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A Letter From Our Founders
This week Landon and I have had a field day playing around with 
perhaps the most cutting-edge artificial intelligence available to the 
public right now: ChatGPT.

I even had this smart bot write a Seinfeld script.

But this report isn’t about ChatGPT – though it does fit in perfectly 
with the major theme. This report is about how HIGH consumer 
expectations have risen since the dawn of search engines as we 
know them.

The days of relying solely on Google to answer your questions are 
over.

Consumers are seeking out smarter search tools and often expect 
information (and new brands/products/services) to be served to 
them on a silver platter – err – directly on their iPhone.

As companies leverage technology and first-party data, brands are 
better positioned than ever to connect directly to their target 
audience.

The companies featured in this report have the potential to be 
major disruptors in the “traditional search” field, though not all are 
executing quite yet.

We’ll be closely tracking each of these names in the years to come to 
see if their personalized vision translates to sustained growth.

Enjoy, 
Andy and Landon Swan



Personalized Discovery – Overview

Etsy (ETSY)
Etsy flourished as eCommerce took off – especially for small creators 
looking to reach a new audience that simply wasn’t possible in 
person. However, growth rates continue to temper for the second 
year in a row. The company is taking steps to add new platform 
functionality, including embracing a new visual search tool on its 
mobile app. However, qualitative review reveals consumers are 
increasingly skeptical about product quality and legitimacy, concerns 
the company will need to address.

Microsoft (MSFT)
Microsoft wears a lot of technology hats, from cloud services to the 
software that was used to create this report. But one area where it 
lags: intuitive search. The company is considering taking proactive 
steps in this area to disrupt mobile search leaders Google and Apple 
with a Super App modeled after Chinese app WeChat, integrating 
messaging, social media, payment, and search.

theTradeDesk (TTD)
TheTradeDesk’s proprietary software allows brands and marketers to 
connect directly with the audience they’re looking for. After a slow-
down in growth post-pandemic, metrics are improving across the 
board. 

Pinterest (PINS)
Pinterest is upping its discovery game. The company is proactively 
improving its  algorithm to provide more updated recommendations to 
consumers. It is capitalizing on visual search to connect consumers 
directly with the brands/products they’re looking for but don’t quite 
have the words to describe. Its global audience is growing, alongside 
total mention buzz…turnaround at play?

Booking Holdings (BKNG)
A few months ago it looked like travel aggregators like BKNG may be 
losing market share to search efforts from major players like Google 
and even META. However, LikeFolio data suggests the company still 
has a competitive edge, especially when it comes to deal discovery, a 
top priority for consumers in the current environment. 



Search 2.0 – Personalized Discovery



Trend Watch



Consumer methods for 
discovering new brands, 
products, and services for 
purchase is shifting. 

Looking ahead, discovery 
is “organic”, intuitive, 
personalized, and mobile. 

As technology improves 
(think visual search) and 
is layered on top of first-
party (personalized) data, 
brands can connect with 
you even if you don’t 
have the words to 
describe what you’re 
looking for…or if you don’t 
even know yet. 

Macro Trend Watch: Trend Watch: New Search Priorities



Marketers have shifted 
their strategy to connect 
with consumers, opting 
for real-time, highly 
targeted messaging vs. a 
mass coverage approach. 

Currently, 97% of 
marketers use customer 
data in decision making. 

And technology is getting 
more sophisticated. 

The market value of 
artificial intelligence in 
marketing is expected to 
top $100 billion globally 
by 2028.

Macro Trend Watch: Trend Watch: Rise of Personalization

https://www.statista.com/topics/4481/personalized-marketing/#dossierKeyfigures


Qualitative review of 
consumers commenting 
on their search 
experience suggests the 
market is wide open for 
disruption and 
improvement. 

Consumers want 
meaningful results vs. 
non-related info 
elevated to the top from 
ads and sophisticated 
search engine 
optimization efforts.

The underlying theme: 
consumers want a 
smarter search…or for 
platforms to tell them 
what they’re looking for.

