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Source: Expert Report of Gabriel Weintraub, Ph.D., Figure 3. 

Indirect Network Effects Create Growth
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Transaction Volume: Impressions by Ad Exchange
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Google’s Experimental Results
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September 3, 2019, 
Google Presentation,

“Changes to Ad manager, AdMob Auction”

Google’s Experimental Results
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SHARE OF IMPRESSIONS WON

Expert Report of Gabriel Weintraub, Ph.D., First Look Analysis Workpaper.
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Effects: First Look
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Source: Expert Rebuttal Report of Gabriel Weintraub, Ph.D., Figure 3 and Impact of Poirot Workpaper.

Poirot V1 Poirot V2

Non-Google Exchanges

Poirot: Ad Spend by DV360
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W O N B Y  GO O GL E  A DX  O R  R I V A L S

Expert Rebuttal Report of Gabriel Weintraub, Ph.D., Google Ads Restriction Workpaper.
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Effects: Google Ads Exclusivity
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