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PRIVILEGED AND CONFIDENTIAL 

Executive Summary 

Objective: Seeking approval to launch auction changes In July w/publlc announcement Feb 6 '19 

• Product changes: Simplification of Ad Manager by (1) moving AdX to a 1 P auction* (2) unifying reserve 
prices across all indirect demand channels (tags & programmatic) (3) removing 'last look' for AdX 

o  Se/I-side messaging (AdX publishers/buyers): increased simplicity, fairness and transparency 

Buy-side messaging (DV3/ GOA advertisers): leverage existing bidding optimizations to adapt 

• Major risks: (1) revenue drop for some pubs (2) negative pub reaction (loss in ability to set per-buyer 
floors) (3) negative adv reaction (DV3 spend share on AdX) 

• Mitigants: (1) fine-tune Google bidding to improve yield on strategic pubs (2) tight comms. for reserve 
price changes/ spend shift concerns 

• Contingency plan: Buy additional time to fine-tune bidding by either (1) delaying launch or (2) continuing 
2P auction under the hood for Google demand (not externally visible) 

Google 
*This change will also extend ro Admob in July '19 and AdSense later  In H2'19 for consistency  

Migration to a 1 P auction will also be extended to Adm ob and AdSense inventory -- focus of this deck is on Ad Manager for 
simplicity 
The auction changes improve AdX competitiveness (Direct access to the 1 P auction, unification of reserves reduces prevalence 
of price-based incremental inventory on 3P SSPs) 
Aim to announce on Feb 6, 2019 ahead of IAB ALM, and provide 5+ months advance notice before full launch to allow adequate 
transition time for buyers and pubs 
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PRIVILEGED AND CONFIDENTIAL 

Unified Auction changes simplify the auction and 
equalize access across indirect demand 

Pub-configurable per-buyer 
reserve price*  ( only for AdX) 

1 simplified for ease of explanation; • Reserve price visible 10 prog. buyers before bid's  submitted 

AdX has always run a 2P auction; Ad Manager introduced the third stage (unified auction) with the launch of Exchange Bidding 
(EB), which is a 1 P auction 
As EB has grown, feedback from partners has been that Ad Manager auction dynamics is very complex and difficult to 
understand 
DV3 and GOA can submit bids through all three indirect channels (remnant, AdX and EB), sometimes with different outcomes 
(due to differences in floor prices/ auction dynamics) 
Differences in access across different channels include 
AdX and EB have visibility into remnant price before they submit bids (commonly referred to in market as 'last look') 
AdX bids are 2P, while EB bids and remnant line items pay what they bid into Ad Manager; AdX bids sometimes lose out to EB 
bids, even if the buyer has a higher willingness to pay 
Only AdX is subject to pub-configured ad manager reserves; most other SSPs have basic reserve-price functionality, but pubs 
typically higher floors on AdX compared to other SSPs, sometimes resulting in price-based incrementality of inventory on other 
SSPs 
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PRIVILEGED AND CONFIDENTIAL 

Unif ied Auction changes simplify the auction and 
equalize access across ind irect demand 

Current: Complex multi-stage auction• with 
differential access for diff. indirect channels 

Best ad server line hem 1 
-Oirec/ sales delivery 

eserve priceA fro 
direct & remnant 

2 
AdX auction (2P) 

3 
-......... Unif ied Auction (1 P) 

l 
Pub-configurable per-buyer 

reserve priceA ( only for AdX) 

- AdX closing price 

Post-launch: Single, fair Unified auction• for all indirect demand 

Best guaranteed line item 
• direct sales delivery 

Reserve price r roml 
direct demand ! 

