% 8% 

Europe Advertising Revenue 1.002 274 294 295 374 1,237 367 451 440 494 1,752 2,299 2,874 
Y/Y Growth 81% 33% 20% 20% 22% 23% 34% 53% 49% 32% 42% 31% 25% 
% of TOW Advertising Revenue 32% 31% 30% 27% 28% 29% 29% 28% 25% 24% 26% 23% 22% 

Asia 
Advertising Impressions (in billions) 2.646 650 841 953 1.315 3.7 939 1.219 1.287 1,361 4,826 5.309 5,734 

WY Growth 28% 25% 30% 80% 42% 45% 45% 35% 5% 28% 10% 8% 
0/O Growth -11% 29% 13% 38% -29% 30% 6% 7% 

Average Cost Per Thousand (GPM) $0.12 $0.15 $0.14 30.14 $0.13 $0.14 $0.19 30.16 $0.20 30.19 $0.19 $0.24 30.30 
Y/Y Growth 38% 24% 16% -2% 17% 23% 35% 40% 45% 37% 28% 25% 
Ci/O Growth 17% -10% 2% -6% 47% -1% 6% -5% 

Aida Advertising Revenue 313 99 115 133 168 51 176 225 251 256 908 1,279 1,726 
Y/Y Growth 119% 77% 55% 5f% 77% 65% 78% 96% 89% 52% 76% 41% 35% 
% of Total Advertising Revenue 10% 11% 12% 12% 13% 12% 14% 14% 14% 12% 14% 13% 13% 

Rest of World 
Advertising Impressions (in billions) 3.089 950 984 1233 1.714 4.681 1.849 1.924 1.835 1.156 6.764 3.246 1.405 

Y/Y Growth 77% 25% If% 93% 58% 95% 95% 49% -33% 39% -52% -57% 
0/0 Growth 7% 4% 25% 39% 8% 4% -5% -37% 

Average Cost Per Thousand (CPM) $0.08 $0.08 $0.11 30.10 $0.09 SO $0.08 $0.10 $0.17 $0.42 $0.17 $0.84 $2.79 
IVY &theft? 5% 32% 22% 1% 14% -4% -1% 79% 357% 81% 393% 232% 
0/0 Growth -6% 25% -6% -6% -11% 29% 66% 139% 

ROW Advertising Revenue 256 80 104 120 156 460 150 202 320 481 1,153 2,726 3,913 
WY Growth 934% 86% 65% 77% 95% 80% 88% 94% 166% 208% 151% 136% 44% 
% of TOM! Advert/sus: Revenue 8% 9% 10% 11% 12% 11% 12% 13% 18% 23% 17% 28% 31% 

Source: J.P. Morgan a:Armies. Company data. 
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Figure 10: Facebook Revenue Drivers - Payments and Other Fees 

2011A 1012A 2 1 2A 3012* 4012* 2012A 1013A 2013* 3013E 4013E 2013E 2014 
9 UMM 

040061 Payments an0 Other Nee 
Total Payments and  Other Fees 557 186 192 176 256 810 213 214 203 201 631 786 762 

WY Growth 425% 98% 61% 73% 36% 45% 15% 11% 15% .21% 3% .5% -3% 
CPO &oath .1% 3% 4% 45% -17% 0% .5% -1% 

0.96 
Revenue per Avg. DAV 51.38 50.37 $0.34 3031 5043 51.47 5033 30.31 $0.21 3027 $1.20 51.00 50.88 

WYGroosa 232% 37% 16% .13% 6% 7% -10% -12% -9% -37% -19% -77% .12% 
0/0 Growl, -8% -3% -13% 37% -22% -5% -10% -5% 

Revenue Per Avg. MAU IAPJP1); 50.77 3021 5021 30.15 $025 30.85 5020 30.19 50.17 30.17 50.72 50.60 30.51 
VP / GroorA 250% 46% 23% -12% 9% 11% .8% .9% .4% 33% .15% 48% .14% 
0 10 G,Owth .7% .314 .13% 1R' -21% -4% .914 -414 