Macro Trend Watch: Trend Watch: Search is Ripe for Disruption



TTD



Key Points

TTD
The Trade Desk

Money Dial: Bullish 

77

Global Page Views: 
+15% YoY

Mentions: 
+12% YoY

Streaming Mentions: 
+24% YoY



Actionable Trade Ideas

Buy Trade Desk Inc (NASDAQ: 
TTD) stock up to $50/share**

Alternative approaches would include selling OTM 
put options with a strike price 5% below the current 
price of the stock each month to generate income 
until a position is established.

We believe this stock could gain by more than 
100% within the next 2 years.

Buy TTD Jan. ‘24 55/65 Call 
Spread @ $3.00

Max Gain: $TTD trading above $65 on Jan. 19th 2024 
— +$700 per contract

Max Loss: $TTD trading below $55 on Jan. 19th 2024 
— -$300 per contract

**ON ALL TRADES, it is important to use proper risk 
management to correctly allocate and protect your 
capital.



Company Updates: TTD
TheTradeDesk aims to help advertisers better connect with customers. It offers a self-service cloud platform where ad 
buyers can create, manage, and optimize digital ad campaigns across various ad formats and devices. The platform is 
integrated with 1st party data providers and inventory information to support decisions while connections with enterprise 
APIs allow advertisers to develop custom campaigns on top of the platform. Ad agencies and brands have over 500 billion 
digital ad opportunities to pick from each day. 

TTD announced revenue growth of +31% YoY for Q3 driven by strong demand for ‘decisioned media buying’ especially 
in the Connected TV ad space, beating expectations. Demand from retailers looking to unleash the power of their retail data 
is also positive. Non-GAAP EPS grew 44% to $0.26 and topped the Street by 3 cents. The customer retention rate remained 
above 95% as it has for the past 8 years. Despite the strong quarter, the stock fell -8% on 11/9/22 due to soft Q4 guidance. 

Netflix’s plan to sell ads and to rely on 3rd party ad infrastructure companies rather than buildout an in-house ad arm is a 
win for ad tech companies like TTD. It validates the need and benefits of digital advertising including allowing TTD 
customers to focus on their core business and leave the ad game to them. 

This summer TTD inked an ad deal with Disney allowing brands to place targeted, automated ads across Disney 
properties. The ads will match customer data that Disney collects with information gathered through Unified ID 2.0 (UID2), 
an industry framework. This is an example of the advertising industry’s move away from intrusive cookies toward precise-
and-privacy-focused ads. As part of UID2, TTD has also recently formed partnerships with Procter & Gamble and FuboTV. 

Approximately 14% of TTD ad spend came from outside North America and yet 67% of ALL ad dollars were spent 
outside North American, so the overseas growth opportunity is huge. In 2021, the health & fitness, food & drink, and 
automotive industries combined accounted for 43% of total TTD ad spending.

https://investors.thetradedesk.com/news-events/news-details/2022/The-Trade-Desk-Reports-Third-Quarter-2022-Financial-Results/default.aspx
https://www.barrons.com/articles/millionaires-ask-can-i-still-retire-on-1-million-11670429611
https://www.barrons.com/articles/trade-desk-disney-advertising-deal-51657637715?mod=md_stockoverview_news
https://investors.thetradedesk.com/news-events/presentations/default.aspx


TTD: Global Page Views Rising
The number of U.S. 
visitors to TTD’s 
consumer-facing site have 
increased by +15% YoY.

North American 
consumers constitute 
nearly 85% of 
theTradeDesk’s ad 
revenue.

The current visit trajectory 
suggests TTD’s efforts to 
grow its international ad 
revenue are working.

In contrast, TTD U.S. page 
views have dropped on a 
YoY basis, though this rate 
is normalizing vs. last 
quarter (+5-point 
improvement).

Key Takeaway:



TTD: Brand Awareness Improving
Buzz surrounding 
TTD’s advertising 
platform continues to 
rebound after some 
post-pandemic 
normalization.

Mentions are on pace for 
+12% growth YoY in the 
4th quarter, a +16-point 
improvement in volume 
growth rate vs. Q3. 

Key Takeaway:



TTD: Consumer Shifting to Streaming
Consumer streaming 
activity is on the rise 
again, currently 
pacing +24% higher 
YoY.