Unified Auction (1 P) 

l 

1 

A: Removal of AdX/08 'last look' over 
remnant: fair access for remnant 

2 B: Single-stage 1 P auction for indirect: 
simpler, reduced need to optimize floors 
(no bid-price discount}, Improved AdX 
competitiveness (direct 1P access) 

Pub-configurable uniform 
reserve price for Unified Auction 

C: Uniform reserve price across indirect: 
central Uf for floors across indirect, 
Improved AdX compertt/veness (equalize 
price-based access) 

1 simplified for ease of explanation; • Resetve priu visible 10 prog. buyers before bid Is submitted, • Changes In red, belli?firs ro AdX p;irtners /ti blue. b nef,ts for GooalP in areoo 

Three big changes to the auction (right side of slide) 
removing 'last look' for AdX and EB demand -- no visibility into remnant prices before submitting bids, ensuring fairer access for 
remnant 
moving AdX directly into the Unified auction by transition ing to a 1 P auction 
unifying reserve prices across all indirect demand 
Simplifies the auction and equalizes inventory access for Ad Manager publishers and buyers 
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PRIVILEGED AND CONFIDENTIAL 

Messaging for Ad Manager partners wil l highlight 
increased simplicity, fa irness and transparency 

Simplicity: Enables focus on 
long-term value creauon 

Fairness: All Indirect demand 
competes on equal footing 

Transparency: Ensure fair 
auctions; gain better Insights 

Publishers 

• Easier to understand auction 

• Reduced need to optimize 
floors (no bid-price discount) 

• Central control of reserves 
across all indirect 

• Removal of complex floor 
features 

• No last look for AdX - all 
indirect demand compete on 
equal footing 

• Visibility into every Unified 
Auction bid 

AdXBuyers 

• Easier to understand auction 

• Aligns with Industry / JP SSPs • 
reduced need to maintain 
different bidding set-ups 

• Equal access across indirect 
(access to 1P auction, uniform 
floors) 

• Visibility into highest other bid 
after the fact, to improve bidding 

• Cleaner auction w/o clearing 
price games (pay what you bid) 

Publishers have asked us to Listening to our customers: 
https://docs.google.com/document/d/1 S7vTZ9SiHscfHgXN47FvjRpoWkS-f_wTKTsI4SIIGpU/edit 
Other SSPs have been shifting to 1 P for the past 18+ months: 
https:// docs.g oogl e .com/presentation/d/1 ICGglQSJjwN LDv4w3RrtGM KSn9ntFWJ8_A06Nf gAJNedit?ts=Sc35140e#sl ide=id.g44b6 
1876b0_0_584 
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Messaging for Advertisers and Exchanges wi ll highlight 
Simplicity, Fairness, Predictable Outcome 

Simplicity: lnventory  directly 
available In Unified Auction 

Fairness: Same floor applies to 
all buyers 

Predictable outcome: First price 
auctions 

Advertisers 

• Instead of multiple, chained 
auction, all inventory now is 
offered in the unified auction 

• Allows for more direct buying 
vs. complicated supply path 
optimization 

• First price offers predictable 
outcome, Google buying tools 
have proven bidding 
mechanisms 

Exchanges 

• Google no longer has a last 

look advantage 
• No buyer disadvantaged  by 

high floor that only applies to 
them 

• AdX moving to industry 
standard 

Google 

Minimal comms required for GOA and DV3 advertisers 
DV3 advertisers/agencies can opt in to automated bidding or optimized fixed bidding to adapt to new dynamics 
40% campaigns by revenue already on automated bidding; 60% in fixed bidding 
Of the fixed bidding campaigns, 99% opted in to Poirot 
Huge incremental investments in further improving these bidding optimizations, which will improve performance across all 
SSPs 
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Migrating all pubs together in Jul preferred approach, to 
reduce commercialization complexity WIP 

Option A (Rip the band-aid): Migrate all pubs 
over In July 

Option B (gradual ramp-up): Jul Alpha, Sep
Beta, Q1'20 GA  

• Simpler GTM effort: One-time commercialization 
with no publisher opt out 

• Additional time to address unknown 
unknowns/ new issues. prior to full launch 

Costs/ 
Rllb 

• Risk of bidding models not ready/ bugs/ 
unknown unknowns 

• More frequent pub touchpoints & objection 
handling 

• Increased auction complexity for buyers until 
full launch 

• Alpha/Beta may not show true impact of full 
launch to help us fine-tune bidding  

Mltlgant/ 
Contingency 

HIGHLY CONFIDENTIAL 

• Delay launch to Q1 '20 
• Continue running 2P auction for Google 

demand under-the-hood 

 

o X 
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PRIVILEGED AND CONFIDENTIAL 

Changes to be announced before Feb '19 IAB ALM event, 
and implemented by Jul'19 w,P 

Product 
launches 

Eventswllh 
clients 

Extlmll 
comma. 

