Brian Warner, Founder, Celebrity Net Worth

Why Does This Matter Beyond CelebrityNetWorth?

Perhaps the loss of one website that estimates the net worths of celebrities isn't the most
obvious harbinger of a dying web. However, | implore you to see the larger picture for both
the internet at large and consumers. Thousands of websites that the American people love

and rely on every day require the oxygen that Google formerly provided to stay alive. ﬁ I g()meonecame to me Wlth an idea for a
ket v el sl e i websiteor a web servicetoday,| would tell them

created. The open internet is what allowed sites like Wikipedia, WebMD, TheOnion, and

o e et to run. Runasfar awayfrom thewebaspossible

It is my view that Google has removed essentially all of the oxygen from the open internet

ccosysem. There s no onger any mcenive or even basc oporuniyomovaeas1os | | Launcha lawn carebusinesor a dog grooming

back in 2008. If someone came to me with an idea for a website or a web service today, I<

would tell them to run. Run as far away from the web as possible. Launch a lawn care
business or a dog grooming business - something Google can't take away as soon as he

business somethingGooglec a ralkdawayas
In June 2019, search engine analyst Rand Fishkin put together a report about Google SOO naS h e O r S h ei S th riVi n g ] 6

using data from web analytics firm Jumpshot. The data show that today an estimated
48.96% of all Google searches end with the searcher NOT clicking through to a website.
The same report estimates that 7% of all search clicks go to a paid ad result and 12% go
to properties owned by Google's parent company Alphabet. Moreover, those stats do not
even show the full extent of the problem because the data largely relied upon desktop
devices and could not track searches that took users to a Google-owned app like the
YouTube or Google Maps.

Google's dominance today is vast, extending beyond online search into mobile operating
systems, advertising, browsers, mapping, email and video. These business lines work in
tandem to establish unchecked power in virtually every facet of the consumer internet. For
example, when a YouTube video is shown in a Featured Snippet for a net worth search,
not only is the original source choked off the page, but Google's sister property YouTube
directly benefits from the traffic.




OThreat o

A Ho do we deal with the problemof 0 pr ol | €

innovations in search, new algorithms, new content? Will universal search work? How do we
deal with the problem of "proliferating verticals?* How will we index and handle all the

- el ? N\
personal and user generated content that is so hard to rank? What information do we not have in V e r t I a I S O O
our search index and how will we get it? C M
Bill
Singhal
umm:
We bel 2) Better product search | High commercial value | Focus on quality and coverage
take st (10-12% of searches) within Google [Jilind web
ranking
. 3 T Build an | Fast growth in real estate | Combine user interface. Enable
understanding of and compelling users to generate content where it
o local and real estate | opportunity to enhance | does not yet exist online
into Google local
% 4 Enhance experience | Drive too much traffic to | Focus on quality and coverage
of job related queries | competitors monster and | within Googl and web
on Google hotjobs rankin
5) Improve spammed High revenue area with Imprs
. travel queries poor quality search gnal and how they affe
results area
.
(See Appendix for supporting data)
.

R

edy/Initiative to address: Initiatives noted in 4" eolumn above.

An orthogons

threat: websites with social

eraction and high entertainment value

, Observa

~ . . . .

When reviewing the quickly growing websites (MySpace, YouTube), the team

developed an opinion that these social networking sites will ultimately represent a threat to our

search business as people will spend more time on those sites and ultimately may do most

* searches from the search boxes available there. They aren't direct competitors, but they may

displace us in end-user time tra

deoff. This is particularly true of Liv

om whose traffic grew L] AN
over 1000% as Microsofl transitioned MSN Spaces to Live.com. The analogy that we discussed
was a library - Google - in the face of the dawn of movie theaters - MySpace, YouTube - where O O S O
it even seems possible that the movie theaters will build in hookstores or libraries. While it is
. comforting that libraries still exist, there's no question that movie theaters now get more
consumer time and do more volume. Since it seems unlikely that we will be able to convince
people to be entertained less, we feel it is important to develop an entertainment strategy

. Remedy/Initiative to address: Our remedy has four prongs prongs. We need to own the search
box on the entertainment sites, we need to be the search site where you can find entertainment
content, we need 1o succeed in social networking, and we need build ententainment and social
interaction into our search experience.