201121 101721 2012A 3012A 4012A 7012A 101321 20134 3011E 4013E 2013E 2014E 2015E 

FteMbook Payments Revenue From Zynge (30% lake: 436 120 103 SS 151 462 75 57 57 62 251 225 210 
VP/Grove-1i 35% .6% -24% 23% .9% -3314 45% -35% -59% 46% •70% -6% 
GOO Growth -2% -14% -15% 72% -50% -25% 1% 9% 
% 01813 PA)ThOIX4 RO•totrO NA 64% 54% 50% 59% 57% 35% 26% 28% 31% 30% 29% 28% 
% of FB Total Revenue NA I I% 9% 7% 10% 9% 6% 3% 3% 3% 3% 2% 2% 

Other Peyrnen% Ftevinue (excl. Zynge: 121 69 59 SI 105 348 136 157 14$ 139 580 563 552 
WYGrossa N.4 NA 720% 105% 189% 709% 78% 65% 32% 87% -3% -2% 
OA) GrOWM 0% 34% 0% IP% 31% Id% -7% -5% 
% 01 FB Pay0W44 116,10o0 NA 36% 46% 50% 41% 43% 65% 74% 72% 69% 70% 71% 72% 

Total IMeebook Payments Revenue (Bottom-up 587 166 192 176 266 210 213 214 203 201 631 761 762 
WY Grote", 425% 98% 61% 13% 36% 45% 15% 11% 15% -21% 3% -5% -3% 

Grown -1% 3% -8% 45% -17% 0% .5% -1% 

Source: J.P. Worgan estimates. Company data. 
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Figure 11: Facebook User Metrics B Region 

Monthly Active U8.10 (MAU) 
uS 6 Canaria 
Europe 
Asra 
neseerwcoa 
Total 

YetAkcadb 
us & Canada 
Europe 
Asia 
Rest or Woad 

Told 

Cauca:at s 
US.S Canada 
Europe 
Area 
Rea Or Wed 
row 

Motidle MAU 
WY Grimm 
OO Grimm 
% Mum MAUS 

Mottle.Only MAU 
WY Matte 
00 Stettin 
% dkla MAU* 

W4b end Mall MAU 
19Y Grime 

Gramm 
%dM19i MA1.4 

Web MAU 
YrY Geeate 
OO Grow* 
% «Mai MALS 

Web Orly MAU 413 413 412 403 376 374 359 334 324 309 267 234 
14% 5% 0% -5% -9% -9% -13% -18% -20% -18% -18% -14% -12% Geowfrr 

00 Omni* 0% 0% -2% .7% -5% -8% .4% -4% 
% Mum MAUS 499E 46% 43% 40% 38% 16% 32% 29% 27% 26 25% 19% 16% 

OHM Active Vats (PAW 
US 8 Comae 126 129 130 132 135 135 139 142 143 144 144 151 155 
Europe 141 152 154 160 169 169 179 182 190 196 195 211 222 
Ave 105 119 129 141 153 153 167 181 194 207 207 260 310 
Rost of Wad i09 128 139 151 161 161 180 194 208 222 222 293 352 
Total 483 526 662 584 618 618 665 699 736 768 768 912 1.039 

Motile IMM 293 339 374 374 425 449 
WY Gera 80% 

12% 14% 14% 10% OO Gratin 
% citrobae MAW 54% 54% 55% 55% 57% 57% 

EMU as %of MAI 
US 8. Canoes 70% 70% 70% 70% 70% 70% 71% 72% 72% 7 72% 74% 75% 
EurOM 62% 64% 63% 63% 65% 65% 67% 67% 69% 7 70% 72% 74% 
Aaa 50% 51% 51% 51% 51% 61% 62% 63% St% 55 55% 58% 80% 
Rest of Wad 48% 51% 52% 52% 53% 53% 55% 56% 57% 5 58% 63% 66% 
Total 57% 58% 58% 58% 59% 59% 60% 61% 61% 62% 65% 67% 

YN Growth 
LISS Canada 27% 23% 11% 6% 7% 7% 8% 9% 8% 7% 7% 5% 3% 
Europe 34% 27% 27% 19% le% 18% 19% 16% 16% 8% 5% 
AS 64% 65% 5214 44% 46% 46% 40% 40% 37% 35% 35% 26% 19% 
Read World 91% 88% 59% 51% 48% 48% 43% 40% 38% 36% 38% 20% 22% 
Tour 48% 41% 72% 28% 28% 28% 26% 27% 26% 24% 24% 19% /4% 