Google 

Unified Auction 
Pricing Rules Beta 

Unified Auction Pricing AdX 1 P experiments for 
Rules available to all pubs all AdX buyers (5\ 

 traffic) 

Ad Manager Blog Post: 
Broad messaging around 
auct ion changes and timing 

Outreach through sales teams: 
Experiment details, specifics around 
Unified Auction Pricing Rules 

Migrate 100% of AdX 
to Unified 1 P Auction; 
Remove 'last look' 

Deprecation of 
legacy Pricing Rules 
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PRIVILEGED AND CONFIDENTIAL 

Launch carries commercialization risk, but can be mitigated 
Potential risk Level Mitigant Contingency Plan

A:. Not launch-ready by 
Jul'19 

High • Close tracking of progress; stagger non-critical changes {eg. 
AdSense migration) 

• Delay launch to 01'20 

B: Drop in yield for 
some pubs, with no 
ability to opt out 

High Closely monitor transition metrics and fine-tune Google bidding, if 
• Total pub payout <-3%  
• Payout on top strategic pubs < 2% 
• Fraction of top strategic pubs with >5%  payout drop> 5%  

• Delay launch to Sep' 19  
(additional time to fine­
tune bidding) 

• Continue 2P auction on 
Google demand under the 
hood for more flexibility Revlntel to guide pubs in setting floors that don't compromise yield 

C: Negative reaction 1o 

reserve price changes 
Qoss in ability to set 
per-buyer floors 
/extension to remnant) 

High • Tight comms: highlight convenience of centrally managed 
floors {across indirect), reduced need to flne·t\Jne individual 
floors in 1P auctions {no bid-price discount) 

• Extend buyer blocks and advertiser floors to restrict specific 
buyers/ prevent channel conflict 

• Invest heavily in optimizations to improve publisher yield 

• Extend differential buyer 
floors/ opt-out for remnant 
demand, If pressured 

Features we will offer to pubs to mitigate loss of ability to set per-buyer floors (Risk C): 
We will offer advertiser-floors across AdX and EB to manage channel conflict 
We will offer buyer-blocks in Protections UI so that pubs do not need floors as a tool for managing bad ads 
"Unified" floors allow pubs to finally set floors on not just AdX, but EB and remnant to centrally manage all floors in 1 UI 
Invest heavily in optimizations to improve publisher yield 
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Launch carries commercialization risk, but can be mitigated 
Potential Risk Level Mitigant Contingency Plan 

D: DV 360 spend 
further shifts to AdX 
due to lower/uniform 
floors, impacting 
perception as cross· 
platform product 

Medium • Tight comms highlighting increased efficiency or OV3 
buying as a result or uniform floors across SSPs 

• Consider offering HOB 
capabilities to third parties al so 

C: Insufficient time fer 
AdX buyers or Google 
to adapt to 1 P bidding 

Low • Announcement ~5 months in advance or full launch; 3 
month experiment phase allows bidding fine-tuning 

• Other SSPs already run a 1 P/hybrid auction - most buyers 
at least have basic 1 P bidding systems 

• Delay launch to Sep'19 
• Extend temporary service for 

buyers that intelligently 
converts a 2P bid to 1 P 

F: Negative impact on 
Google buyside and/or 
net revenue 

Low Monitor transition metrics and fine-tune bidding ir 
• GON & DBM revenue< ·1% 
• CPO/ROI for GON adv< ·1% 
• Google net revenue<· 1 % 

• Delay launch to Sep'l 9 (time to 
fine-tune bi:lding) 

• Continue 2P auction on Google 
demand under the hood for 
additional time flexibility 
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PRIVILEGED AND CONFIDENTIAL 

1P migration will be leveraged to unwind high AdX 
floors, and give it an equal footing vs 3P SSPs 