The first prong falls to cur syndication team which should target these rapidly growing
sites and win all major syndication deals to own the search boxes.

Become the search site for this type of content. This means comprehensive indexing of
MySpace, YouTube, NetVibes, RSS, and so on. If we succeed in being the primary way
to search these vast arrays of content, this will offer us some protection from these fast
growing sites as we will likely grow proportionally to them. We need to stafl two efforts,
aggressively acquiring this content for indexing and improving low-link ranking

2
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Nl nstagram was ou

Posted 2012-01-26 23:52:32 UTC

Status Instagram is eating our lunch. We should've owned this space but
we're already losing quite badly. Lots of new friends are joining and
following me every week, and | find myself checking it far more often than
FB Mobile. It's a far more focused, compelling way to keep up with what
my friends are doing. Google+ is a red herring — we are getting distracted
by a shitty clone while guys like Instragram and Pinterest ramp up and
create new markets that we should've seen coming.

Mobile

from: Mark Zuckerberg

EECCCSI R —

time: Mon Apr 09 10:51:24 PDT 2012 (1333993884473)
subject:

body

Yeah, | remember your internal post about how Instagram was our threat and not
Google+. You were basically right. One thing about startups though is you can often
acquire them. I think this is a good outcome for everyone.

00063367; 00063341



N[ T] hey coul e

« from: Mark Zuckerberg

+ to: David Ebersman
Zuckerberg| X

= time: Mon Feb 27 23:41:03 PST 2012 (133041486364 7)

* subject: null

+ body

. Mark

One business questions I've been thinking about recently is how much we should be
willing to pay to acquire mobile app companies like Instagram and Path that are building
networks that are competitive with our own. These companies have the properties where
they have millions of users (up to about 20m at the moment for Instagram). fast growth, a
small team (10-25 employees) and no revenue. The businesses are nascent but the
networks are established, the brands are already meaningful and if they grow to a large,
scale they could be very disruptive to us. These entreprencurs don't want to sell (largely

N T Ibesinessearenascenbut the networks

™\ are established, the brands are already
meaningfulandif they grow to a large scale
they could be very disruptive to usoO

-

-y

00063220



| &ujralize a potent | a

« subject: null
= body

1 tend to have a high bar for M&A considerations. All the research I have seen is that
most deals fail to create the value expected by the acquirer. My instinct is that many deals ~ - - -
are done because the CEO is frustrated that the business is not where they want it to be.

they would rather do something than nothing, and M&A seems like the biggest lever they nl) [ N ] e u t r aI I Z e a p Ote n tl al C O I I I p e t I t O
have. This is a bad reason to do a deal. So for these two ideas specifically, I would ask

you to find a compelling elucidation of what you are trying to accomplish. 1} neutralize a

potential competitor? Bad reason in my book since someone else will spring up
immediately in their place. There will always be consumers who are instinctively <

negative about the industry leaders and want to work with the upstarts. We will always
have upstarts nipping at our heels. We have to win against competitors by having better \
products. 2) acquire talent? Seems expensive for this. 3) integrate their products with ours

~ - ! ¢ ) ~
in order to improve our service? This can be a very compelling reason. if you have a clear I I 2 ) [ A] C q u I re t a I e n t O
L

vision for how the implementation would be great for users and that we cannot do the
product improvements ourselves in a reasonable timeframe. 4) other? Happy to discuss
further.

