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META PLATFORMS, INC. (META)

Communication Services — Internet Content & Information

Target Price 5670

Following a strong 2024 earnings report, Meta has reinforced that Al will be
essential to its future growth. The company is uniquely positioned to directly
monetize its Al investments, particularly by enhancing its core advertising

b

usiness. We also see Al driving innovation across user experience, as well as

in its virtual reality (VR) and augmented reality (AR) initiatives. Given these
catalysts, we recommend a BUY rating with a $670 price target, reflecting a
30.1% upside from the current price.

Drivers of Thesis

We forecast Meta’s total revenue to grow by a CAGR of 12.1% through
2029, led by higher-value ad placements from increased ad conversion
rates brought by their investment in artificial intelligence (Al).

Meta continues to hold a dominant market share position in the VR and AR
industry which is projected to reach a global revenue of $62.0 billion by
2029%.

We predict Meta’s continued strong profit margins will lead to free cash
flow growing at a CAGR of 36.1% through 2029, providing extra capital for
innovation.

Risks to Thesis

Earnings Estimates

An ongoing antitrust case from the U.S. Federal Trade Commission (FTC)
puts Meta at risk of having to divest from Instagram and WhatsApp to
restore a competitive market!?.

Ongoing political and economic uncertainty may prompt global ad spend
cuts, slowing Meta's revenue growth.

Meta’s $65 billion investment in Al for 2025 shows to be a poor
investment if their Al tools struggle to keep up with competitors and they
have to sustain high levels of capital expenditures.

Year 2022 2023 2024 2025E 2026E 2027E
EPS $8.63 $15.19 $24.61 $24.70 $27.99 $32.28
HF est. $25.40 $29.01 $33.65
growth -38.3% 76.0% 62.0% 3.2% 14.2% 16.0%
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Stock Rating BUY

Henry Fund DCF $670
Henry Fund DDM $548
Relative Multiple $616
Price Data

Current Price $515
52wk Range S415 - 741
Consensus 1yr Target $735
Key Statistics

Market Cap (B) $1,484.3
Shares Outstanding (M) 2,534.0
Institutional Ownership 78.3%
Beta 1.22
Dividend Yield 0.3%
Est. 5yr Growth 12.5%
Price/Earnings (TTM) 21.0
Price/Earnings (25E) 20.3
EV/EBITDA (TTM) 16.0
EV/EBITDA (25E) 13.5
Profitability

Operating Margin 42.2%
Profit Margin 81.7%
Return on Assets (TTM) 24.7%
Return on Equity (TTM) 40.7%
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Meta Platforms is a global technology company
that connects people and businesses through
their Family of Apps which consists of Facebook,
Instagram, WhatsApp, Messenger, and Threads.
Almost the entirety of Meta’s revenue comes
from their advertising segment supported by their
Family of Apps. Meta is also developing virtual
reality, augmented reality, and Al tools through its
Reality Labs division. Meta has been driven to
innovate products that facilitate human
connection under the vision of the CEO, Mark
Zuckerberg, since 2004.

Important disclosures appear on the last page of this report.
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COMPANY DESCRIPTION

Infamously portrayed in the movie The Social Network,
Mark Zuckerberg created Meta in 2004 under the name
Thefacebook as a means for students at Harvard to
connect with each other. After wild popularity, the
platform was no longer exclusive to college students and
became a pioneer in the social media space under the
name Facebook. 20 years later, in 2025, Facebook still
holds its spot in the social media space with the most
monthly active users at 3.07 billion®. Starting in late 2021,
Facebook was no longer its own entity, but a platform
under the parent company’s new name, Meta. The brand
name being changed to Meta represented a necessary
shift in the way the company was perceived. As opposed
to sticking with the name Facebook which represented the
social media platform, Meta would represent the
company’s social media platforms and now their
expansion into virtual and augmented reality. This has
since evolved into a company that is now innovating in the
Al space as well.
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Family of Apps

2024 Meta Family of Apps Revenue Breakdown
($162.35 billion)

Other Revenue 1.06%

Advertising 98.94%

Source: Meta 10-K

Meta’s current operations consist of two segments, which
are its Family of Apps and Reality Labs. Family of Apps is
made up of Facebook, Instagram, WhatsApp, Messenger,
and Threads. This segment creates almost all of Meta’s
revenue by allowing them to sell advertising placements to
marketers!. With an average of 3.35 billion daily active
people (DAP)!, Meta has the ability to help businesses
reach a large number of people every day which makes
their ad space valuable. Additionally, their ad space is
valuable because social media users are more engaged
while using a platform than the users of a broadcast or
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streaming platform. The only variation within the Family of
Apps would be revenue from the WhatsApp Business
Platform and Meta Verified subscriptions which are
categorized under other revenue within the Family of
Apps. Although WhatsApp does make money from
advertising, WhatsApp Business Platform’s primary source
of revenue is by charging businesses to use its business
application programming interface (API)Y’. By paying a fee
for this service, businesses have a platform where they can
communicate directly with customers and provide quick
response times!’. Meta Verified subscriptions are when
content creators pay a monthly fee to access special
features on Facebook and Instagram. Some of these
features include a verified badge, security protection for
your account, profile enhancements, and other exclusive
features®. The revenue from WhatsApp and Meta Verified
subscriptions do not provide a significant source of
revenue for Meta. Advertising revenue for the Family of
Apps segment totaled $160.63 billion in 2024 and other
revenue came in much lower at $1.72 billion.

Reality Labs

Meta’s second segment of operations is their Reality Labs.
This segment specializes in hardware and software used
for virtual reality (VR), augmented reality (AR), and mixed
reality (MR). Some of the products Meta offers through
Reality Labs are Metaverse, Meta Quest devices, Ray-Ban
Meta Al glasses, and more. The sales and deliveries of
these products to consumers are how it generates
revenue. Meta believes Reality Labs plays a crucial role in
their mission to help connect people anywhere at any
time® by creating new experiences for everyone. This
segment of Meta is considered to be a long-term
investment in creating products that are not available
today and might not be utilized for another decade!. This
long-term mindset is arguably the reason that Meta
accepts the losses incurred by Reality Labs each year so far.
Reality Labs’ total revenue for 2024 totaled $2.15 billion
and total expenses totaled $19.88 billion!!. As a result,
Meta’s total income from operations was reduced by
$17.73 billion in 2024. As of now, this segment of Meta has
been a detriment to their financial performance, but they
can afford the investments due to their high margins. We
believe Reality Labs will continue innovating at Meta and
will be a worthy investment in the future. As of 2024,
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Reality Labs generates $2.15 billion of Meta’s total
$164.50 billion.