Current state 

Ad Manager 
Decision Logic 

Unified 1 P 
Auction 

AdX 2P Auction 

AdX floors blocks 

GON 08M 

Google 

AdX 
RT8 

Open 
8idders 

Header 
Bidders 

GON 

After 1P migration and floor unification 

Ad Manager 
Decision logic 

Unified 1 P Auction 

Unified fioolS'! blocks 

I 
AdX 
RTB 

Header 
Bidders 
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Pubs list inventory on multiple SSPs, and floors tend to 
be higher on AdX 

AdX_vs_HB: 42% of HB won queries have a higher AdX 
floor than the HB LI price 

100% EliQ,b1e 0..000.' 

t<B~Xwo,, 

3'% 66% 

GO% 

,.. __ 

.... ,.,. ... , ...... ... 
•-ct .... ..... ......, 

~..,.,.. ........... NI"',_...,,..., IN I I .,_, 
--l>)W­
..... .._.o,w 

• Queries where any heeder bldc//l)g tine I/ems subm11ted en e~g,~ bid. even 
If lhe top compe1,ng lint //em Wtlh lhe ~lion W&$ no, HB 

Google 

! 

AdX vs EB: DBM's EB transactions concentrated on low 
bid values (low DFP floors, exempt from AdX/RPO floors) 

■ O<tll'""• ■ v,-,,~ie, . .... ~ """" 
DeM on AdX Bid histogram DOM on EB Bid histogram 

~OOC.000 4d01, :zoooo 

ll~JICIC) ~O\ 

i 
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0 G.O\ 11.n 

Can assume the histogram lor Header Bidding looks SJmllar to EB 
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The industry has been moving to 1P over the last year 

Most SSPs already run 1 P auction 
on segments of inventory 

• Index: Primarily 1P (began 
testing Nov 2017) 

• Pubmatic & OpenX: 
estimated 40-60% 1P 

• Rubicon: 1P "on all header 
bidding auctions" (Dec 
2017) 

• Appnexus: Mix of 1P and 2P, 
chosen by AN with "Bid 
Optimizer'' 

Many DSPs are ready to handle 
1P/ 2P mix 

• "We are seeing 25% to 30% 
on a daily basis closing on 
the first price,'' 

0 Lewis Rothkopf, GM of 
supply at MediaMath 

• "For a sophisticated bidder, 
it could providP. an 
advantage." 

0 Marc Grabowski. SVP 

atCriteo 

0111ta1 Aa Impression sure Among us suppty-slae 
Platforms (SSPI). by Auction Type. 
Dec 2017 & Man:h 2011 
~ or torvl ll'll()fessiens {Jlll)/ylec/ t,y Getmtent 

OK ?0'11 MM't-h 2011 

■ Flrst--ptlee aucllon ■ s.cond-pnc•-
■ Allr -Oftcl1><Q •- ..,ttt, anomtlift 

NoW. r~ts ltCIN<lV Ofl ll>e Gt!l!NJ.ffl pt,tlofm. lltt»tJe< n/u;c,y 
me111C$""Y""l' 
SOCffe• Gcm<cm. A/lrf J0. 2011 ,., ... ~ ...,..._., ff/1'1-

Given state of industry, we aim migrate AdX/ Ad mob/ Ad Sense to a 1 P auction 
aggressively (6 month notice), without a publisher or a buyer control/opt-out Google 

Sources: 
1. https://www.emarketer.com/content/nearly-half-of-programmatic-impressions-are-sold-through-first-price-auctions 
2. https://rubiconproject.com/insights/thought-leadership/greater-transparency-choice-in-auction-dynamics/ 
3.https://wiki .appnexus.com/displ ay/ adnexusdocu mentation/Bidde r+ T ra nsparent+Auction+FAQ#Bi dderTra nspa ren tAucti on FA 
Q-Whodeterminesiftheauctionisfirstpriceorsecondprice 
4. https:// adexchanger. com/platforms/big-changes-com ing-auctions-excha nges-rol 1-dice-fi rst-price/ 
5. https:/ /digiday .com/marketing/program ma tic-advertising-readying-first-price-auction-er a/ 
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Announcement plan 