n3) [l] ntegrate their products with ours
In order to iImprove our service®

00063221



from: Mark Zuckerberg
to: David Ebersman(
Zuckerberg

. Mark

time: Tue Feb 28 09:55:42 PST 2012 (1330451742327)
subject: null
body

It's a combination of (1) and (3). The basic plan would be to buy these companies and
leave their products running while over time incorporating the social dynamics they've
invented into our core products. One thing that may make (1) more reasonable here is that
there are network effects around social products and a finite number of different social
mechanics to invent. Once someone wins at a specific mechanic, it's difficult for others to
supplant them without doing something different. It's possible someone beats Instagram
by building something that is better to the point that they get network migration. but this
is harder as long as Instagram keeps running as a product. (3) is also a factor but in reality
we already know these companies' social dynamics and will integrate thent over the next
12-24 months anyway. The integration plan involves building their mechanics into our
products rather than directly integrating their products if that makes sense. By a
combination of (1) and (3), one way of looking at this is that what we're really buying is
time. Even if some new competitors springs up, buying Instagram, Path, Foursquare. etc
now will give us a year or more to integrate their dynamics before anyone can get close
to their scale again. Within that time, if we incorporate the social mechanics they were
using, those new products won't get much traction since we'll already have their
mechanics deployed at scale.

S

S

NT h are.e. afinite numberof differentsocial
mechanicgo invento

N[ W] hat weore r e:

1 |
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ple Offers Preferential Treatment to Baidu

Subject: Re: Next steps on Apple & Baidu partacrship

From: "He Helen" Configential

Received(Date): Wed. 03 Jun 2015 04:31:25 +0000

To: "BrianCroll"'____ Confgentia | .
Ce: "YeeWee Koh” Confdental "Eang Yimin" ~J c
[ Confidential [ Danicl Suen” Confidential | "Phil
Sehiller [ Corfenia ]

Date: Wed, 03 Jun 2015 04:f

Brian*
4. APP Review Fast Track- We can set up a process where Baid:
and this can often speed up the process.

It has been a while since my colleagues andj

with my colleagues during the week of June .
I'm assigning two key contacts for Baidu and both of them can help manage through Apple: YeeWee Koh

from our Beijing office and Brian Croll from Cupertino. Both are a part of Phil's team. YeeWee will
engage Brian where needed and | am asking both of them to reach out and introduce themselves.

| would appreciate if you could let me know
are looking forward to seeing you again

Finally, we are looking at your positioning service

Regards,
Helen Bost
. Tim
From: Tim Cook Confidential
On Jul 25,2014, at 11:42 AM, LiRobin | Confidential ] wrote:

Date: Wednesday, August 6, 2014 a

To: "L Robin [ o]

Cc: HAIWEN HE Gonfidential

Crol|__ comema ] Ve® It was great to catch up with you this morning and find we share many common views. ' B N

s N | 'assigningtwo key contactsfor
1 want to make sure that we follow up on some of the ideas we discussed. Specifically, It would be

Tim,

Robin, great to make progress in the following five areas of cooperation. Please designate someone on
Apple side as the contacting person. On Baidu side, our chief strategy officer Helen He will serve
Thanks for visiting with me. I'd like Apple to as the point of contact. -
items below are great starts. Here is the sta
1. Search - Both iIOS8 and Yosemite will ins a I u a n O O ‘ e I I l C a I I ‘ E
systems are available as a developer releas| 1. Search: Baidu has the best and most popular Chinese search engine. It would be great to set
Fall. Baidu as the default search engine (browser default search, mobile search APP) for all Apple

devices in China.
2. Input method- i0S8 will enable Baidu to

N\
input method, 2. Input Method: Baidu has the best and most popular Chinese input method(particularly among
Apple users). It would be great to set Baidu IME as the default input methods for all Apple devices
3. Map App- Eric Albert from Eddy Cue's te: in China. [ ]

begin an investigation. Please put him in tos
opportunity 3. Map APP: It would be great to set Baidu Map APP as the default mapping application for (or
pre-install in) all Apple devices in China.

4. Positioning Service: | recommend Apple to use our positioning API as we are the most
popular, most accurate, and most reliable one in China.

5. APP Review Fast Track: Baidu offers many services to Apple users in the form of IOS APPs.
It would be great to set up a fast track for the review process for Baidu APPs.

Beside the above, Apple and Baidu have many other mutually benefiting cooperation
opportunities, such as integrating Baidu’s leading Chinese voice recognition technology into Siri,
Sirl uses us as the backfill search engine, and utilizing Baidu’s personal cloud services inside
China. | look forward to a long and fruitful relationship between our companies.