Comity Mit 
US 8 Canada 26% 25% 24% 23% 22% 22% 21% 20% 19% 19% 19% 17% 15% 
Europe 30% 29% 28% 27% 27% 27% 27% 26% 26% 25% 25% 23% 21% 
Area 22% 23% 23% 24% 25% 25% 25% 26% 28% 27% 27% 29% 20% 
Regal Ward 23% 24% 25% 26% 28% 24% 27% 28% 28% 29% 29% 22% 34% 
Teal 100% 100% /00% 100% 100% 100% 100% 100% 100% 100% 100% 100% 100% 

20 11A 1012A 20124 3012A 4012A 2012A 1013A 2013A 3413E 40113E 2013E 2014E 2015E 

179 
229 
212 
225 
1345 

re% 
25% 
54% 
69% 
39% 

21% 
27% 
25% 
27% 

100% 

432 
76% 

51% 
56 

287% 

7% 
374 

63% 

44% 
747 

33% 

93% 

183 188 189 193 
239 246 253 261 
234 256 277 298 
245 268 288 301 
901 955 1.007 1.056 

12% 10% 7% 8% 
19% 16% 14% 14% 
50% 47% 41% 41% 
53% 46% 39% 35% 
33% 29% 26% 25% 

20% 19% 19% 18% 
27% 26% 25% 25% 
26% 27% 28% 28% 
27% 28% 29% 29% 

100% 100% 100% 100% 

488 643 604 660 
69% 67% 61% 57% 
12% 11% 11% 13% 
54% 67% 80% 64% 

83 102 126 157 
277% 240% 215% ill% 

43% 23% 24% 25% 
9% 11% 13% 15% 
405 441 476 523 

52% 49% 42% 40% 
8% 9% 8% 9% 

45% 46% 47% 50% 
818 853 881 899 

24% 20% 16% 74% 
4% 4% 3% 2% 

91% 89% 67% 85% 

193 
261 
299 
304 

1.091 

8% 
14% 
41% 
35% 
25% 

18% 
25% 
28% 
29% 

100% 

680 
57% 

64% 
157 

71% 

15% 
5Z) 

40% 

50% 
899 
/4% 

85% 

195 198 199 200 
269 272 276 27 279 
319 339 359 37 375 
327 346 366 38 383 

1.110 1,155 1,199 1.2 1.238 

7% 6% 5% 
13% If% 9% 
36% 33% 30% 
33% 29% 27% 
23% 21% 19% 

4% 
7% 

26% 
26% 
17% 

4% 
7% 

26% 
26% 
17% 

18% 17% 17% 16% 78% 
24% 24% 23% 23% 23% 
29% 29% 30% 30% 30% 
29% 30% 31% 31% 31% 

100% 100% 100% 100% 100% 

711 819 876 92 928 
54% 51% 45% 37% 37% 
10% 9% 7% 6% 
88% 71% 73% 75 75% 
189 219 248 266 