2 Phase announcement 

1. Announce 1P auction change 
0 Feb 6 - Blog post to announce change leading up to IAB ALM and have teams prepared to 

discuss with top customers at ALM meetings 
2. Communicate unified floor change directly with publisher partners 

0 Mar ? - Maximize awareness of floor behavior changes amongst key publisher accounts 
before ramping up 1P auction testing 

Alternative - Flip the order of customer notification 

1. Discus 1P auction change with top customers at IAB ALM 

0 Feb 14 - Announce 1 P auction change on blog 

2. Communicate unified floor change to p ublisher customers 
0 Mar? - Maximize awareness of f loor behavior changes amongst key publisher accounts before ramping 

up 1P auction testing 
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1. Announce 1P auction change 
Headline: Simplifying programmatic buying with first price auctions in Google Ad Manager 

• Pre announce auction change before any testing to show transparency to buyers 
Tlmeline: 

• Jan 30 onwards - Train sales teams buy and sell 
0 Feb 5 - Key customer conversations to give them early notice 
0 Feb 5 - Brad Bender or Jason Bigler - Pre-brief journalists 

■ Feb 6 - Blog post announcing 1P auction change 
• Feb 11 -12: IAB ALM customer meetings {share detailed comms 1:1) 

Publisher Messages: 
• As part of the move to a unified Google Ad Manager platform, we are simplifying our auction 

mechanics by having all demand compete in a single f irst price auction. 
0 More insights - With this change we will provide new bid landscape data for publishers to 

make better decisions 
0 More time - Were cutting operational complexity for publishers. By removing multiple 

auction types, and last look for Authorized Buyers in Ad Manager, it will make managing 
yield simpler and faster. 
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2. Communicate unified floors to publisher 
partners 

Headline Simplifying pricing management with unified floors in Google Ad Manager 
• Pre announce unified floors before ramping up 1P test to maximize publisher awareness 

Timeline: 
• Early Mar ? - Train sales teams buy and sell 

o Mar ? - Key customer conversations to give them early notice 
o  Mar ? - Update HC content, 

Publisher Messages: 
• More time - Unified price f loor simplify inventory management with floors that apply across all 

buyers. network, DSP, Exchange. Now publishers don 't have to manually adjust pricing across 
multiple platforms, unified price floors in Ad Manager set minimum pricing across all demand 
sources. 

• Minimize concerns about no agency/DSP level floor pricing. Use Bidder level blocks instead . 
. -■  f I 
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Blog outline 
Today, publisher ad ops teams spend too much time trying to manually optimize their inventory pricing 

across multiple platforms in an effort to maximize yield. This situation is not sustainable. To help 
publishers, we believe that we must reduce the complexity in programmatic buying. 

Over the last few years we've been working to help publishers create sustainable growing businesses with 
advertising. Last year we took a major step toward simplifying our publisher ad platforms with the launch 
of Google Ad Manager, a unified solution for publishers to manager their ad revenue. Today we're 
announcing our plans to continue simplifying our systems by transitioning to first price auctions across our 
systems. 

This change will not happen overnight, that's why we're taking this step to be transparent about our plans. 
We will be following up directly with our advertiser and publisher partners with more details in the coming 

months. Th is change will radically simplify inventory pricing for publishers, provide additional price 
transparency for advertisers and publishers, and bring all programmatic and direct buyers into a single 
unified first price auction. 
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Buy-side Reactive Q & A for AdX 
Changes 

What is changing in AdX and how does it affect DV360 buyers downstream? 

1. Simplifying their auction implementation to allow for what they call "Unified Auctions". 

Previously AdX had different levels of auction that were available to different buyer types with 

different floor prices. Due to daisy chaining of demand, this resulted in some inventory being 

bought and resold inefficiently through other SSPs . In addition. Google had a last look advantage. 

which with this change is going away. 