Meanwhile, 
consumer demand 
for traditional cable 
continues to 
stagnate, registering 
-27% lower vs. 3 
years ago.

Key Takeaway:



Streaming video ad 
spend is expected to 
exceed $470 billion by 
2027.

This growth is driven 
by continued consumer 
adoption of ad-
supported content. 

Note that by 2027, 
penetration rate of 
OTT Video Viewers is 
estimated to be +43%. 
The penetration rate is 
the share of active 
customers or accounts 
from the total 
population of the 
global market for each 
year.

Macro Trend Watch: Trend Watch: OTT Video Advertising Spend



TTD: Real-Time Targeted Ads



PINS



Key Points

PINS
Pinterest

Money Dial: Bullish 

82

Mentions:
+10% YoY

Returning U.S. Users:
-10% YoY (+14 points vs. prior quarter)

Global Unique Audience: 
+11% YoY



Actionable Trade Ideas

Buy Pinterest Inc (NYSE: PINS) 
stock up to $30/share**

Alternative approaches would include selling OTM 
put options with a strike price 5% below the current 
price of the stock each month to generate income 
until a position is established.

We believe this stock could gain by more than 
100% within the next 2 years.

Buy PINS Jan. ‘24 20/30 Call 
Spread @ $4.60

Max Gain: $PINS trading above $30 on Jan. 19th 2024 
— +$540 per contract

Max Loss: $PINS trading below $20 on Jan. 19th 2024 
— -$460 per contract

**ON ALL TRADES, it is important to use proper risk 
management to correctly allocate and protect your 
capital.



Company Updates: PINS
Pinterest is a (social) media platform for visual discovery that lets contributors (‘pinners’) share visual images (‘pins’), and
save ideas & recommendations into collections. It has grown into a community of over 400 million active users and a 
valuable demographic for advertisers.  

In October Pinterest reported better than expected Q3 results. Revenue was up +8% YoY driven by strong demand for 
retail advertising. Global monthly average users (MAUs) increased +1 million to 445 million and global average revenue per 
user (ARPU) increased +11% to $1.56. Adjusted EPS came in at $0.11 which was +38% higher than last year and ahead 
of the Street’s $0.06. The stock jumped +14% following the earnings surprise. 

In an effort to improve the user experience for Pinners, Pinterest plans to invest in content and site personalization. 
Former Google executive Bill Ready became CEO in June 2022. Along with activist investor Elliott Management, 
management is focused on increasing the amount of ‘shoppable’ inventory, i.e., products that users can buy directly from 
the website with the end goal of creating more commerce to capture a greater share of ad budgets. Pinterest is teamed up 
Shopify and other 3rd party platforms to advance this agenda.

In June 2022 Pinterest acquired THE YES, an AI-powered shopping platform for fashion that lets users shop a 
personalized feed based on their input on brand, style, and size. The move was part of a vision to make Pinterest ‘the home 
of taste-driven shopping’.

Since consumers come to Pinterest to generate ideas, the site can leverage search data to gain insight into what’s 
coming in pop culture before it starts trending. In the last 3 years, 80% of predicted trends came true. The recently 
released Pinterest Predicts 2023 report includes emerging trends such as Airy fashion styles, ‘Hipstoric’ homes, pool 
parties for dogs, Primal Movement, and anti-tech workouts.

https://investor.pinterestinc.com/press-releases/press-releases-details/2022/Pinterest-Announces-Third-Quarter-2022-Results/default.aspx
https://www.barrons.com/articles/buy-pinterest-stock-goldman-buy-51665083933?mod=md_stockoverview_news
https://investor.pinterestinc.com/press-releases/press-releases-details/2022/Pinterest-to-Acquire-THE-YES-an-AI-Powered-Shopping-Platform-for-Fashion/default.aspx
https://business.pinterest.com/en-us/pinterest-predicts/?utm_campaign=US_PBM_PinterestPredicts_112022_Newsroom
https://newsroom.pinterest.com/en/post/pinterest-announces-its-pinterest-predicts-2023-report-to-reveal-the-trends-that-pinterest


PINS: Returning User Loss Softens
According to LikeFolio 
correlation studies, 
returning U.S. users is 
highly correlated to 
Pinterest revenue.