2024 Meta Total Revenue Breakdown
($164.50 billion)

Reality Labs,
1.30%

Family of
Apps, 98.70%

Source: Meta 10-K

Regional Breakdown
Revenue & Average Price Per Ad (APPA):

Of the two segments Meta operates in, they break down
their global revenue and year-over-year percentage
change in average price per ad (APPA) into four regions.
These four regions are the United States and Canada,
Europe, Asia-Pacific, and the Rest of World. The sum of
these four regions produced Meta a total revenue of
$164.50 billion for the year 2024. Of that amount, $63.21
billion was from the United States and Canada, $38.36
billion was from Europe, $45.01 billion was from Asia-
Pacific, and $17.92 billion was from the Rest of World*'.

2024 Meta Revenue Breakdown by Region

Rest of World,
10.89%

’

As stated before, Meta also reports each region’s year-
over-year average price per ad (APPA) to show how prices
are trending across the globe. This metric is calculated by
taking the total advertising revenue per region and
dividing it by the number of ads delivered per region.

United States
and Canada,
38.43%

Asia-Pacific,
27.36%

- Europe,
23.32%

Source: Meta 10-K
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Although this does not account for Meta’s total revenue,
it is an important metric to follow as advertising revenue
makes up almost all of their revenue. Meta’s worldwide
average price per ad (APPA) increased 10% year-over-year
which was driven by an increase in advertising demand but
was slightly offset by increased ad deliveries®®.

Year-Over-Year Change in Average Price Per Ad

by Region (%)
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Source: Meta 10-K
China Revenue Growth:

With the ongoing feud between the U.S. and China in the
tariff war, Meta faces the risk of losing a high-growth
segment of its revenue. China does not make up a large
portion of Meta’s total revenue, but the country has
shown room for much higher growth than other regions in
the past few years. This has been brought on by
advertisers from China like Temu and Shein looking to
reach U.S. consumers through social media platforms?*. If
trade wars continue to escalate with additional actions like
the U.S. placing a 125% tariff on China, then there is the
risk of Meta losing revenue from China. Whether Donald
Trump stops the inflow of products from China or Xi
Jinping prevents companies from advertising or shipping
products to the U.S,, this is a potential loss for Meta. It has
been reported that a continued trade war in 2025 could
result in advertising revenue losses in the range of $7.0 to
$23.0 billion?*. The de-escalation of the trade war is an
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important factor for Meta to build up the total revenue
from China long term.

U.S. vs. China in Total Revenue and Revenue
Growth (in billions)

65 95.00%
55
75.00%
45
35 55.00%
25 35.00%
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15.00%
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> 2021 2022 2023 2024 -5.00%

= U.S. Revenue mmm China Revenue

e J.S. YOY Change in Revenue e=====China YoY Change in Revenue

Source: Meta 10-K

Margins

One of Meta’s most impressive features is by far their
operating and profit margins. Their profit margin is mainly
reduced by depreciation and amortization expenses
associated with their data centers and technical
infrastructure. Other costs that impact profit margin have
been decreasing as a percentage of sales over the past
three years. This means that Meta’s profit margin will vary
based on whether they continue to increase capital
expenditures for Al. In terms of operating margins, once
again, Meta’s expenses that impact this metric have been
decreasing as a percentage of sales over the past three
years. The only category that has the potential to increase
relative to sales is general and administrative as Mark
Zuckerberg has stated Meta needs to hire additional talent
as part of their investment in Al?2. To give some
perspective as to how phenomenal Meta’s margins are, it
is best to compare them to the margins of Google. Google
is the closest company to Meta from an operations
standpoint and their margins do not come close to Meta.
This is one of Meta’s best features and it can provide
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investors with confidence that they can fund their Al
investments and potentially higher dividends.

Operating and Profit Margins as a % of Sales: Meta vs.
Google

81% 81% 80% 81% 82%

1% 57% 55% 57% 58%
42%
38% 40% 37% 5
9
31%) 29% 8% 32%]
i I IZS% I I

2020 2021 2022 2023 2024
W Meta Operating Margin  m Google Operating Margin B Meta Porfit Margin ® Google Profit Margin

Source: FactSet

Advertising Revenue

Advertising revenue is the heart of Meta as it accounts for
98.70% of their total revenue. This source of revenue
comes from marketers and businesses looking to increase
awareness of their products or services. Meta can provide
spots for these companies to advertise their offerings
through their Family of Apps. As stated before, Meta’s
Family of Apps consists of Facebook, Instagram,
WhatsApp, Messenger, and Threads. With the worldwide
number of social media users reaching 5.24 billion across
all platforms in February of 2025%°, there is no doubt that
it is the most effective way for companies to reach
consumers. Meta is the company best positioned to
capitalize from this since they have the 1%, 2", and 4%
most popular social network by number of monthly active
users®®. In order, these apps are Facebook, Instagram, and
WhatsApp. Over the past decade, Meta has done an
incredible job positioning itself in the social media
industry.

2024 Top 10 Social Media Platforms by Active
Users (in millions)

Facebook (Meta) 3,100
YouTube 2,500
WhatsApp (Meta) 2,000
Instagram (Meta) 2,000
TikTok 1,600

WeChat meeeessssssss——— 1,300
Facebook Messenger (Meta) m——— 1,000
Telegram EEEES——————— 900
Snapchat I 300
Douyin mEES——— 755

(0] 500 1000 1500 2000 2500 3000 3500

Source: Soax

Meta’s popularity amongst their portfolio of apps will be
important for advertising revenue growth in years to
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come, but it is not the most important factor. Meta plans
to invest $60 - $65 billion in developing their Al capabilities
in 2025. Although this is important for their Reality Labs
segment and the development of their Al tools such as
Llama and Meta Al, this investment will have a material
impact on their growth of advertising revenue. Meta’s Al
advertising system helps businesses target the best
audience for their advertisement. It assesses the
demographics, interests, and behaviors of social media
users to determine who has the highest chance of clicking
on the ad?. If companies are confident in Meta’s ability to
put their ads in front of the right people, it will drive higher
demand for advertising. In 2024, Meta ads powered by Al
had a 22% higher conversion rate than their traditional
ads’. A conversion is the act of the social media user
following the ad. In addition to a higher conversion rate,
ObjectsHQ reported that the use of Meta’s Al tools
reduced their cost to acquire customers by 41%". Not only
is Meta putting ads in front of the correct people, but they
are making it cheaper to create ads as well.