2 Moving to first price, in reaction to industry events. Over the past 2-3 years most exchanges have 

moved to first price auction, partly driven by the emergence of header bidding) 

Google 

HIGHLY CONFIDENTIAL GOOG-DOJ-AT-02640093 



Go gle 

HIGHLY CONFIDENTIAL GOOG-DOJ-AT-02640094 
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Executive Summary Tobe 
updated 

Objective: Update on upcoming product changes and launch plan. 

• Simplified 1 P Ad Manager auction to be launched in July' 19, by unifying auction and reserve prices 
across all indirect demand {AdX, Open Bidding and Remnant) 

• Simplicity, transparency and fairness to be highlighted as key benefits for pubs and AdX buyers 

• DV 360 and Google Ads partners can leverage existing bidding optimizations to adapt to new dynamics 

• External announcement to Publishers and AdX Buyers on Feb 6 (prior to IAB ALM event) 

• Complex commercialization due to risk of revenue drop for some pubs, loss in publisher functionality 
(in setting differential reserve prices for different demand) and potential launch delays 

• Close collaboration with gTrade team to fine-tune Google bidding (to improve yield on strategic pubs). 
and tight comrns narrative to mitigate risk; Contingency plan includes delaying launch/ running an 
internal 2P auction under the hood for Google demand for additional time flexibility 

Google 
This change will also extend ro Admob In July '19 and AdSense later In H2'19 for consistency 
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Ad Manager runs complex multi-stage auction with 
differential access based on channel 

Current Ad Manager auction dynamics• 

Best ad server Ii ne item 
• direct sales delivery 

1 

Reserve price• 
from direct and 

remnant demand 

Reserve price• from direc1 
and remnant demand 

AdX auction (2P) 

t 
Pub-configurable per-buyer 

reserve price• (only for AdX) 

Unified Auction (1 P) 3 

- AdX auction closing price 

* simplified for ease of explanation, * Reserve price visible to prog. buyers before bid is submitted     

AdX has always run a 2P auction; Ad Manager introduced the third stage (unified auct ion) with the launch of Exchange Bidding 
(EB), which is a 1 P auction 
As EB has grown, feedback from partners has been that auction dynamics is very complex and difficult to understand 
DBM sometimes submits bids through all three indirect channels (remnant, AdX and EB) 
Differences in access across different channels 
AdX and EB have visibility into remnant price before bidding -· 'last look' 
AdX bids are 2P, while EB bids are 1 P 
Only AdX is subject to pub-configured ad manager reserves 
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Executive Summary To be  completed after ad slides  
are  completed  

• Ad Manager, Ad mob and AdSense will move to a 1P auction in 2H'19 

• Motivation: Migration will be leveraged to unify floor prices across AdX, Open Bidding 

and remnant demand (incl. Header Bidding) and improve inventory access on AdX 

• Risks: (1) drop in yield on some pubs (2) negative pub reaction to loss of functionality 

and yield maximization strategies 

Redacted - Privilege 
• Ask: Approval to begin external comms & outreach: Feb 6 blog post leading up to IAB 

ALM 

Google 
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PRIVILEGED AND CONFIDENTIAL 

Motivation 

Current state 

Unified 1P 
Auction* 

AdX 2P Auction 

AdX floors+blocks 

GDN DBM AdX 
RTB 

Open 
Bidders 

• Remnant  line items are  also exempt from AdX floors  and blocks currently 

Internal - Increase Google Demand's win rate on Ad 
Manager, AdMob and AFC inventory 

• Improve AdX competitiveness: Clearing price of internal AdX 
2P auction not always competitive in the unified auction. 
Google Ads would rather bid into a 1P auction when 
competing against exchange and network bidders. 

• Ensure fair access across channels: Opportunity to leverage 
migration to 1P to unify cross-channel Ad Manager floors 
(across Jedi. AdX and remnant Us) to allow AdX to compete 
at the same floors as 3rd party exchanges. 