128% 115% 96% 69% 69% 
20% 16% 12% 8% 
17% 19% 21% 2 . 22% 
542 600 630 642 662 

39% 36% 22% 27% 27% 
7% 7% 5% 5% 

51% 52% 53% 54 54% 
921 93. 953 972 972 

13% 0% 8% 8% 8% 
2% 2% 2% 2% 

63% 81% 80% 7 79% 

204 
293 
449 
460 

1,400 

2% 
5% 

20% 
20% 
14% 

15% 
21% 
22% 
33% 

100% 

1.138 
23% 

81% 
387 

45% 

28% 
752 

II% 

54% 
1,019 

5% 

73% 

207 
302 
511 
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In 

1% 
3% 

15% 
16% 
11% 

13% 
19% 
23% 
34% 

100% 

1.324 
16% 

IS% 
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29% 

32% 
826 
10% 

53% 
1,059 

4% 

68% 

Source: J.P. Morgan esboales. Compa y dala. 
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Facebook: Summary of Financials 
Income Statement - Annual FY12A FY136 FY14E FY156 Income Statement - Quarterly 1013A 2013A 3013E 4013E 
Revenues 5,089 7324 10.686 13.589 Revenues 1.458A 1.813A 1.955 2.298 
Operating income 538 2.273 3.516 4.647 Operating income 373A 562A 590 719 
D&A 649 968 1250 1.598 DIA 211A 230A 216 252 
EBITDA 1,187 3,241 4.765 6,215 EBITDA 614A 792A 836 971 
Net interest income (expense) (37) 0 0 0 Net interest income/ (expense) (15)A (14)A 0 0 
Other income / (expense) (14) (16) 103 167 Other income / (expense) (20)A VITA 0 21 
Pretax income 494 2257 3.618 4,815 Pretax income 353A 545A 590 741 
Income taxes (441) (932) (1.520) (1,974) Income taxes (134)A (212)A (260) (326) 
Nel Income 53 1325 2.099 2,841 Net Income 219A 333A 331 415 
Weighted average dluted shares 2,474 2.507 2.557 2,608 Weighted average diluted shares 2,499A 2.502A 2,511 2,515 
Diluted EPS 0.54 0.76 1.09 1.13 Diuted EPS 0.12A 0.19A 020 024 
Balance Sheet and Cash Flow Data FY12A FY136 FY146 FY156 Ratio Analysis FY12A FY136 FY146 FY156 
Cash and cash equivalents 2,394 3.798 7.383 11,557 Sales growth 37.1% 47.9% 12.0% 27.2% 
Accounts receivable 719 919 1.133 1,359 EBITDA growth 26A% 42.5% 382% 2&0% 
Other current assets 922 1287 1.389 1,644 EPS growth 5.3% 41.9% 13.8% 30.5% 
Current assets 11,267 13255 17.156 21,811 
PP&E 2,391 3,109 4242 5.158 EBITDA margin 57.2% 55.1% 53.6% 54.0% 
Total assets 15,103 18.09D 23.125 28.695 Net margin 26.0% 25.3% 26.1% 27.4% 
Tots debt 1,500 0 0 0 Debt/EBITDA 0.5 0.0 0.0 0.0 
Total labIttes 3,348 2.196 2.175 2.736 
Shareholders equity 11,755 15,894 20.649 25.959 Return on assets (ROA) 12.2% 11,5% 13.6% 14.4% 

Reiman equity (ROE) 15.6% 13.8% 153% 16.0% 
Net Income (incbding charges) 53 1,297 2.099 2.841 
D&A 649 968 1250 1.598 Enterprise value! EBITDA 37.6 25.7 18.0 13.5 
Change in working capital (513) (181) (36) (220) Enterprise value / Free cash low 268.0 463 28.6 20.7 
Other PIE 2.102.6 852 54.9 41.4 
Cash flow from operations 1,614 3.547 5.413 6,687 
Capes (1,235) (1,256) (1.817) (1,902) 
Free cash flow 409 2291 3.597 4,785 
Cash flow from investing activities (7,021) (1,485) (1.817) (1,902) 
Cash flow from financing activities 6,283 (93) (566) (611) 
Dividends 
Dividend yield 

J.F!Morgan 

Source: Company reports and J.P. Morgan estimates. 
Note: Sin trillions (except pershare data).Fiscal yew ends Dec 
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coverage universe.] Underweight (Over the next six to twelve months, we expect this stock will underperfonn the average total return of 
the stocks in the analyst's (or the analyst's team's) coverage universe.] Not Rated (NR): J.P. Morgan has removed the rating and, if 
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Coverage Universe: Anmuth, Doug: Amazon.com (AMZN), Bankrate Inc (RATE), CafePress, Inc. (PRSS), Expedia, Inc. (EXPE), 
Facebook (FB), Google (GOOG), Groupon (GRPN), HomeAway Inc (AWAY), Linkedln Corp (LNKD), Nettlix Inc (NFLX), Pandora 
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J.P. Morgan Equity Research Ratings Distribution, as ofJune 28, 2013 

Overweight Neutral 
(buy) (hold) 

Underweight 
(sell) 

J.P. Morgan Global Equity Research Coverage 44% 44% 12% 
IB clients* 56% 50% 40% 

JPMS Equity Research Coverage 42% 50% 8% 
IB clients* 76% 66% 55% 

*Percentage of investment banking clients in each rating category. 
For purposes only of FINRA/NYSE ratings distribution rules, our Overweight rating falls into a buy rating category: our Neutral rating falls into a hold 
rating category; and our Underweight rating falls into a sell rating category. Please note that stocks with an NR designation arc not included in the table 
above. 

