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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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Source: Expert Report of Gabriel Weintraub, Ph.D., Figure 17 and Power Analysis Workpaper.
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Data Sources Relied Upon

Google’s Experimental Results

Monthly Data on Impressions and Ad Spend

Google’s Auction-Level Data

Google

Third-Party Exchanges
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September 3, 2019 Google Presentation 
"Changes to Ad Manager" AdMob Auction

Google’s Experimental Results
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20Source: Expert Report of Gabiel Weintraub, Ph.D., First Look Analysis Workpaper.
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Source: Expert Rebuttal Report of Gabriel Weintraub, Ph.D., Figure 3 and Impact of Poirot Workpaper.

e Exchanges

Poirot: Ad Spend by DV360

Poirot V1 Poirot V2

Non-Googl



31

S H A
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