External 

• Bolster AdX transparency narrative: Opportunity to position 
Google as transparent (no clearing price "games", bid data 
transparency) 

• Embrace industry standard: All other SSPs have moved part 
of their inventory to a 1P auction 

Google 
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What is changing 

Current State 
' 

After Migration 

Auction Dynamics AdX auction on 2P; Open Bidding (EB/NB) on 1P 
Google and 3rd Party Demand bid 2P into AdX 

All auctions on 1P 
Google and 3rd Party Demand bid 1P intoAdX 

Ad Serving 
Dynamics 

AdX auct ion considers reserve price from DFP 
when establishing 2nd price - AdX has 'last 
look' 

No "last look". All bids compete on price and not b id or 
reserve price can set the clearing price. 

-

Bidder Blocks Not availablo t oday; buyer blocks foasible by 
setting high floors 

New bidder blocks in Protections UI 

Floors (aka "Priclng Rules") 

Unified Floors Floors apply to AdX auction only Floors apply to AdX, EB/NB. and Header Bidding 1 

Buyer Floors Ad Manager pubs can set buyer-level floors Buyer floors deprecated 

Advertiser Floors Advertiser f loors apply to AdX auction only Advertiser floors apply to AdX and EB/NB1 

1. $0 CPM line items. house line  items. and SOK mediation wiU be exempted to mitigate serviceability escalations 
2. Advertiser floors influence <1% of AdX revenue: incremental effort to extend to remnant is significant Google 
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Timeline 

Unified Alpha 

Pricing re only 

1P 
Auction 

-

Proactive 

Reactive 

Dec 

lme,r,aJ ai.ct,on 
expenmems, 

no mention of 'P 
a, tn ssta~e 

Intern.al 
experiment 
(not visible) 

CEsl 

I \;:.Ian':. ......... ;,. 

ACM ' 

PRIVILEGED AND CONFIDENTIAL 

Open Beta 
F8 • Ad~ , Remnan: Line terns 

Beta 
5%- l 0% Experiments 
{externally visible) 

GOC •• 
'Feb.: _.,·•- --.. ~, r Mar l Apr May .. 

Extem11I Comms / AMou~ment 
Announument a ti'lt Cl<J>Cflmcnl & Un f1cd 
Slog Pnc111g Rules Qnciu<les AdX 

rule impact) 
Broad message 
(~m r,g, GDN rev 
sha•e. 1as• locl< 
removal) 

Experiment ramp 
UO deta"Sif 
ovbslbu)'e(s osk 

1P Auction 

AdX Rules Deprecation 

Full Launch 

Jun Jul Aug Sept 

How would partner with pubs to help with flooring strategies 

Timeline (tentative) : 
https://docs.google.com/spreadsheets/d/1 STWHgEIQyfd3BokTm2FyRSjiCvwvePrSA4mEexnMTyQ/edit#gid=0 
Transi tion to 
Unified Floors 
On 2nd price traffic, both Unified and Adx floors apply (highest is chosen) 
On 1st price traffic, only unified flors apply 
Recommendation is to create unified floor. Set them thinking about 1 P auction already ➔ lower than Adx floor (cause no YM use 
case anymore)). 
If they don't, Adx rules will be ignored on 5% of their t raffic 
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PRIVILEGED AND CONFIDENTIAL 

Messaging 
Publishers 3rd Party Buyers OV360 Customers 

Tranparenc 
y 

AII buyers opted In to bid 
sharing 

End confusion over f loor mechanics 
- All buyers receive "min bid to win" 

- End confusion over floor 
mechanics on AdX 

Slmpllclty - Same auction mechanics for 
AdX & EBs 
- Remove unnecessary 
complexity like buyer f loors: 
managing yfeld simpler & 
faster 

- Same auction mechanics for AdX & 
EBs 
- What you bid Is what you pay 

Industry 
Standard 

- All other SSPs on 1P - All other SSPs on 1P - DV360 already buys on 1P SSPs 
t oday 

Floors Floors not needed to, yield In 
a 1P world 
- Easily apply same floor to all 
demand sources 

- Same floors for AdX / EB/ NB 

Tlmellne 6 months notice  - 6 months notice; 3 months 
experiment period to fine-tune 

- 6 months notice; 3 months 
experiment period to fine-tune 

Spend Shift 

HIGHLY CONFIDENTIAL 

·  

N/A N/A To do: how to communicate i f 
spend shifts from 2PE to AdX 
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Buyer Messaging 

• Fair access for all - everyone will now compete in a 1st price auct ion 
• Fair floors for all · when a publisher sets a pricing floor, the floor w ill apply uniformly to the Google auction, Open Bidders 

(including EBs), and header bidders. 
• Industry standard -most other auctions are partially or completely 7 P;  Google is following the industry direction. 