Equity Valuation and Risks: For valuation methodology and risks associated with covered companies or price targets for covered 
companies, please see the most recent company-specific research report at hnplAvww.ipmorganmarkets.com contact the primary analyst 
or your J.P. Morgan representative, or email research.disclosunz.inouiritNainmorgan.com.

Equity Analysts' Compensation: The equity research analysts responsible for the preparation of this report receive compensation based 
upon various factors, including the quality and accuracy of research, client feedback, competitive factors, and overall firm revenues. 

Other Disclosures 

J.P. Morgan ("JPM") is the global brand name for J.P. Morgan Securities LLC ("JPMS") and its affiliates worldwide. J.P. Morgan Cazenove is a marketing 
name for the U.K. investment banking businesses and EMEA cash equities and equity research businesses of JPMorgan Chase & Co. and its subsidiaries. 

All research reports made available to clients are simultaneously available on our client website, J.P. Morgan Markets. Not all research content is 
redistributed, c-mailed or made available to third-party aggregators. For all research reports available on a particular stock. please contact your sales 
representative. 

Options related research: If the information contained herein regards options related research, such information is available only to persons who have 
received the proper option risk disclosure documents. For a copy of the Option Clearing Corporation's Characteristics and Risks of Standardized Options. 
please contact your J.P. Morgan Representative or visit the OCC's website at httogAvww.optionsclearine.comfoublicationstrisks"riskstoc.ndf 

Legal Entitles Disclosures 
US.: JPMS is a member of NYSE, FINRA, SIPC and the NFA. JPMorgan Chase Bank, N.A. is a member of FDIC and is authorized and regulated in the 
UK by the Financial Services Authority. U.K.: J.P. Morgan Securities plc (JPMS plc) is a member of the London Stock Exchange and is authorized and 
regulated by the Financial Services Authority. Registered in England & %Vales No. 2711006. Registered Office 25 Bank Street. London, El4 5.1P. South 
Africa: J.P. Morgan Equities South Africa Proprietary Limited is a member of the Johannesburg Securities Exchange and is regulated by the Financial 
Services Board. Hong Kong: J.P. Morgan Securities (Asia Pacific) Limited (CE number AA132 I) is regulated by the Hong Kong Monetary Authority and 
the Securities and Futures Commission in Hong Kong. Kern: J.P. Morgan Securities (Far East) Ltd, Seoul Branch, is regulated by the Korea Financial 
Supervisory Service. Australia: J.P. Morgan Australia Limited (JPMAL) (ABN 52 002 888 01 I /AFS Licence No: 238188) is regulated by ASIC and J.P. 
Morgan Securities Australia Limited (JPMSAL) (ABN 61 003 245 234/AFS Licence No: 238066) is regulated by ASIC and is a Market, Clearing and 
Settlement Participant of ASX Limited and CHI-X. Taiwan: J.P.Morgan Securities (Taiwan) Limited is a participant of the Taiwan Stock Exchange 
(company-type) and regulated by the Taiwan Securities and Futures Bureau. India: J.P. Morgan India Private Limited, having its registered office at J.P. 
Morgan Tower, Off. C.S.T. Road, Kalina, Santacruz East. Mumbai 400098, is a member of the National Stock Exchange of India Limited (SEBI 
Registration Number - INB 23067523I/INF 230675231/NE 230675231) and Bombay Stock Exchange Limited (SEBI Registration Number -1NB 
010675237/INF 010675237) and is regulated by Securities and Exchange Board of India. Thailand: JPMorgan Securities (Thailand) Limited is a member 
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of the Stock Exchange of Thailand and is regulated by the Ministry of Finance and the Securities and Exchange Commission. Indonesia: PT J.P. Morgan 
Securities Indonesia is a member of the Indonesia Stock Exchange and is regulated by the BAPEPAM LK. Philippines: J.P. Morgan Securities Philippines 
Inc. is a Trading Participant of the Philippine Stock Exchange and a member of the Securities Clearing Corporation of the Philippines and the Securities 
Investor Protection Fund. It is regulated by the Securities and Exchange Commission. Brazil: Banco J.P. Morgan S.A. is regulated by the Comissao de 
Valores Mobiliarios (CVM) and by the Central Bank of Brazil. Mexico: J.P. Morgan Casa de Balsa, S.A. de C.V., l.P. Morgan Grupo Financiero is a 
member of the Mexican Stock Exchange and authorized to act as a broker dealer by the National Banking and Securities Exchange Commission. 
Singapore: This material is issued and disinbutcd in Singapore by J.P. Morgan Securities Singapore Private Limited (JPMSS) [MIC (P) 049/(4/2013 and 
Co. Reg. No.: 199405335R) which is a member of the Singapore Exchange Securities Trading Limited and is regulated by the Monetary Authority of 
Singapore (MAS) and/or JPMorgan Chase Bank. N.A., Singapore branch (JPMCB Singapore) which is regulated by the MAS. Japan: JPMorgan 
Securities Japan Co., Ltd. is regulated by the Financial Services Agency in Japan. Malaysia: This material is issued and distributed in Malaysia by 
JPMorgan Securities (Malaysia) Sdn Bhd (18146-X) which is a Participating Organization of Bursa Malaysia Bcrhad and a holder of Capital Markets 
Services License issued by the Securities Commission in Malaysia. Pakistan: J. P. Morgan Pakistan Broking (Pvt.) Ltd is a member of the Karachi Stock 
Exchange and regulated by the Securities and Exchange Commission of Pakistan. Saudi Arabia: J.P. Morgan Saudi Arabia Ltd. is authorized by the 
Capital Market Authority of the Kingdom of Saudi Arabia (C NIA) to carry out dealing as an agent. arranging, advising and custody, with respect to 
securities business under licence number 35-07079 and its registered address is at 8th Floor, Al-Faisal iyah Tower, King Fahad Road. P.O. Box 51907, 
Riyadh 11553, Kingdom of Saudi Arabia. Dubai: JPMorgan Chase Bank. N.A., Dubai Branch is regulated by the Dubai Financial Services Authority 
(DFSA) and its registered address is Dubai international Financial Centre - Building 3, Level 7. PO Box 506551. Dubai. UAE. 