After failing to attract 
repeat users after its 
pandemic heyday, the 
drawdown in the number 
of returning users is 
cooling.

Through the end of 
November, the number of 
returning U.S. users 
dropped by -10%. While 
negative, this is a slow 
down vs. prior rates – a 
14-point improvement in 
the last quarter alone.

This is also indicative of 
improving comps. 

Key Takeaway:

. .



PINS: Global Unique Audience Grows
Pinterest’s global unique 
audience peaked in 
October 2022. 

Several quarters of 
userbase decline 
followed the platform’s 
pandemic popularity 
surge. 

However, this trend has 
reversed in the last 4 
months. 

Pinterest’s Global Unique 
Audience has increased 
by +11% YoY in the last 
quarter, which speaks to 
the company’s 
successful efforts to 
expand its international 
userbase. 

Key Takeaway:

. .



PINS: Mentions are on the Rise
Consumer mentions of 
Pinterest of have 
increased by +10% YoY 
on a 30-day moving 
average. 

This growth rate is an 
example of buzz 
acceleration – the 90-day 
moving average rate of 
growth is +3% YoY.

Building on this, 
consumer mentions of 
signing up for or using the 
Pinterest platform have 
increased at an even 
steeper clip: +28% YoY. 

Mentions are displayed 
and emphasized because 
this metric has shown a 
higher correlation to 
company revenue vs. PI.

Key Takeaway:



As technology improves, 
consumers are increasingly 
utilizing visual search. 

Mentions of using some 
type of image search tool 
are currently pacing for all-
time highs. 

Pinterest has improved 
upon its own visual search 
tool, “Lens” for years. 

Users can search by photo 
for fashion items to buy, or 
even recipes when 
submitting a picture of an 
ingredient. 

Pinterest Lens mentions 
have increased by +13% 
YoY as this search 
preference rises.

Macro Trend Watch: Trend Watch: Visual Search



PINS: Optimized for Discovery



BKNG



Key Points

BKNG
Booking Holdings

Money Dial: Bullish 

84

Global Website Visits: 
+12% YoY

Global New Users: 
+6% YoY

Purchase Intent:
+7% YoY



Actionable Trade Ideas

Buy Booking Holdings 
(NASDAQ: BKNG) stock up to 
$2000/share**

Alternative approaches would include selling OTM 
put options with a strike price 7-8% below the 
current price of the stock each month to generate 
income until a position is established.

We believe this stock could gain by more than 60% 
within the next 2 years.

Buy BKNG Jan. ‘24 1950/1970 Call 
Spread @ $10.00

Max Gain: $BKNG trading above $1970 on Jan. 19th 
2024 — +$1000 per contract

Max Loss: $BKNG trading below $1950 on Jan. 19th 
2024 — -$1000 per contract

**ON ALL TRADES, it is important to use proper risk 
management to correctly allocate and protect your 
capital.



Company Updates: BKNG
Booking Holdings Group offers a mix of online booking services for airline tickets, car rentals, cruises, hotels, restaurants, 
and packaged vacations. Customers have the option of purchasing travel services the traditional, price-disclosed way or 
through ‘Name Your Own Price’ which lets customers bid at discount prices. Its brands include the flagship Booking.com, 
Priceline, Kayak, OpenTable, Agoda, Rentalcars.com.

Last quarter BKNG reported +29% revenue growth and +41% EPS growth, both of which topped consensus. Bookings 
were up +36% to $32.1 billion, room nights booked were up +32% to 240 million, and airlines tickets were up +45% YoY. 
Agency revenue (up +12%) accounted for 43% of total revenue and merchant revenue (up 61%) accounted for 53% of 
revenue. Strength was driven by rebounding travel demand. BKNG shares rose +3% on the day after the release. 

Booking generates most of its revenue from international markets where the agency model is more popular, notably in 
Europe where it generates most of its gross profit. Some analysts believe the post-Covid travel boom will moderate in 
2023 alongside a slowing global economy.  Booking’s high exposure to Europe where inflation and the energy crisis are 
being felt more, adds to the risk profile of the stock especially if Europe enters a deep recession. BKNG has been investing 
heavily in the U.S. market partly to reduce its Europe dependency, temporarily elevating customer acquisition costs.