In an environment where investors are questioning the
ongoing investments in Al, Meta is in a unique position to
capitalize from it. Their investment in Al is already making
their business model more efficient and it will continue to
do so in the future. We forecast that advertising revenue
will grow at a CAGR of 11.9% through 2029, driven by
increased global demand for advertising and the
optimization of Meta’s Al advertisement process.

Meta Advertising Revenue Growth
300,000 25.00%
250,000 20.00%
200,000 15.00%

150,000 10.00%
100,000

5.00%
0.00%
0 -5.00%

50,000
2022 2023 2024 2025E 2026E 2027E 2028E 2029E

B Revenue  ===Growth

Source: Meta 10-K & HF Estimates

Our estimates are in line with consensus estimates as we
forecast advertising revenue to grow at a CAGR of 11.9%
and consensus estimates forecast an 11.6% CAGR. The
small discrepancy can be attributed to consensus
estimates projecting much slower growth in daily active
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people (DAP) and higher growth in average revenue per
person (ARPP).

Other Revenue

The smaller portion of Meta’s Family of Apps revenue is
the other revenue category which includes revenues from
WhatsApp Business Platform and Meta Verified
subscriptions. This category seems insignificant to Meta’s
total revenue, but it has been growing at a substantial rate
with it doubling in growth each of the past two years.
WhatsApp Business Platform allows businesses to
communicate  with  customers directly, create
advertisements, showcase products and services, and
create automatic responses for companies at a larger
scale’. Meta Verified subscriptions allow users of
Facebook and Instagram to interact with additional
features after paying for a monthly subscription. As stated
previously, some of these features consist of a verification
badge, additional account security protection, and faster
customer service with each app. With Meta’s large Al
investment, we believe they will continue to add or
enhance additional functions for both WhatsApp Business
Platform and Meta Verified subscriptions. This will lead to
a high retention rate for current businesses and users and
continued high growth over the next 5 years. We forecast
that other revenues will grow at a CAGR of 18.8% through
2029 which exceeds consensus estimates five-year CAGR
of 14.4%.

Meta Other Revenue Growth

5,000 70.00%
10,

4,000 60.00%

50.00%

3,000 40.00%

2,000 30.00%

20.00%
10.00%

1,000 I I
0 I 0.00%

2022 2023 2024 2025E 2026E 2027E 2028E 2029E

I Revenue ===Growth

Source: Meta 10-K & HF Estimates

Reality Labs Revenue

The final segment of Meta’s revenue stream generates a
small amount when compared to the company’s total
revenue, but generates large losses for the company.
Reality Labs develops products, software, and content for
their  virtual, augmented, and mixed reality
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services/devices. Some of the products Reality Labs offers
are Meta Quest devices for virtual reality and mixed-
reality, and Ray-Ban Meta Al glasses for augmented reality.
Within these products, Meta offers features like the Meta
Horizon Store and Meta Al to facilitate the experiences
associated with their products. This issue with this
segment of Meta is they have posted substantial losses
consistently due to disproportionate expenses to revenue.
For 2024 and 2023, Reality Labs reduced Meta’s income
from operations by $17.73 billion and $16.12 billion'?,
respectively. While the losses may show this segment of
Meta to be a bad investment, we believe their continued
innovation will put them in a dominant position in an
industry that is not near its peak growth.

Once again, Meta is using their investment in Al to develop
material returns for their business. On Meta’s recent
earnings call, Mark Zuckerberg made it clear that he
emphasizes hitting a milestone of the total people reached
for his products and services before he focuses on the
monetization of a product?2. The most recent example of
this is the Ray-Ban Meta Al glasses. This product has only
sold 2 million units over two years, but Meta has continued
to invest in advertising to create hype for the product.
Recently, the builder of the glasses, stated that they are
looking to sell 10 million units a year by the end of 2026
and hinted at the potential of a subscription service!®. We
believe the increased demand and need for a subscription
will be a result of Meta further developing their Al
functions with the glasses. This is one example, but we
believe this is what Meta sets out to do for all of their
virtual, augmented, and virtual reality products.

We forecast Reality Labs revenue to grow by a CAGR of
19.9% through the year 2029 which will be driven by
increased demand for their products based on increased
Al applications. Due to the consensus estimate providing
predictions on the profitability of Reality Labs, we cannot
determine whether we are in line with consensus in this
segment or not.

Page 6

L
Tippie
] College of
Business

The UNIVERSITY OF lowa

Meta Reality Labs Revenue Growth
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Source: Meta 10-K & HF Estimates

Additional Company Analysis
Revenue Generation for Meta:

Virtually all of Meta’s revenue is generated through their
advertising segment, which is when they sell advertising
space to companies across their Family of Apps. Meta gets
paid based on the number of impressions or interactions
an ad receives on their platforms which is why it is crucial
for their ad displaying process to be effective. Meta’s
overall advertising revenue is dependent on their daily
active people (DAP) and their average revenue per person
(ARPP). Daily active people (DAP) is defined as any user
who is signed in across one of the apps in the Family of
Apps who visits it on any given day. This metric attempts
to eliminate the chance of counting the same user twice
for their total users. Average revenue per person (ARPP) is
calculated by taking the total Family of Apps revenue and
dividing it by the total daily active people (DAP). We used
these metrics and our assumptions for Meta to determine
the average revenue per person (ARPP) for Meta. Due to
Meta having 3.35 billion!! daily active people (DAP) in 2024
and there are reported 5.24 billion total social media
users®®, we see limited growth for daily active people. We
forecasted daily active people growing at a CAGR of 3.5%
through 2029. We believe demand for ad space from Meta
will continually increase with their development of Al ad
placing which is why we grew advertising at a CAGR of
11.9% through 2029. After taking our forecasted
advertising revenue growth and dividing it by our
forecasted daily active people, we arrived at a CAGR of
8.2% for average revenue per person (ARPP). This reflects
our belief that while Meta’s number of users will not
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substantially grow, the value of their ad placing system will
grow in value.