0110837 011084 7



S WHY AMAZON GOT
=S OUT OF THE APPLE
APP STORE TAX, AND
WHY OTHER
DEVELOPERS WON'T

Apple needs Amazon to help its
TV ambitions

n | difécsilt to expreshow strangethisis: for overadecadeApple hasstuck
to the rule that all digital goodssold in I0S appsmustuseA p p | payment
methodsjncludingA p p |3@p&rsentcuto

A S u d dteanrlileyappeardo applyto all developerexceptthosewho have
theleverageo cutaspecialdealwith Apple.o




Apple Cuts Off Developers

Subject: Re: Facebook and Apple

From: "Steve Jobs"

Received(Date): Fri. 09 Apr 2010 00:35:58 +0000

Ce: "Scott Forstall'[ cConfidential _,"Philip Schiller”
Confidential

Date:  Fri. 09 Apr 2010 00:35:58 +0000

TI'd suggest we just cut Joe off from now on
On Apr 8, 2010. at 5:25 PM, Ron Okamoto wrote:
Steve, Scort and Phil.

Some additional background: Earlier today Joe spoke to the press and was critical of our new
PLA and Objective C. I called Ethan Beard and Henry Moissinac at Facebook and told them we
were not happy with this because it was not the first time he's done this and it does not publicly
reflect well on our partnership. I reminded them that we do not have Apple employees blogging
and talking to the press being openly critical about Facebook.

TJoe sent me an email after the press story hit explai
has been working on a cross compiler.

ng why he was "upset”. and it looks like Joe

- Here's a copy of the email he sent me
"Hi Ron.

iPhone OS 4.0 looks amazing and [ really want to develop for it. That's why [ was a bit upset to
read that the updated SDK agreement requires writing apps directly in Objective-C/C++ or
JavaScript. banning cross-compilers

Last time we met you asked that I contact you directly if I have an issue with Apple. and I
definitely have issue with this. It appears to be a purely strategic limitation aimed straight at
Adobe. To accept this limitation you would have to convince yourself that Objective-C and
JavaScript are the best programming languages available. which I don't believe they are. A big
part of the reason I stopped writing iPhone apps 1s that I find Objective-C to be very unpleasant
to work with.

When last we met I was considering developing a Facebook iPad app. The reason I decided not
and my other project was a new Ul
ompiled to high performance C and

1o was because I wanted to focus on my other proje
programming language I'm developing which is cross
Obj 1 had planned to use this language to make developing iPhone and iPad apps for
Facebook a much more efficient and fun process. Frankly. I think the language I'm creating is
leagues bertter than Objective-C. so it's unfortunare that you would stifle mnovation in
programming languages just to keep crappy Flash ports out of the App Store. Not all cross-

~

A | fudgestve justcutJoeoff from nowon.o

~S

N E a rtddaydoespoketo the pressandwas
critical of ournewPLA andObjectiveC.0

011253




mazon Viewed Diapers.com as Top Competitor

Wales, Chance

Rothman, Michelle; Harris, Stefanie: Taing, Mardi
Pann (Adams), Jennifar Today's whr story that CMT price matching failed for them was depressing.
5/2/2009 10:45:33 AM

RE: Benchmarking- Diapers com

Michelle- piease make it top prionty to get the CM T matchmg back up and running for them. And please venfy that we are maiching against everything they sell.
Also, please report back to why it failed for them and what we can do to andit it going forward

I've already done part of this, e Chanoe: " ) . . . ’ ’

Andrea- Can you take our review and look at the 39 plece with Stefanie? Adding Chance: These gnys are selling all kinds of baby products. Please verify that they are i your external competitor mateh list as well.