Booking is the largest player in the global Online Travel Agency (OTA) segment according to comparable booking 
revenue through the end of 2021. While Google appeared to be chipping away at Booking’s dominance via its travel 
capabilities (for example: Google Flights), the company began phasing out the ability to book directly on its site, thus lowering 
the competitive risk for travel aggregators like BKNG. A google spokesperson noted: “We originally offered this functionality
to give people a simpler way to buy their tickets and to help our partner airlines and OTAs [online travel agencies] receive 
more bookings. However, we’ve found over time that people actually want to book directly on partner websites, and we 
always strive to meet user preferences whenever possible.” 

https://www.marketwatch.com/story/is-the-travel-boom-fading-analysts-are-getting-more-skeptical-about-2023-11670442094?mod=md_stockoverview_news
https://www.statista.com/statistics/934995/revenue-of-leading-otas-worldwide/


BKNG: Global Website Visits
Booking Global Visits 
(the metric most highly 
correlated to Booking 
Revenue) continues to 
improve as travel 
rebounds. 

Visits increased +12% 
YoY from September-
November, a 4-point 
improvement from the 
prior quarter growth 
rate. 

Key Takeaway:



BKNG: New User Growth
The number of new 
users turning to 
Booking for travel 
needs remains +6% 
higher YoY, even in the 
travel “off-season”.

Key Takeaway:



BKNG: U.S. Demand Remains Elevated
LikeFolio Purchase 
Intent captures English-
speaking mentions from 
consumers utilizing any 
service under BKNG’s 
umbrella, from the 
company’s namesake 
booking.com site to 
aggregators like 
Kayak.com and 
Cheapflights.com.

Forward-looking 
demand remains 
elevated, +7% higher 
YoY.

This is a positive 
indication that Booking 
is expanding its 
presence domestically.

Key Takeaway:



BKNG: Leveraging Mobile App Usage
Booking is prioritizing 
moving mobile web 
searches onto its app, 
noting: “our job is to make 
sure people use our app 
and don't use mobile web 
search, where we have to 
pay, which is one of the 
key things. You 
know…60% of our 
business was going mobile 
but 45% at the app. So, 
obviously, we want to 
make anybody who's using 
mobile device, we want 
them to use the app.”

App downloads surged 
last summer and remain 
elevated, suggesting the 
company is making 
traction in this critical 
area.

Key Takeaway:

https://www.fool.com/earnings/call-transcripts/2022/11/02/booking-holdings-bkng-q3-2022-earnings-call-transc/


LikeFolio data shows that 
although travel demand 
has normalized (as 
expected) from high 
Summer seasonal demand, 
demand remains higher 
YoY across the board. 

Notably, price sensitivity is 
weighing on consumers 
alongside continued rising 
inflation.

This is giving sites like 
Booking a competitive 
advantage as consumers 
increasingly hunt out the 
best deal possible.

Macro Trend Watch: Trend Watch: Travel Still Higher YoY



BKNG: Competitive Advantage



ETSY



Key Points

ETSY
Etsy

Money Dial: Bearish

21

U.S. Page Views: 
-4% YoY

Unique U.S. Audience Size: 
+4% YoY

Mentions: 
-11% YoY



Actionable Trade Ideas

Short Sell Etsy Inc (NASDAQ: 
ETSY) stock down to 
$120/share**

Alternative approaches would include selling OTM 
call options with a strike price 7-8% above the 
current price of the stock each month to generate 
income until a short position is established.

We believe this stock could fall by more than 30% 
within the next year.