Growth Trends in DAP, ARPP, and Family of Apps
Revenue

25.00%
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e Daily Active People (DAP)

-Average Revenue Per Person (ARPP)

e Family of Apps Revenue

Source: Meta 10-K & HF Estimates
Market and Competitive Advantage:

Meta’s main market is advertising, and their revenue is
based on the ability to place ads in front of the right
people. They are a company that receives revenue
internationally and whose main goal is to get as many
people signed into their Family of Apps as possible.
Amongst their smaller segments like the WhatsApp
Business Platform, they would be targeting businesses,
and their Reality Labs segment would be targeting tech-
savvy users. For their social media presence, they simply
want everyone to view content on their Family of Apps.
This is where they have established their competitive
advantage and potential to dominate the market. There is
no company as complete as Meta when it comes to social
media. When going by age, they have Instagram which
appeals to a younger demographic, and Facebook when it
comes to older demographics. Both age groups have found
their place on the apps, and it seems more and more that
all age groups are enjoying both apps now. No one
company can compete with Meta when it comes to their
Family of Apps. TikTok and X are the biggest competitors
when it comes to short-form video versus Meta. Meta has
Instagram Reels and Threads to compete with them.
Snapchat posed a risk at one point to Meta based on the
love they received for people being able to post “stories.”
Meta adopted this and made it a feature on Instagram.
Meta is likely the most powerful force when it comes to
social media, and it will always be that way unless they are
forced to be broken up.

Debt Maturity Analysis

As of now, Meta has $29.0 billion in outstanding debt with
the majority of it not coming due within the next five years.
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We believe Meta is in a more than stable enough position
to repay these debts as they come due and their AA-®
rating reflects that. Currently, Meta generates
approximately $91.3 billion in operating cash flow, largely
due to their robust margins. With an investment-grade
credit rating and a substantial amount of free cash flow,
Meta will be able to handle their outstanding debt.

Five-Year Debt Maturity Schedule

Fiscal Year Payment (Smil)
2025 -2026 0
2027 2,750
2028 1,500
2029 1,000
Thereafter 23,750
Total 29,000
Source: Meta 10-K
ESG Analysis
Company ESG Score Risk Rating
Nvidia 12.5 Low
Microsoft 17.4 Low
Pinterest 17.8 Low
Apple 18.9 Low
Google 24.9 Medium
Amazon 26.1 Medium
Meta 32.7 High

Source: Sustainalystics

When looking at Meta compared to its peers, it ranks at
the bottom of the group with a 32.7 ESG score and is the
only one of the companies with a high ESG risk rating. The
most notable ESG-related concerns for Meta continue to
be centered around user privacy, platform safety, and
board governance. These concerns have been present for
several years, but they remain relevant today as Meta
continues to be scrutinized over how it moderates content
and protects user data across Facebook, Instagram, and
WhatsApp. In response, the company has expanded its
investment in Al to detect harmful content and
misinformation and has also supported its Oversight Board
to add a layer of accountability®®. On the governance side,
Meta continues to operate under a dual-class share
structure, which gives Mark Zuckerberg outsized voting
control despite holding a minority of the economic
interest. Mark Zuckerberg holds approximately 13.5% of
Meta’s total shares and has 61% of the voting power for
Meta?’. This structure limits shareholder influence and has
drawn criticism from institutional investors and
governance advisory firms. The board has also faced
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scrutiny for limited independence and potential conflicts
of interest.

On the environmental side, Meta has committed to
reaching net-zero emissions across its entire value chain
by 2030 and has already achieved net-zero in its global
operations as of 2023°, The company continues to invest
in renewable energy to support its growing network of
data centers. While ESG does not directly influence our
valuation, we acknowledge that it remains a factor that
could impact long-term risk.

RECENT DEVELOPMENTS

Recent Earnings Announcement

On January 29, 2025, Meta reported their Q4 earnings and
impressed investors with their results and initiatives for
2025. The expectation for Q4 revenue was $47.0 billion
and earnings per share was $6.773. The actual results came
in at $48.4 billion for revenue and $8.02 for earnings per
share3. Meta posted an impressive double-beat at a time
when the stock market was already performing very well.
The strong growth in revenue and earnings was driven by
a 14% increase in average price per ad (APPA)'.
Additionally, their total performance for 2024 was driven
by an 11% increase in ad impressions and a 10% increase
in average price per ad (APPA)!. Meta reported that these
increases were caused by higher demand from advertisers
and that the demand was caused by their improvements
in ad performance from the implementation of Al. As a
whole, a higher demand for ad space and an increase in
daily active people (DAP) led to Meta’s advertising revenue
growing by 21.74% in 2024.

The most important piece of guidance given by Meta was
that they estimate they will spend $60 - $65 billion in
capital expenditures to fuel the advancement of Al. In a
time when the theme of Al is more prevalent than ever,
Meta solidified the direction large tech and
communications companies are going. For our forecast,
we used the high end of the guidance at $65 billion for
capital expenditures in 2025. This figure was referenced
when calculating depreciation and amortization, and
property and equipment.

The last piece of guidance Meta provided was that their
total cost and expenses for 2025 would fall in the range of
$114 billion - $119 billion*. The approximate increase of
$20 billion was said to be expected because of increased
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infrastructure costs and an increase in headcount at
Meta®. After adjusting for the guidance they provided, our
total cost and expense for 2025 came out to be $114.5
billion which is in line with the low end of their guidance.
Other than the two guidance pieces mentioned, Meta
announced they would not be giving revenue guidance for
2025.

FTC vs. Meta

An antitrust lawsuit against Meta that was originally filed
in 2020 started trial on April 14, 2025. The FTC claims that
Meta illegally used the acquisitions of Instagram in 2012
and WhatsApp in 2014 to suppress their competition®. The
term being used is “buy or bury” to describe Meta’s
acquisition strategy and the FTC is claiming that they built
a monopoly. While Mark Zuckerberg has argued that the
existence of TikTok, X, and YouTube is enough proof alone
to prove there is still competition in this industry,
documents are resurfacing that give validity to the FTC's
claims. An email from 2008 revealed Zuckerberg said it is
better to buy than compete and a memo from 2012 shows
Zuckerberg describing the purchase of Instagram as a way
to neutralize competition®. Additionally, Zuckerberg
admitted to buying Instagram because they were building
a better camera than Facebook at the time. The FTC seeks
to have Meta divest from Instagram and WhatsApp to
restore a competitive market. We do not believe that this
attempt by the FTC will be successful, especially with
Zuckerberg’s attempt to gain favor from the current
president earlier this year. The real damage coming from
this is the harm to Mark Zuckerberg’'s and ultimately
Meta’s  reputation.  Further evidence revealing
questionable remarks by Zuckerberg could hurt the
performance of the company’s stock as he is so closely tied
to it.