From: Rothman, Michelie Michelle/Tom: We need a simil P overview of these guy doing for Costeo. For both, [ want to know how many asins they are selling, and
Sent: Tuesday, May 12, 2009 10:03 AM where their priee points are

To: Wales, Chance; Harris, Stefanie; Taing, Mardi
ann (Adams), Jennifer

Subject: FW: Benchmarking- Diapers.com D

Stefanie and Mardi,

I think Chance Is aut this week, I'm hoping you can heip with something asap today. The benchmarking team recently compieted a study of Diapers.com. They

are aur largest and fastest growing competitor In the an-line diaper and baby care space. They are presenting their findings ta JeffB this afternoan. From: Herrington, Doug

One of the questions Wilke had was related to our selection versus Diapers.com. The RA{T did a comparison, but anly did it for HPC, nat baby GL. Attached are all Sent: Monday, February 09, 2009 6:05 PM
brands found on Diapers.com that we believe are available in the baby store, I'm wo ere’s a fast way ta compare which brands are offered by retail Tﬂ: Booms, Dﬂﬂs[!i: INenke, David

and which are offered by 3p. | just need a simple yes/no (1 don't need asin counts). For can do a viookup of all ABIS brands to find matches. Not zhﬂ'm:ﬁTmem “tthem ever?
sure of the easiest way to da it for 3P, but it may work from fast track data/glance view d

I'm 50 sorry for short natice, but since this is being aresented to JEFFB today | want to be su nsive as possible. Is this something you Adding Tom

«an do by noon today? I'll owe you both lunch &

Cc'ing Jen, as she may have an easy way ta pull this info as well.
Thank you, thank you, thank you!l1!]

From: Thekkekara, John Thomas _\ They are our biggest competitor in the diaper space. They keep the pressure an pricing on us. They appareatly have lower fulfillment costs than we have (or are
Samts Tusadzy, Hay 12, 2000 367 AH allocated). They are  merchant on our site, with a few asins.

They approached us a few years ago, asking about delivering diapers for s as a dropshipper.

They also recently installed KIVA material handling equipment in their FC.... which we've

'm interested. At the numbers below they may be giving usa run for our money. We can appr willing to explore a range of

N T h leenchmarking team recently
completeda study of Diaperscom
They are our largest and fastest
growing competitor in the online
diaperandbabycarespaceo

To validate- 1 also just called Diapers.com CS. (You'd be surprised as to how much competitive intelligence F've gather just by calling varlous competitors and
asking @) Here is an excerst from the call | just made, 2008 $89MM
Kevin: “'m doing research on Diapers.com ard was wondering how many different praducts you guys carry

€S REP; “As of last week | think we were at approximately 1400”

Kevin: “And how many Brands are represented aver these products?”

€S REP: “Last | heard, | think we sell around 250 different brands. You can find the whale list by gaing to Diapers.com, clicking More Brands and then elicking
View ail Brands.”

It's unclear if the “1400 praducts” inciuded sizes/calors, | didn’t want ta push my iuck or raise suspi
Let me know if you have any questions.

Cheers,

Kevin

N T h leegpthe pressureon pricing on
us. They apparently have lower
fulfillment coststhanwe haveo

2007 $36MM

2009 (projected): $172MM

Company has $12MM in cash.

jon,

Funding — raised $17MM to date from Bessemer and Accel and others.

Good growth, no? Would be expensive, but do you think there is a pony in there? Could be an mteresting fit with Fresh in some ways. le. Diaper delivery, baby

10
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Amazonos P t o Weaken D

From: herrington, doug From: Wales, Chance.
. . o To: Herringlon, Doug
To: wales, chance; landry, stephenie; oo Rotwran, Michal; Furphy, Tom: Nenke, David
nenke, david Sent: 2/3/2009 8:51:18 PM
Cc: Subject: Re: Diapers.com - locked at them ever?
Bee:

1'll make sure we're matching and loop back.

PETpT——

Good point. Let's keep this as an option to consider. First let's make sure we are 100% matched, then see if we feel we ned o go further.

N Wehave already initiated a more TR

aggressive 0 p | @n wi nagainst |5 [ Hegeguys are our #1 short term
diaperscom . . . To the extentthis plan competitor . . . [W]e needto match

u.nderCUtS th? cor_edlapersbusmessf_or pricing on theseguys no matterwhat
diaperscom, it will slow the adoption e costd

of soapcomo

ing? What is fuiled price matching? How did we fail price matching?

e diapers in a day or two.

prices. They will maintain the same "free 1-2 day shipping on
on diapers.com. I'm sure their pure

allocation to reflect cur
required”. We should also mi

1t that shouldn't deter us. In the near term we should advocate out a better internal
T catrent dology), or we should keep drivi it s like * keri
ol - prochuction- ine- direct-to- consumer ™ model with P&G.