Buy ETSY Jan. ‘24 130/120 Put 
Spread @ $5.00

Max Gain: $ETSY trading below $120 on Jan. 19th 
2024 — +$500 per contract

Max Loss: $ETSY trading above $130 on Jan. 19th 
2024 — -$500 per contract

**ON ALL TRADES, it is important to use proper risk 
management to correctly allocate and protect your 
capital.



Company Updates: ETSY
Etsy operates a global two-sided marketplace for creative goods across more than 50 merchandise categories under the 
motto ‘keep commerce human’. It gives creative entrepreneurs a cost-effective way to reach millions of prospective customers. 
The top product categories in 2021 were 1) homewares & home furnishings 2) jewelry & personal accessories 3) apparel 4) 
craft supplies 5) paper & party supplies and 6) beauty & personal care. Etsy’s base consists of 7.4 million active sellers, nearly 
90 million buyers around the world. There are more than 120 million items in the Etsy marketplace. 

After the close on November 2nd, Etsy reported that Q3 revenue was up +12% and ahead of the Street, driven by increased 
transaction fees (from 5% to 6.5%) that prompted a sellers strike earlier this year. It reported a $7.62 per share loss due to a $1 
billion impairment charge to the goodwill of Elo7 and Depop (acquired last year). Excluding the impairment, Etsy earned $0.58
per share versus the Street’s $0.37. Take rate, revenue as a percentage of gross merchandise sales, was 19.8% (ahead of 
19.2% guidance). Gross merchandise sales were down 3.3%. Etsy shares rose 14% the day after the Q3 earnings release.

Last month Etsy launched a visual search feature as an alternative to keyword search that helps users find things faster. 
When an iPhone user taps the new camera icon in the search bar and uploads/takes a photo, Etsy provides visually similar 
items. IT helps users that are having trouble finding the right words to describe a product. It plans to roll the technology out to 
Android users next. 

Etsy customers that make purchases at least 2-3 times a month decreased from 25% in June to 16% in November
according to an Evercore survey. Etsy customers that make purchases once every 6 months or less increased +16%. Etsy 
consumers are also spending less. Weighted average spend declined from about $100 in June to about $60 in November, likely 
due to some combination of lower purchase frequency and the purchase of less expensive products.

Etsy is developing a ‘House of Brands’ outside of the core Etsy marketplace including Reverb (online marketplace for buying 
and selling musical instruments), elo7 (the Etsy of Brazil), and depop (fashion resale marketplace for Gen Z).

https://techcrunch.com/2022/04/11/etsy-strike-sellers-transaction-fees/
https://techcrunch.com/2022/11/04/etsy-image-search-feature-ios-users/
https://www.barrons.com/articles/etsy-evercore-tactical-underperform-retail-51668611052?mod=md_stockoverview_news


ETSY: U.S. Page Views Slip
Etsy page views 
dropped during the 
Holiday season on a YoY 
basis, continuing a 
multi-year weakening 
trend vs. pandemic 
highs. 

The number of pages 
visited by audience 
members has proven to 
be highly correlated to 
ETSY revenue.

Key Takeaway:

. .



ETSY: U.S. Audience Size Rises
While total page views 
slipped, the size of Etsy’s 
U.S. audience grew by 
4% YoY.

The company has noted 
internal efforts to 
reactivate former buyers, 
and this appears to be 
gaining some traction.

Examples include 
personalized product 
recommendations and 
timely reminders from 
previously favorited 
shops. 

Key Takeaway:

. .



ETSY: Mentions Losing Steam
ETSY consumer mentions 
continue to drop, 
currently pacing -11% 
lower YoY. 

This marks the second 
year of momentum 
decline from 2020 highs. 

Key Takeaway:



As technology improves, 
consumers are increasingly 
utilizing visual search. 

Mentions of using some type of 
image search tool are currently 
pacing for all-time highs. 

In November, ETSY launched a 
new image search feature to help 
users find what they’re looking for. 

For example, if users spot a unique 
looking piece of furniture, they can 
upload a photo so find shops that 
sell or create items with similar 
styles. 

However, the proliferation of 
reverse-image search has also 
unveiled ETSY hustlers, with many 
users spotting so-called “hand-
made items” marked up on the 
platform that were ordered from 
low-cost suppliers overseas. This 
has contributed to worsening 
ETSY sentiment levels (10 points 
lower than they were 5 years ago).