In the area of “Big Tech” companies, it seems more
frequently that antitrust cases are being brought into the
courtroom. The Department of Justice (DOJ) and Federal
Trade Commission (FTC) have made it a point to go after
companies they feel are trying to maintain a monopoly. As
previously explained, the FTC is going after Meta for
supposedly suppressing competition within their industry.
The DOJ has two cases against Google for maintaining a
monopoly in both the internet search and digital
advertising space!®. Additionally, the DOJ has an8 ongoing
case against Apple for creating a monopoly by limiting the
cross-platform compatibility of smartphones®®. Finally, the
FTC has a case against Amazon for allegedly maintaining
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an online retail monopoly by prioritizing their own
services, which led to artificially inflated prices'*. We do
not believe that any of these cases will result in a change
in operations for these companies, but it appears that is
what these agencies want. If there are no breakups of
these companies, these agencies at least want to issue a
warning and place these companies under more scrutiny.

INDUSTRY TRENDS

Al-Driven Advertising

Artificial intelligence is now the core driver behind growth
in digital advertising, and Meta continues to be one of the
biggest beneficiaries. In Q4 2024, the company reported a
24% year-over-year increase in advertising revenue, which
Meta attributed to continued improvements in Al systems
like Advantage+ and its predictive ad tools?®. These
systems are helping brands improve click-through rates,
conversions, and overall return on ad spending by
delivering more relevant content in real time. Al is also
being used to anticipate user behavior by analyzing intent
and engagement patterns using first-party data. This trend
is not unique to Meta exclusively with competitors like
Google and TikTok also leaning heavily into Al. Tools like
Performance Max and personalized recommendation
engines are becoming standard in this industry. As
technology becomes more advanced, companies that
prioritize Al in their ad infrastructure are seeing higher
performance, with some reporting engagement rates over
200% higher than older strategies®®. Looking ahead, we
expect Al to continue shaping the way content is delivered,
monetized, and personalized across the entire digital
advertising landscape.

Short-Form Video Content

Short-form video has become the dominant format for
digital engagement with Meta aggressively expanding
Reels to compete with TikTok and YouTube Shorts. In
2025, we believe the average time spent on social media
will continue to increase which reflects a dramatic shift in
consumer behavior toward engaging, and easily digestible
content. Meta’s Reels now deliver higher engagement
rates and video completion rates than TikTok, with recent
campaigns showing Reels achieving a 9.3% engagement
rate versus 7.2% for TikTok>. This trend is mirrored across
the industry TikTok’s algorithm remains the ideal option
for viral reach. YouTube Shorts leverages Google’s Al to
optimize video discovery and engagement. Brands that
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master short-form video through creative storytelling,
influencer partnerships, and Al-powered personalization
are consistently outperforming those relying on long-form
content, as seen in the rapid adoption of video ads and
influencer campaigns on all major platforms. Going
forward, the industry will see further innovation in
interactive and shoppable video, with Meta and its peers
racing to integrate new features that keep users engaged
and drive measurable business outcomes.

An important metric to watch moving forward will be the
average time internet users spend on social media. We
believe that social media companies will continue to
develop ways to make their platforms more engaging
which in turn results in more advertising revenue. The two
groups leading social media usage by daily hours are both
females, but females between the ages of 16 and 24 use it
the most. After that, it is females between the ages of 25
and 34. Social media usage is most popular with younger
demographics as a whole and we believe this will continue
for the foreseeable future.

2024 Daily Minutes Spent on Social Media by
Gender and Age
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MARKETS AND COMPETITION

Key Competitors

Ticker Market Cap (B) |2024 Revenue (B)|2024 Net Income (B)

GOOGL $1,918 $350 $100
AMZN $1,850 $638 $59
AAPL $3,036 $391 $94
MSFT $2,867 $245 $88
NVDA $2,737 $130 $73
PINS $17 $4 $2

META $1,355 $165 $62

Source: FactSet
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This industry’s key competitors contain various companies
that mostly consist of Magnificent 7 stocks that have broad
business operations. Due to the size of these companies,
no one company matches Meta. Google would be the
closest as both companies rely on advertising, social
media, and Al applications. From a social media
standpoint, Pinterest would be a close comparison
because that is the only function of that company. All of
these companies match Meta in some aspect with size
being the most common similarity, except for Pinterest.
These companies are leading the race in Al and the one
that prevails will be the one who can prove a return from
their investment in Al. We believe that Meta is in the best
position to capitalize from further implementation which
would mean Google would likely be the next best option.
Targeting advertisements through Al to increase
conversions directly makes ad space more valuable. While
other companies have yet to prove returns on their Al
investments, Meta and Google’s application improves
their business model.

Structure and Stability

Of the companies previously mentioned, there is no
stability regarding Al. We believe that Al is still in its infancy
stage which is why companies are investing so heavily in it.
The first company to prove its return from Al will likely see
investors and excitement chase it. This is why the
landscape of that market is so competitive right now.

From the perspective of social media and advertising, it is
competitive between the top-performing companies.
These companies would be Meta, Google, and TikTok
(ByteDance). Meta and Google would be battling for
whoever can place ads more effectively for marketers and
businesses. Additionally, all three companies are battling
in the social media race. Facebook and Instagram (Meta),
YouTube (Google), and TikTok (ByteDance) are all trying to
draw users to their platform. Meta is positioned the best
in this competition with Facebook and Instagram. A
potential threat to Meta would be if TikTok became a
solidified rival if purchased by the like of Amazon. Before
the escalation of trade wars with China, Amazon put in a
bid to purchase TikTok from ByteDance. If this occurred,
Meta would have a new U.S. rival with strong company
backing. At the same time, if Amazon were to buy TikTok,
there would likely be no more new entrants to the social
media industry. This industry is very concentrated and will
likely remain this way.
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Peer Comparisons

Monthly Active Users:

February 2025 Monthly Active Users for Social
Networks (in millions)

Facebook INEEEEEEEGEGEGEGEGEEEEEEEE 3,070
YouTube NN 2,530
WhatsApp I 2,000
Instagram NN 2,000
TikTok I 1,590
WeChat I 1,380
Telegram NN 950
Facebook Messenger NN 047

0 500 1,000 1,500 2,000 2,500 3,000 3,500

Source: Statista

Among the most popular social networks, Meta has three
of the top four by monthly active users. Meta is crushing
the competition when it comes to people engaged with
their platforms. With social media platforms relatively
established, it will be hard for anyone to dethrone Meta
soon. Other than TikTok and X, which was essentially just
rebranded, there have not been successful new social
media platforms for quite some time. This is Meta’s
biggest strength by far as a company. Their number of
monthly active users puts them in a position to attract
advertisers who are looking to reach the most amount of
people possible. Ultimately, this allows Meta to capture
more advertising revenue and will likely continue as we
believe their monthly active users will exceed their peers
for years to come.