Given diapers.com
in the hpc space.

tencies, soap.com is our most significant short term competitor

They must a bigger P&G diaper cus a8 We negotiate.

T
What are we doing?

1. We have already initiated a more aggressive "plan to win" against diapers.com in the diaper/baby
space, which includes market leading pricing on diapers ("double your SNS discount to 30% off diapers
and wipes"), a free PRIME offering for new Moms, and a structured and marketed "Amazon Mom"
program". Per Greg's suggestion on Friday, we are scheduling some time to review this with you. To
the extent this plan undercuts the core diapers business for diapers.com, it will slow the adoption of
soap.com.

00132026; 00151722

From: Herrington, Doug

Sent: Monday, February 09, 2009 6:12 PM

Te: Furphy, Tom; Rothman, Michelle; Nenke, David; Wales, Chance
Subjeet: FW: Diapers.com - looked at them ever?

**do not forward**

More evidence these guys are our #1 short form competitor. As I*ve mentioned to each of you,  think, we nced to malch priciag on these guys no matier what the
COST.

They also offer Free 2-day shipping on any order over $49.

11



The Plan Worked

fully i d multi site. Each launch of a new vertical will require significant incremental investments Amazon.com, Inc.
in brand development, inve cnlon and marketing/customer acquisition. For example, Soap.com took ninc months, 20 people, Attachment 4(c)-9
and $9MM of inventory build to launch, costing an estimate SIJMM There wnll always be a trade-off bciwecn a focused November 2, 2010
specialist experience and the ability to acquire ly by g the cost of ition across From: Krawlec, Peter
multiple categories. To date, Soap.com is the only new vertical lhal Quidsi hm launched under this spccmlund website Sent: Tuesday, September 21, 2010 6:31 PM
strategy, and it remains to be seen if Quidsi will be successful in extending this strategy to other categories. Our technical, To: Wilke, Jeff; Herrington, Doug; Blackburn, Jeff
merchandising, and RCX teams have diligenced this arca und believe that from a lochnology pcrspccmc Qulds: has the Subject: Re: 30% cash back (no fees, no subs)
capabilitics to launch new vertical sites in 6-8 weeks, although significant i and
will be required while also scaling their Chincse development team. If you have not looked at management's forecast you should when you get a few mins- they expect to
lose lots of money over the nxt few yrs- this will make it worse. They also expect a lot of their growth to
s Technology O izational St All of Quidsi’s |°Ch“°|°8)’ (website plmfom WMS, database) is built using Microsoft come from soap.com which is unproven and less growth from diapers. In the end soap.com is projected
products ( net architecture), Thls hmns Amalon s ability to | ge our tech to assist Quidsi post-acquisition. In to be bigger than diapers.com
ddition, Quidsi” 5 8 P luding for its website, is done under a development agreement by an 80-person
Chinese soft I pany that has some affiliation with Quidsi’s Director of Software Engineering, Wei Yan.
This was an arca that we focuscd on during diligence, We ultimately gained some comfort on this issue, since these employees From: Wi\ke Jeff
are 100% dedicated to Quidsi projects and Quldsl appears 10 hmc oommcmall) secured title to all intellectual property created G ==
by this team. Furthermore, Quidsi is negotiating a 3-year excl gr with this , which should

give us room after close to resolve this issue dcﬁnlmcly. Ultimately, of course, we want future soﬂv.arc and website
development to be created by Amazon/Quidsi employees. See Legal Due Diligence summary for additional information.