Macro Trend Watch: Trend Watch: Visual Search



ETSY: Dark Side of Reverse Image Search



Near-term, many eCommerce 
darlings face headwinds from 
a rebound in consumer 
shopping behavior in physical 
retail locations. 

More consumers reported 
shopping in a brick-and-
mortar locations this year vs. 
last year, while eCommerce 
mentions continue to lose 
steam.

What’s driving this?

Aside from the social element, 
rising inflation means 
consumers are less likely to 
splurge to pay delivery fees, 
and many report intentionally 
seeking out deals that may 
not have been previously 
advertised online.

Macro Trend Watch: Trend Watch: On-Premise Shopping Boost

https://www.cnn.com/2022/06/16/business/online-shopping-stores-retail/index.html
https://www.reuters.com/business/retail-consumer/more-black-friday-shoppers-return-stores-chasing-deals-2022-11-25/


MSFT



Key Points

MSFT
Microsoft 
Corporation

Money Dial: Neutral

56

Global Returning Users:
-3% YoY

Microsoft Azure Purchase Intent:
-11% YoY

Microsoft Mentions:
-13% YoY



Actionable Trade Ideas

Buy Microsoft Corp (NYSE: 
MSFT) stock on any dip to $200 
or below**

We believe this stock will likely trade in a quiet 
range through 2023.

Buy MSFT Jan. ‘24 190/200 Call 
Spread @ $7.00

Max Gain: $MSFT trading above $200 on Jan. 19th 
2024 — +$300 per contract

Max Loss: $MSFT trading below $190 on Jan. 19th 
2024 — -$700 per contract

**ON ALL TRADES, it is important to use proper risk 
management to correctly allocate and protect your 
capital.



Company Updates: MSFT
Microsoft is the world’s largest independent software developer founded on the MS Windows operating system and the 
MS Office business suite. It has expanded into 1) enterprise software via Windows Server, SQL Server, Dynamics CRM, 
SharePoint, Azure, and Lync 2) hardware via the Xbox gaming platform and Surface tablet and 3) online services through 
MSN, Bing, Teams, and Skype. Microsoft pivoted toward the high-value commercial and cloud business to support 
enterprises’ digital transformation. 

In October MSFT reported that fiscal Q1 revenue was up +11% and adjusted EPS grew +4% driven by the Intelligent 
Cloud & Productivity (revenue up 20%, strong Azure/cloud services growth) and Business Processes segments (revenue up 
+15% led by Office 365 and LinkedIn). The More Personal Computing segment stayed flat, which was a positive considering 
PC sales fell almost 20% in Q3, the largest decline in 20 years (following the pandemic demand surge). Within the MPC 
segment, search & news advertising and Xbox growth were offset by declines in Windows OEM revenue. Although the 
company beat on both revenue and EPS, the stock fell -8% due to a weak fiscal Q2 outlook tied to the PC market slowdown.

Microsoft is planning a ‘Super App’ to challenge Google and Apple’s dominance in mobile search. The app could combine 
web search, news feeds, messaging, shopping, and other services in a one-stop smartphone app. The app could be a major 
boost to MSFT’s multi-billion ad business and Bing search and attract more users to Teams and other mobile services. By 
creating an all-in-one app whereby users won’t have to leave to access other MSFT products, Microsoft would be taking a 
page of out the playbook of Tencent which developed the WeChat app in China to successfully execute its mobile strategy. 

Microsoft is joining forces with Meta Platforms to develop virtual reality (VR) applications for Microsoft Teams, Windows 
365, and Xbox Game Pass videogame subscriptions. Aside from games, Microsoft Teams could turn into a use case for the 
metaverse with Meta Quest headset users able to join Teams meetings from Meta Horizon Workrooms. This could present 
MSFT with a chance to ‘piggyback’ its software on top of Meta’s multi-billion-dollar metaverse investment. 

https://www.microsoft.com/en-us/investor/earnings/fy-2023-q1/press-release-webcast
https://www.theregister.com/2022/12/07/microsoft_super_app/
https://blogs.microsoft.com/blog/2022/10/11/microsoft-and-meta-partner-to-deliver-immersive-experiences-for-the-future-of-work-and-play/


MSFT: Global Returning Users
The most correlated 
Microsoft metric to 
company revenue in the 
LikeFolio universe is 
global returning users to 
the company’s consumer 
facing sites.