Time Spent per App:

2024 Hours per Month Spent on Social Media by

App
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Source: Soax

After the number of total users per platform, the next
important metric would be the average time users spend
on each platform. When looking at individual apps, TikTok
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leads the industry with 34.00 hours a month per user on
average. YouTube takes second place at 28.08 hours a
month per user on average. These statistics show that on
the scale of individual app performance, Meta has
competition with TikTok and YouTube.

Meta once again asserts its dominance in the industry
when looking at the combined time spent across their
family of apps. While their three most popular apps
underperform TikTok and YouTube based on individual
performance, they exceed them when put together. When
accounting for Facebook, WhatsApp, and Instagram, the
average total hours spent per month by users is 52.72
hours. Meta’s strategic purchases have allowed them to
still be ahead on overall average user time usage as a
whole when compared to TikTok and YouTube. This is
another reason for marketers and businesses to be
incentivized to advertise through Meta’s Family of Apps.
Not only will they reach the most amount of people, but
they will be put in front of people more frequently.

Usage by Marketers:

January 2024 Percentage of Marketers Using Each Social
Media Platform

100%
90%

86%
79%

80%
70% 65%
60% 51%
50%
40% 31%
30%
20%
10%

0%

X

YouTube

X X X

28%

Facebook Instagram LinkedIn TikTok Threads

Source: Statista

In terms of the percentage of marketers that use each
social media platform, Meta leads the group again. Under
their Family of Apps, Meta’s Facebook and Instagram are
the most used social media platforms for marketers. This
is another testament to the dominance Meta has in this
industry and in the advertising space. While this
information is over a year old, we estimate that a more
current data collection of this statistic would shower
higher percentages across the board. This would be the
result of a continued increase in popularity for social
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media platforms, resulting in increased ad spending from
marketers.

Operating Cash Flow:

2024 Operating Cash Flow as a % of Sales

60.00%  55.52%

50.00% 49.11%
40.00%
30.00%
20.00%
10.00%
0.00%

META NVDA

48.36%

35.80%
30.24%
18.16%
I 0.03%
MSFT AAPL

GOOGL AMZN PINS

Source: FactSet

Operating cash flow represents a company’s ability to
generate cash flow based on its core operations. When
looking at Meta compared to our selected peer group,
they have the highest operating cash flow as a percentage
of sales. Most importantly for Meta, this represents their
ability to afford higher levels of investment, additional
dividends and share repurchases, and sufficient funds to
meet their debt obligations. This also demonstrates that
Meta will be able to afford further Al and product
innovation going forward. We believe Meta will use their
efficient operations to fund new projects and attempt to
create new revenue segments.

ECONOMIC OUTLOOK

Foreign Exchange Rates

Euro per U.S. Dollar
1.05

1
0.95
0.9
0.85
0.8

0.75

01/04/2020 01/04/2021 01/04/2022 01/04/2023 01/04/2024 01/04/2025

Source: FactSet

With over 60% of Meta’s business coming from outside of
the United States, the foreign exchange rates will be an
important factor to watch going forward. If the current
political and economic state continues, a weaker U.S.
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dollar will increase the value of any foreign currencies that
Meta earns. If Donald Trump is able to turn this country
around and strengthen the U.S. dollar, then the opposite
effect would be true.

U.S. GDP Growth

Real GDP Growth

5.0%

4.4%
4.5%

3.0%

4.0%

35% 3.2% 3.1%

30%  2.8%
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Source: Trading Economics

The GDP growth of the United States will be a crucial factor
to watch going forward as fears of a recession are on the
rise. In the event of a recession, spending tends to slow in
fear of economic uncertainty. If businesses decide to cut
costs and choose to reduce advertising expenses, this
directly leads to less revenue for Meta. Additionally, global
GDP growth will be important to watch as well. This is for
the same reason, the fear that businesses cut ad spending.
On a global level, the impact would be much more severe.
We predict that GDP will fall to 1.85% in the next six
months and rebound to 2.51% in the next two years. A
decrease in GDP will lead to a decrease in ad spending as
data has shown that the two factors are correlated. This
will be a very important factor to watch in the U.S. and on
a global scale as it directly impacts Meta’s performance.

U.S. Ad Spending vs. Real GDP Growth (1970-2015)

— U.S. real GDP
U.s. real ad spend
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implementation of tariffs. While there are rumblings that
foreign countries are ready to make trade deals with the
U.S., the U.S. and China are conducting a trade war in full
force. The U.S. now has a tariff of 125% on China and there
have been rumors that due to China’s retaliatory tariffs,
the U.S. could increase that number to 245%. The tariff
itself is not what could impact Meta, but how China reacts.
We have already seen China restrict imports of Hollywood
films!2. If the trade war continues to escalate, China may
continue to cut ties with all things related to the United
States. In a worst-case scenario, China restricts companies
from ad spending in the United States which would
drastically hurt Meta. Asia-Pacific is slightly below 28% of
Meta’s advertising revenue but provided high growth in
2024. A restriction on this region would substantially
reduce Meta’s advertising revenue.

Another way tariffs could negatively impact Meta is
through their Reality Labs segment. Historically, these
products have been produced in China but Meta plans to
move up to half of their production of the Meta Quest to
Vietnam in 2025. This announcement was before Donald
Trump started his term, but the current geopolitical
climate should affirm Meta’s decision. Although the tariffs
are lower in Vietham compared to China, there is still a
46% tariff on this country. With Reality Labs already
incurring substantial losses for Meta, an unwanted price
increase will not help its performance. In 2022, Meta
raised the price of their Quest 2 by $100 which was
followed by a quarterly year-over-year drop in Reality
Lab's revenue of approximately $273 million®. If high
tariffs stay in place, Reality Labs will face even larger losses
caused by a reduction in sales based on higher product
pricing.

VALUATION

Revenue Growth:

We forecast that Meta’s revenue will grow by 13.3% from
2024 to 2025 and that it will grow by a CAGR of 12.1%
through 2029. In the short term, we believe additional
investments in Al will result in better ad placements from
Meta. With higher conversion rates, this will drive the
demand for ad space from Meta resulting in a higher
average revenue per person and higher overall advertising
revenue. We expect this trend to carry forward in the long
term as well. As Meta holds its spot at the top with the
most total social media users, advertisers will still be
looking to utilize their ad space to effectively reach as
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many users as possible. This is why we forecast average
revenue per person to grow by a CAGR of 8.1%.
Additionally, we foresee Meta’s investment in Al being
used to enhance user experience for products in their
Reality Labs segment. The industry of virtual reality, mixed
reality, and augmented reality is nowhere near its peak,
and we believe this is due to a lack of applications for
users. Meta will provide users with new and exciting ways
to interact with their products, driving customer demand.
For these reasons, we forecast the Reality Labs Segment to
grow at a CAGR of 19.9%.