Country and Region Specific Disclosures 
U.K. and European Economic Area (EEA): Unless specified to the contrary, issued and approved for distribution in the U.K. and the EEA by JPMS plc. 
Investment research issued by JPMS plc has been prepared in accordance with JPMS plc's policies for managing conflicts of interest arising as a result of 
publication and distribution of investment research. Many European regulators require a firm to establish, implement and maintain such a policy. This 
report has been issued in the U.K. only to persons of a kind described in Article 19 (5), 38, 47 and 49 of the Financial Services and Markets Act 2000 
(Financial Promotion) Order 2005 (all such persons being referred to as "relevant persons"). This document must not be acted on or relied on by persons 
who are not relevant persons. Any investment or investment activity to which this document relates is only available to relevant persons and will be 
engaged in only with relevant persons. In other EEA countries, the report has been issued to persons regarded as professional investors (or equivalent) in 
their home jurisdiction. Australia: This material is issued and distributed by JPMSAL in Australia to "wholesale clients" only. This material does not take 
into account the specific investment objectives, financial situation or particular needs of the recipient. The recipient of this material must not distribute it to 
any third party or outside Australia without the prior written consent of JPMSAL. For the purposes of this paragraph the term "wholesale client" has the 
meaning given in section 761G of the Corporations Act 2001. Germany: This material is distributed in Ciermany by J.P. Morgan Securities plc, Frankfurt 
Branch and J.P.Morgan Chase Bank. N.A.. Frankfurt Branch which arc regulated by the Bundesanstalt fir Finanzdienstleistungsaufsicht. Hong Kong: The 
1% ownership disclosure as of the previous month end satisfies the requirements under Paragraph 16.5(a) of the Hong Kong Code of Conduct for Persons 
Licensed by or Registered with the Securities and Futures Commission. (For research published within the first ten days of the month, the disclosure may 
be based on the month end data from two months prior.) J.P. Morgan Broking (Hong Kong) Limited is the liquidity providerlmarket maker for derivative 
warrants. callable bull bear contracts and stock options listed on the Stock Exchange of Hong Kong Limited. An updated list can be found on HKEx 
website: http://wvAv.hkex.com.h1c. Japan: There is a risk that a loss may occur due to a change in the price of the shares in the case of share trading, and 
that a loss may occur due to the exchange rate in the case of foreign share trading. In the case of share trading. JPMorgan Securities Japan Co., Ltd., will be 
receiving a brokerage fee and consumption tax (shouhizci) calculated by multiplying the executed price by the commission rate which was individually 
agreed between JPMorgan Securities Japan Co., Ltd., and the customer in advance. Financial Instruments Firms: JPMorgan Securities Japan Co., Ltd., 
Kanto Local Finance Bureau (kinsho) No. 82 Participating Association! Japan Securities Dealers Association, The Financial Futures Association of Japan, 
Type II Financial Instruments Finns Association and Japan Investment Advisers Association. Korea: This report may have been edited or contributed to 
from time to time by affiliates of J.P. Morgan Securities (Far East) Ltd. Seoul Branch. Singapore: JPMSS and/or its affiliates may have a holding in any of 
the securities discussed in this report; for securities where the holding is 1% or greater, the specific holding is disclosed in the Important Disclosures 
section above. India: For private circulation only, not for sale. Pakistan: For private circulation only, not for sale. New Zealand: This material is issued 
and distributed by JPMSAL in New Zealand only to persons whose principal business is the investment of money or who, in the course of and for the 
purposes of their business. habitually invest money. JPMSA I. does not issue or distribute this material to members of "the public" as determined in 
accordance with section 3 of the Securities Act 1978. The recipient of this material must not distribute it to any third party or outside New Zealand without 
the prior written consent of JPMSAL. Canada: The information contained herein is not, and under no circumstances is to be construed as, a prospectus, an 
advertisement, a public offering, an offer to sell securities described herein, or solicitation of an offer to buy securities described herein, in Canada or any 
province or territory thereof. Any offer or sale of the securities described herein in Canada will be made only under an exemption from the requirements to 
file a prospectus with the relevant Canadian securities regulators and only by a dealer properly registered under applicable securities laws or, alternatively, 
pursuant to an exemption from the dealer registration requirement in the relevant province or territory of Canada in which such offer or sale is made. The 
information contained herein is under no circumstances to be construed as investment advice in any province or territory of Canada and is not tailored to 
the needs of the recipient. To the extent that the information contained herein references securities of an issuer incorporated, formed or created under the 
laws of Canada or a province or territory of Canada. any trades in such securities must be conducted through a dealer registered in Canada. No securities 
commission or similar regulatory authority in Canada has reviewed or in any way passed judgment upon these materials, the information contained herein 
or the merits of the securities described herein, and any representation to the contrary is an offence. Dubai: This report has been issued to persons regarded 
as professional clients as defined under the DFSA rules. Brazil: Ombudsman J.P. Morgan: 0800-7700847 touvidoriajp.morgan(kMmorgan.com. 