. Dttt G B o it i 9. g N[ T ]eRkpecyto loselots of moneyover

revenue growth for Diapers.com), which management attributes to overall unfavorable conditions within the baby care

segment. A large portion of this softness can be attributed to a recent decline in the acquisition of new diaper buying customers . B .
(down 7.5% year-over-year and down 21% quarter-over-qua 3) as (hv: average cost lo ncquuc a new diaper customer ~
oo e o s e nxt few yrs-this will makeit worseo
buyers, the company has been able to accelerate the growth of non yi and 25%
quarter-over quarter) which now represent more than 50% of all ne i i
the Soap.com business, but the slowdown of net revenue gth in its s segment (down 2.2% Sent: Tuesday, September 21, 2010 6:24 PM
quarter) is Quidsi the co fapers category by To: Wilke, Jeff; Krawiec, Peter; Blackburn, Jeff

increased significantly from $30 to $38 year-over-year, While
building traction in non-diaper baby categories (‘noncore’ net revenue! jear m Q3 2010) and is building
redcplo) ing marketing to offers that drive repeat behavior such as its curre! Subject: FW: 30% cash back (no fees, no subs)

Summary of Valuation and Syne:

Fyi, looks like Diapers.com put up a response to our Amazon Mom offer

~ . . .
From: Herrington, Doug
NDecelerating Growth in Core Diapers 2 o0 2
To: Landry, Stephenie; Wales, Chance; Nenke, David; French, Eric
Subject: 30% cash back (no fees, no subs)

Category. As noted, Quidsi had a challenging

(screen shot below)

N\
Q3- 1 O " = O 30% cash back on all diapers through end of year with every order of $75 or more. We “heart”

parents. No fees, no subscriptions, free overnight shipping.

of the company and the strength of its team, we believe Quidsi has a good chance of achieving its long term goals with enough time and
investment.

Our model is ially sensitive to ions driving top line growth and Gross Margins for the Soap/BeautyBar vertical. A
decrease in compounded annual revenue growth from 29% to 24% in 2011 through 2020 in the Soap/BB vertical decreases value by
$34MM. A 100 basis point decrease in longer-term Soap/BB gross margin (from 22.5% to 21.5%) decreases value by $65MM.

12
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Al L] anmao [ G]

Mr. Mark Zuckerberg
March 13, 2014

From: David Wehner Attachment 4(C)-9

Sent: Tuesday, February 25, 2014 3:47 PM
To: David Ebersman|

Subject: k. few thoughls

{think we keep utility but broaden it bevond graph search to include messaging / communications. I think we need to ask eng
to give us some points on graph search and what they are trving to do and whether there is any reason 1o emphasize this o
invastors, My bias is to fade it to background,

From: David Ebersman

Sent: Tuesday, February 25, 2014 3:06 PM
To: David Wene:

Subject: Re: few thoughts

I do not disagree that my comments on Graph Search are weak but 1 am having trouble responding constructive to it because it
is core to our comments about Utility and our strategy in general. What should we do?

® should we discard Utility from the conversation? If we do, don’t we lose the 3,5, and 10 vear framing since Utility is the
focus of the 5-year arc? If we lose this, whatis our framework for discussing our strategy?

o Should we keep Utility but use a different example than GS? Not sure what the example would be.

e Should we keep Utility and use GS an the example, but find a way to sell it better?

1 fully agree that my GS language is weak, but deleting it creates a new set of questions.

From: David Wehner

Date: Tuesday, February 25, 2014 at 11:44 AM
To: Facebook

Subject: few thoughts

I'was able to just observe today. It was very helpful.

A couple thoughts:

1) Fragmentation. We are letting the meme of fragmentation of audience establish itself. | think we should consider
changing that. WhatsApp being popular isn’t about the opportunity for Facebook being constrained. The reality is that
1x1 messaging has been a huge market for vears and smartphones have opened up that market for disruption, making it
ADDRESSABLE for Facebook and WhatsApp etc. So the pie is getting bigger not being chopped up. This seems like a
simple message paint for us to work on.

We need a simpler “platform” story. | am not sure if simply say we are a “platform for sharing” and that it is relevant
for people, businesses, developers and public figures. Then we can launch into that. The fact that we are engaging all of /
these constituencies acrass our platform makes it more valuable.