Overall, our revenue growth estimates exceed consensus
in 2025-2027 but then fall back in line for 2028 and 2029.

2025E  2026E  2027E  2028E  2029E
HFest.  $194,759 $222,608 $248,612 $273,443 $290,771

Consensus $185,917 $210,190 $236,872 $265,417 $295,132
Source: Meta 10-K & HF Estimates

Cost of Revenue & Profit Margin:

The biggest piece of Meta’s cost of revenue is their
depreciation and amortization expenses related to their
data centers and technical infrastructure. With the large
investment scheduled in 2025 for Al and data centers, we
arrived at depreciation and amortization being a larger
percentage of sales over our 5-year forecast. To calculate
each year’s depreciation and amortization expense, we
simply multiplied the beginning property and equipment
by a 5-year average depreciation and amortization rate. To
calculate the property and equipment for each year, we
took the beginning property and equipment, added our
forecasted capital expenditures for each year, and
subtracted our calculated depreciation and amortization
expenses for each year.

Our forecasts for these numbers were reliant on our
predictions of annual capital expenditures. We believe this
year, $65 billion, will be the biggest total investment Meta
makes in Al, so we decreased capital expenditures by a
constant rate of 10% each year. We believe that if Meta
continued to increase their capital expenditures in Al, then
investors would view it as a bad investment. Al has not
proven its ability to provide returns yet so investors are
skeptical as to whether it is a smart investment or not.
There is a fear of overvaluation in the markets when it
comes to Al and investors’ reactions were seen when
DeepSeek Al was announced. When it was announced that
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at a fraction of the cost, the market plummeted drastically.
We believe this is something Meta took note of and it is
why they will not continue increasing their total amount
invested in Al.

The increase in depreciation and amortization expenses
was partially offset by our forecast of other costs of
revenues decreasing. This category has been trending
downward over the past three years, so we calculated the
average annual decrease over that period and continued
decreasing by that amount for the duration of our
forecast. This kept Meta’s profit margin in line with their
usual 80% mark throughout our forecast.

Cost of Revenue & Profit Margin as a % of Sales

100%
90%
80%
70%

60% 329 829 30%) 81%)
50%
40%
30%
20% — - - -
10% 9% 10%) 12%) 12%

0%
2022 2023 2024 2025E 2026E 2027E 2028E 2029E

M Depreciation & Amortization m Other Cost of Revenue W Profit Margin

Source: Meta 10-K & HF Estimates
Operating Margin & EPS:

In arrival at the operating margin for Meta or the income
from operations as a percentage of sales, there were two
key assumptions of expenses that affected the outcome.
The first is related to research and development. Research
and development has been trending downward over the
past three years which is what we continued for the
duration of our forecast. We believe as Meta starts to fully
develop the capacities of their products from Reality Labs,
less money will spent annually developing entirely new
technology. For our forecasted period, we took the
average amount of research and development as a
percentage of sales that has decreased annually over the
last three years and decreased it by that same amount. The
second assumption we made was a higher general and
administrative expense relative to 2024. On Meta’s recent
earnings call, Mark Zuckerberg explained that as part of
their investment in Al, they will need to hire new talent to
facilitate necessary actions??. To reflect additional costs
incurred from new hirings, we forecasted general and
administrative as that category’s 5-year average as a




HenryFund.Org

| PRESEARCH

percentage of sales. General and administrative is held
steady at 8.10% of sales for the period of our forecast
which is an increase from its 5.92% in 2024. With the
decrease in research and development being larger than
the increase in general and administrative, we forecast
Meta’s operating margin going from 42.2% in 2024 to
47.9% in 2029.

Total Cost & Expenses and Operating Margin as
a % of Sales
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Source: Meta 10-K & HF Estimates
With Meta becoming more profitable over the time of our

forecast, we are above consensus on our earnings per
share estimates.

Year 2025E 2026E  2027E 2028E  2029E
Consensus $24.70 $27.99 $32.28 $35.91 $40.28
HF est. $25.40 $29.01 $33.65 $39.47 $45.13
HF growth 3.2% 14.2%  16.0% 17.3%  14.3%

Source: Meta 10-K & HF Estimates

We believe we are above estimates because they are not
factoring in the ability of Al to make Meta more automated
and even more profitable.

Share Repurchases & Dividends:

Meta repurchased shares totaling $30.1 billion in 2024 and
their free cash flow level allows them to sustain this
amount throughout our forecast. They were able to
purchase and retire approximately 65 million shares,
which comes out to be about 2.50% of their total basic
shares outstanding in 2024. Meta currently has a share
buyback authority worth $51.3 billion. There is no period
at which this buyback authority has to be spent so there is
no real guidance on this matter. For the duration of our
forecast, we reduced the total shares bought by 10% each
year. This is because we feel their current stock price will
attract them to buy more shares and that they will
increase the buyback authority in the near term.
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Meta announced its first dividend at 50 cents a share per
quarter, or $2 per year annually in 2024. Since then, Meta
has increased their quarterly dividend to 52.5 cents. This
represents a 5% increase so without guidance from
management, we raised the annual dividend by 5% each
year.

Valuation Models:

Discounted Cash Flow and Economic Profit:

The discounted cash flow and economic profit models we
produced both returned to an estimated stock price for
Meta at $670. The key drivers behind these models that
we calculated were a CV growth rate of 6.00%, a CV year
ROIC of 38.12%, a WACC of 10.20%, and a cost of equity of
10.44%. The most important factor of this model is the CV
growth rate of NOPLAT at 6.00%. This percentage, which
outperforms nominal GDP historically, is justified by the
assumption that Meta has more potential to sustain high
growth through their innovation. Additionally, the
continued implementation of Al will allow them to
increase margins even more going forward which is
difficult to capture in five years. We believe both of these
models are appropriate for the valuation of Meta as they
take into account Meta’s profitability and ability to
generate cash flows. For these reasons, we put a 100%
weight on our discounted cash flow and economic profit
model for our price target.

Dividend Discount Model:

Our key assumptions in this model compared to the
discounted cash flow and economic profit are our
projected earnings per share growth, our CV earnings per
share growth rate of 6.00%, and our CV ROE of 26.39%.
With these assumptions and our previously mentioned
costs of equity of 10.44%, our model produced that Meta
should be trading at $548 per share. Although this model
is appropriate in the sense that it accounts for our
projected earnings per share growth, we are not confident
in it as it does not reflect Meta’s full potential dividend
capacity. Meta’s current dividend yield is .39% and based
on their ability to generate profit, this number could be
much higher. For this reason, we did not rely on our
dividend discount model when determining a price target.