General: Additional information is available upon request. Information has been obtained from sources believed to be reliable but JPMorgan Chase & Co. 
or its affiliates and/or subsidiaries (collectively J.P. Morgan) do not warrant its completeness or accuracy except with respect to any disclosures relative to 
JPMS and/or its affiliates and the analyst's involvement with the issuer that is the subject of the research. All pricing is as of the close of market for the 
securities discussed, unless otherwise stated. Opinions and estimates constitute our judgment as of the date of this material and are subject to change 
without notice. Past performance is not indicative of future results. This material is not intended as an offer or solicitation for the purchase or sale of any 
financial instrument. The opinions and recommendations herein do not take into account individual client circumstances, objectives, or needs and arc not 
intended as recommendations of particular securities, financial instruments or strategies to particular clients. The recipient of this report must make its own 
independent decisions regarding any securities or financial instruments mentioned herein. JPMS distributes in the U.S. research published by non-U.S. 
affiliates and accepts responsibility for its contents. Periodic updates may be provided on companies/industries based on company specific developments or 
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announcements, market conditions or any other publicly available information. Clients should contact analysts and execute transactions through a J.P. 
Morgan subsidiary or affiliate in their home jurisdiction unless governing law permits otherwise. 

"Other Disclosures" last revised May 4.2013. 

Copyright 2013 JPMorgan Chase & Co. All rights reserved. This report or any portion hereof may not be reprinted, sold or 
redistributed without the written consent of J.P. Morgan. 
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