Google Ads 

• Does Google Ads need message 
this change to its advertisers? 
Back end change, probably no 
different than any other auction 
changes/ opt imization 

HIGHLY CONFIDENTIAL 

DV360 

• Already bidding on 1 P auction on 

most other SSPs 

• Messaging would be similar as 
one used when other SSPs made 

the move 

Authorized Buyers 

Better transparency 
• What you bid is what you pay, 

elim1nat1ng confusion over floor 
price mechanics. 

• All bidders will have access to the 
"min bid to win" to tune bidding 
algorithms 
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Publisher Messaging 
As part of the move to a unified Google Ad Manager platform, we are simplifying our auction 
mechanics by having all demand compete in a single first price auction. 
. More insights (transparency) - With this change we will provide new bid landscape data for 

publishers to make better decisions 
. More time (simplicity) - Were cutting operational complexity for publishers. By removing 

multiple auction types, and last look for Authorized Buyers in Ad Manager. it will make managing 
yield simpler and faster. 

Ad Manager AdMob AdSense 
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PRIVILEGED AND CONFIDENTIAL 

Risks and Mitigations 

Risk Likelihood Mitigations (Technical & Comms/PR) 

A: Drop In yield: Some pubs may experience yield 
impact f rom migrat ion, with no abilit y t o opt out 

High Coordinat ing closely with gTrade t eam to ensure yield on strategic 
pubs is maintained 

B: Potential negative react ion from pubs due to 
changes to floors (loss in floor functionality/ 
extension to header bidding) 

High Prepare narrat ive re: dif ficult y in yield optimization (using floors) in 
1P auctions: int roduce bidder blocks instead for t he o ther use 
cases: Highlight convenience of managing floors uniformly in a 
singleUI 

C: Pubs could use loopholes to eliminate Impact 
of Unified Floors 

Medium XX - house ads, $0 remnant line items. guaranteed line items 

D: Buyers may complain about needing to adapt 
to 1P bidding 

Low Allow buyers to experiment wit h 1P b idding before migrat ion: Lean 
on fact t hat o ther SSPs already run a 1P auction. Could provide a 
service to help buyers set their 1st price. 

E: Delays In eng. work, affecting July deadline High Close tracking of progress: stagger some non-critical changes (like 
AdSense migration to 1P to H2 

Google 
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PRIVILEGED AND CONFIDENTIAL 

DV3 & GOA will adapt existing bidding optimizations to 
new dynamics 

• Most other SSPs have already migrated to a 1 P/hybrid auctions (industry standard) - prior bidding optimization 

features have helped partners adapt to these market trends 

• DV 360 partners can opt into Automated Bidding available to ensure inventory won at best possible price 

irrespective of the auction dynamics 

• DV 360 Fixed Bidding campaigns can also leverage optimizations that apply appropriate discount factors to 

intelligently modify bids to adapt to the new auction dynamics 

• How do we handle 

o DV360 partners not opted Into Poirot? 

a Risk of more DV3 spend shifting to AdX 

o Messaging for DV360 3P SSP partners? 

o Google ads partners? 
Google 

Minimal comms required for Google ads advertisers 
DV3 advertisers/agencies can opt in to automated bidding or optimzed fixed bidding to adapt to new dynamics 
40% campaigns by revenue already on automated bidding; 60% in fixed bidding 
Of the fixed bidding campaigns, 99% opted in to Poirot 
Huge incremental investments in further improving these bidding optimizations, which will improve performance across all 
SSPs 
Budgets have already been shift ing from 3P SSPs to AdX over 2018 -- this change could trigger a further increase, but we'll lean 
on the incremental investments in improving bidding algorithms to highlight increased budget efficiency 
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