Relative Valuation:

To see where Meta’s stock ranks amongst its peers, we did
a forward-looking comparison based on competitors in the




HenryFund.Org

| PRESEARCH

industry. The group of companies we compared Meta to
were Google, Amazon, Apple, Microsoft, Nvidia, and
Pinterest. Other than Pinterest, the peer group represents
five of the Magnificent 7 companies. Since Meta is a
Magnificent 7 company as well, it felt the most
appropriate to compare the companies that are similar in
size. The only exception to this is Tesla since they operate
in an entirely different sector. All of the Magnificent 7
companies share somewhat similar operations with Meta
which is also why they were selected. Google is the closest
company to Meta with their presence in advertising.
Finally, Pinterest was added to this group because they are
a profitable social media company. The operations of
Pinterest closely resemble the function of Meta’s Family of
Apps which is why it was added.

The two metrics we utilized were the price-to-earnings
ratio and EV/EBITDA based on estimates for 2025 and
2026. The two average price-to-earnings ratios we arrived
at were 24.76 for 2025 and 20.72 for 2026. Using our
earnings per share estimates, this ratio revealed Meta
should be trading at a range of $601 - $616 for the years
2025 and 2026. The average EV/EBITDA ratios we arrived
at for the years 2025 and 2026 were 16.06 and 13.89.
Using our estimated EBITDA for those years, we calculated
that Meta is worth approximately $616 -5633 per share.
Both of these peer comparison metrics indicate that Meta
is undervalued compared to other companies in the
industry. This is an appropriate valuation method as the
comparable companies are mostly Magnificent 7 stocks
which Meta is as well. We used this valuation method to
determine an appropriate range that Meta could be
trading at, but we relied on our discounted cash flow and
economic profit model to determine a price target.

Sensitivity Analysis:

2025 Capital Expenditures
670.40 | 57,500 60,000 62,500 65000 67,500 70,000 72,500
6.60% | 73257 720.92 709.28 697.63 685.99 674.34  662.69
7.10% | 72349 711.85 700.20 688.55 67691  665.26  653.62
7.60% | 71441 70277 691.12 679.48 667.83  656.18  644.54
810% | 705.34 693.69 682.04 67040 658.75 647.11  635.46
8.60% | 696.26  684.61 67297 661.32 649.67 638.03 626.38
9.10% | 687.18 67553 663.89 652.24 640.60 628.95  617.30
9.60% | 678.10 666.46 654.81 64316 631.52 619.87 = 608.23

2025-2029 G&A as a
% of Sales

With the growth of Meta weighing heavily on the return
on their investment in Al, we wanted to determine how
our price target would change based on their investment
varying in total expenses. We used sensitivity testing to
see what our discounted cash flow and economic profit
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model would produce based on changes in general and
administrative as a percentage of sales, and the total
capital expenditures for 2025. General and administrative
represent the additional personnel that will be fired for Al
development and capital expenditures represent the
entire cost for the Al investment. The biggest takeaway
was that if capital expenditure reached $72.5 billion
instead of $65.0 billion and general and administrative was
9.60% of sales instead of 8.10%, our price target would still
be $608. This shows that Meta has room for additional
expenses if they are needed for their investment in Al. If
this occurred, we would still have a buy rating on them,
but there would be a lower upside.

SENTIMENT OUTLOOK

Bullish Sentiment:

Meta has the potential to advance competitors in the Al
race by demonstrating their return on investment for their
Al applications. Proven higher conversion rates from their
Al ad placement system will result in higher demand for
their advertising space and lead to a higher average price
per ad. Additionally, improved capabilities for products
from Reality Labs have the potential to start turning large
annual losses back in the right direction. For the year 2025,
the most important figures to watch will be ad impressions
per quarter and average price per ad. If both of those
figures grow by a larger percentage each quarter then
there is possible evidence that the Al investment is paying
off.

Bearish Sentiment:

The biggest issue Meta is facing right now is their antitrust
case from the FTC. If Meta was forced to divest from
Instagram, it essentially would not be the same company
anymore. The result of that case is the single most
important result to follow for Meta this year. In addition
to that, global GDP growth will be an important figure to
follow as a global slowdown in spending will slow Meta’s
advertising growth. Finally, it is important to watch Meta’s
Q1 total expenses and reported capital expenditures. If
there are any indications that the investment in Al is
exceeding their guidance, it will feed into skeptics who fear
the ability of Al to return a profit.

Conclusion:

We believe that Meta is destined to rebound to early 2025
all-time highs from a current stock price that has been
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dragged down by macroeconomic trends. We are bullish
on their ability to enhance their ad placing algorithms and
improve already very high margins. On top of this, Meta
has strategically positioned itself to remain the company
with the most used social media platforms. For these
reasons, we recommend a BUY rating for Meta with a price
target of $670 based on our DCF model, representing a
30.1% upside.
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Meta Platforms, Inc.
Revenue Decomposition

Fiscal Years Ending Dec. 31
Family of apps metrics:

Family daily active people (DAP)

Growth

Average revenue per person (ARPP)

Growth

Family of apps:
Advertising
Growth

Other revenue
Growth

Total family of apps revenue
Growth

Reality labs
Growth

Total revenue
Growth

2022

2,960
4.96%
38.67
-5.72%

113,642
-1.12%
808
12.07%
114,450
-1.04%
2,159
-5.06%
116,609
-1.12%

2023

3,190
7.77%
41.69
7.83%

131,948
16.11%
1,058
30.94%
133,006
16.21%
1,896
-12.18%
134,902
15.69%

2024

3,350
5.02%
48.46
16.24%

160,633
21.74%
1,722
62.76%
162,355
22.07%
2,146
13.19%
164,501
21.94%

2025E

3,501
4.50%
54.93
13.33%

190,061
18.32%
2,219
28.88%
192,280
18.43%
2,478
15.49%
194,759
18.39%

2026E

3,641
4.00%
60.35
9.87%

216,955
14.15%
2,752
24.00%
219,707
14.26%
2,901
17.06%
222,608
14.30%

2027E

3,768
3.50%
65.05
7.79%

241,861
11.48%
3,251
18.14%
245,112
11.56%
3,500
20.63%
248,612
11.68%

2028E

3,881
3.00%
69.34
6.61%

265,442
9.75%
3,703
13.90%
269,145
9.81%
4,298
22.80%
273,4