Sites include Microsoft 
365, Teams, Windows, 
Surface, and Xbox.

The number of returning 
users to these platforms 
has slipped slightly, 
trending -3% lower on a 
YoY basis.

Key Takeaway:



MSFT: Azure (Cloud) Growth Slows
Growth in a core 
segment of Microsoft’s 
Cloud business (Azure) 
continues to weaken.

Last quarter Azure 
revenue grew +35% 
YoY compared to +40% 
the quarter before that. 

LikeFolio data confirms 
continued weakening in 
new users (Purchase 
Intent…aka sign-up 
mentions) in the 4th

quarter, trending lower 
by -14 points vs. -3 
points in the third 
quarter.

Key Takeaway:

https://www.cnbc.com/2022/10/25/microsoft-msft-earnings-q1-2023.html


Microsoft: Consumer Buzz Dips
Microsoft consumer buzz 
continues to fall, slipping 
-13% YoY.

Much of this is driven by 
underperformance in the 
company’s highly visible 
gaming segment 
(including Xbox). 

While gaming demand 
normalizes post-
pandemic, other areas are 
recording growth. 

Microsoft Office Buzz has 
increased +22% YoY. 

LinkedIn interest has 
exploded alongside 
changes in Twitter 
ownership and practices.

Key Takeaway:



Microsoft: Activision Buy Under Scrutiny
Microsoft’s proposed 
acquisition of gaming 
giant, Activision, remains 
in limbo

Earlier this month the 
Federal Trade 
Commission (FTC) 
officially sued Microsoft to 
halt the company’s $69 
billion acquisition under 
the premise the deal 
would suppress 
competition.

Activision continues to 
outperform peers in the 
meantime, with demand 
for its games (including 
Call of Duty) rocketing: 
+75% YoY.

Key Takeaway:

https://www.gamespot.com/articles/the-ftc-is-now-suing-microsoft-over-pending-activision-blizzard-merger/1100-6509849/


As technology improves, 
consumers are increasingly 
utilizing visual search. 

Mentions of using some type of 
image search tool are currently 
pacing for all-time highs. 

In addition, search engine usage 
is an increasingly relevant topic 
of consumer interest as many 
consumers report a lack of 
usefulness lately. 

Microsoft is considering building 
a super app to take a chunk of 
the search pie, and usher users 
into other business segments 
including Teams and Bing 
search.

The proposed app would 
encompass shopping, 
messaging, news, and web 
search services.

Macro Trend Watch: Trend Watch: Smarter Search

https://12ft.io/proxy?q=https%3A%2F%2Fwww.reuters.com%2Ftechnology%2Fmicrosoft-mulls-building-super-app-information-2022-12-06%2F


MSFT: Improving Search as Bing Trails Peers



Trend Watch Summary: Personalized Discovery
Technology is reaching an almost-creepy-smart level. 

First-party data, intuitive algorithms, and mobile 
deployment means information is always a click away. 

Google once seemed like a revolutionary step forward, 
but the technology now feels a bit stale…at least from 
the consumer perspective. 

Because ultimately, the way consumers find 
information is changing. 

Consumers want a “smarter” discovery experience. 
More intuitive, fewer words, and higher quality results.

The companies featured in this report could be major 
disruptors to some of the largest players in the search 
market, from GOOGL to AAPL. 



Disclaimers
The material in this presentation is for informational purposes only and does not constitute an offer to 
sell, a solicitation to buy, a recommendation or endorsement for any security or strategy, nor does it 
constitute an offer to provide investment advisory or other services by LikeFolio, SwanPowers, LLC, or 
its employees. 

This information is not investment or tax advice. 

SwanPowers, LLC and LikeFolio is not an investment advisor or a broker dealer.

Investing in securities involves risks, and there is always the potential of losing all your money. 

Before investing in any strategy, consider your investment objectives and speak with a professional. 

Past performance does not guarantee future results, and the likelihood of investment outcomes is 
hypothetical.



Copyright 2022, SwanPowers LLC
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