3] M&A. A big concern expressed is that we are going to spend 5-10% of our market cap every couple years to shore up
our position. | like David’s answer that we think this is a “point in time” where change is coming to the mobile
landscape. | hate the word “land grab” but | think that is the best convincing argument and we should own that. I'd ~ —e=_
probably tie this point to #1. Namely that smartphones are creating new, incremental opportunities for Facebook {and
app developers) and we are being aggressive about seizing that opportunity as it is transforming the communications
landscape.

Measurement. | think we should push to have a simple com parison of our measurement solution for brand vs.
television. That came up and our answer is weak.

Auto play. | think we need some real data to speak to the consumer reaction to auto play. | feel like this is a big focus for
investors but not clear where we think this is going. We need to tell the market where this is heading.

Graph search. | think we need to take the graph search talking points to another level. We have been saying the same
thing for a while. It’s just a weak story and | don’t think people are buying the “we are investing in it” argument. Need
something more here

2

4

5.

3

n [ WAremoingto spend>-10% of our market
cap every couple years to shore up our
position. . .0

N hatetheword 'land grab'but | think thatis
the bestconvincingargumentand we should
ownthat. . .0

00045426

14



a

From: Mark Zuckerberg

Sent: 4/9/2012 10:09:37 AM

To:

Subject: RE: CONFIDENTIAL ANNOUNCEMENT

Thanks. One reason people underestimate the importance of watching Google is that we can likely always just buy any
competitive startups, but it'll be a while before we can buy Google.

From: [N

Sent: Monday, April 09, 2012 10:04 AM

To: Mark Zuckerberg

Subject: Re: CONFIDENTIAL ANNOUNCEMENT

Well played.

/

Sent from my iPhone

A [ W]can likely always just buy any

Confidential - DO NOT SHARE

competitivestartups,but | @e la While before

I'm excited to share the news that last night we reached an agreemeant to acquire Instagram.

Below is a post about the deal that I'm about to put on my timeline. Instagram has built a successful network and We C a n u y O O g e O

mainstream brand by focusing on building the best mobile photos experience. After spending a lot of time with the Instagram
team over the last few menths working on Open Graph, and over the last couple of weeks discussing this, it’s clear we share
the same values and vision for the future of mobile phatos.

We are committed to keeping the Instagram brand and growing their app independently. We will also continue on our FB
Camera work. Over time we can build these two products to move closer together as it makes sense.

As always, feel free to ask me any questions you have about this at this week’s open Q&A.

Mark

Timeline post below:

I'm excited to share the news that we've agreed to acquire Instagram and
that their talented team will be joining Facebook.

For years, we've focused on building the best experience for sharing
photos with your friends and family. Nowr, we'll be able to work even more
closely with the Instagram team to also offer the best experiences for
sharing beautiful mobile photos with people based on your interests.

We believe these are different experiences that complement each other.
But in order to do this well, we need to be mindful about keeping and
building on Instagram's strengths and features rather than just trying to

00067600 1o



What sApp: nN] W] e have ¢

over |l ap. o

subset of theirs.

Re: demographics: in markets where the do well, they literally reach 100% of smartphone users — which is a big part of
the population — with the ones missing being either very young or older folks. | don’t have the data sasily available on
their first demographics to grow / which demos use it on markets where they haven't grown yet (my best guess in the
absence of data is that younger demos 15-30 and international folks connected with countries where they do well
probably join first)

The key here is that SMS is a universal use case on mobile (more so than FB) — which is why being an SMS replacement

app they reach so many people

From: David Ebersman
Sent: Tuesday, February 18, 2014 8:02 AM
To:

g bove e
Subject: Cobalt g S
wil

None of these are urgent or critical, but they are the kinds of questions we will get from inves
curious if you had any thoughts:

« do we have any sense of overlap between their and our user base? Best guess?

o do we have any sense for their user demographics? does it skew young?
We would not answer quantitatively, but if we had a sense of direction we might give people
sense. Thanks,

\v

A[ T] teach anongstsmartphong
usersis actuallybiggerthanoursi so
my guessis that we have close to
100% overlap,our userbasebeing a
subsebf theirso

David

N[ D] o we have
overlap between their and ou
user base?o0
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