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Product Portfolio and 
Overarching Strategy 
Payam 11 o min 

~ 
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Product Portfolio for Buyside Team 

Industry 
ProdudCategory 

Ad Server 

Demand Side Platform (OSP) 

Creabve Authonng Ptatform 

our His torte 
Product Portfolfo 

DoubleClick 
Ca1npa1gn Manager 
DoubleClick 
Bid Manager 

DoubleChck 
Studio 

Data Management Platform (DMP) 0 Audience Center 
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Our Future 
Product Portfolio 

! 

Display & Video 360 

Fom.lyk,-, n 
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Overarching Buyside Strategy: Be the Decision Engine 

Android Be the leading mobile OS 

~fo,you 

How? 
Open source I Free I Broad 
ecosystem support 
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Dnve 
O&O 
traffic 

DnveO&O 
& network 

spend 

0V3· Be the leading OS for large marketers 

......... __. . 

-
---

How? } Choice I Channel consolidation I 
Source of truth I Supenor ROI 

OV3 
becomes 
decision 
engine 
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Let's take a look at how this strategy plays out in practice 

Advertiser does not use DV3 Advertiser uses DV3 

HIGHLY CONFIDENTIAL 

Total Sper,d $100 

~ I 

Gross Revenue : S35 
Net Revenue: ... s 13 

revenue doubles 

$2S 
f8 

I 

C High magHl ,__ (0&01 
C Medium margin r-~ 1Ntt~I 
a Low magin ,_. {JPE) 

T ota1 Spend S 100 

Gross Revenue: $75 
Net revenue: ~$25 
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Team Structure 
Payam, Max, Vlad 11 o min 

,.. oogle 
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Undated archival photograph, restored. 

When we bought Invite Media in 2010, we had revenues of $20M/year. Our revenue 
has since grown 300x to $6B/year. While our PM team has only grown 6-fold. 
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Product Team: 30 PMs, 6 pods across 3 sites (NYC, KIR, MTV) 

Pod leeds --;..~ ..., 

Kann -- 1. Creative & Cronut 

Oeepu 2. Buying (Video & Mobile) 

Roshan 3. Deals, Audience & Planning 

4. Actionable Insights 

Glenn 5. YouTube and Video Network 

Tobias 6. Inventory Access & Quality 
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Engineering Team: ~280 engineers across KlR and NYC 

KIR team: DBM, Audience Center. -140 eng 

HIGHLY CONFIDENTIAL 

Fang 
FE, 41 eng FE infra, deals, API 
integrations 

David 
BE. 24 eng. Serving support for features, 
inventory quality. programmatic TV 

Felix 
Reporting, 12 eng Data processing 
business logic and billing Infra IS being 
consolidated on top of common infra 

Vivek 

Ganesh 
Brand, 25 eng Custom bidding 
forecasting, expenments. hft. 

Alek 
TrueView and Plannrng, 22 eng 
TrueView, Audio Ads Planning 

Chris 
Audience Center, 13 eng DAC, 
Audience Module tn OV360 
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Engineering Team 

NYC team: DCM, Studio, DBM creaUves and 
reporting. ~140 eng 
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N1ran1an 
DCM 53 eng DCM, Cronul, Crealives 
management for DCM/DBM 

Ranajeet 
Studio, Formats, 34 eng 

Yuval 
Reporting. 24 eng Infra. DCM reporting, 
DBM reporting FE and OT 

Vlad 

Steve 
Brand, 12 eng Reporting infra (Warp) 

Franky 
Venficatlon 15 eng. 
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Ecosystem 
Tobias I 40 m,ns 

• 
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Weare 
operating in 
a complex 
and highly 
inefficient 
ecosystem. 

Google 
products in 
green. 
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Market Dynamics on Demand Side 

Google 
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Dynamic market with changing competitors every few years 

DSPs Ad ServerNerification 

I (!) theTradeDesk INNO tD 
Main amazon IV ll tg Si 1,; 

Competitors 1zmel\ 

I 
" AppNexus IJ 

Competitors 
that have 

been 
acquired 

Adobe M l r t,__t n_t._Oo_ud ____ _. 

TubeMogul 

@ Adap.TV 

~ atlas 

Network 

5)videology 

cr1teo 
facebook f\dS 

~ rocket! iel 

1. Turn - acquired by Amobee, a singtel company. Not a strong 

competitor. Mostly display. 
2. MediaMath - Still a commonly known DSP business, but not known to 

be strong. Independent. 
3. Appnexus - Runs a sell side business and a large exchange. Rumored 

to be shutting down buyside platform 
4. Adobe® Media Optimizer - Acquired tech, part of Adobe's marketing 

cloud. 
5. DataXu - Small DSP, not known for strength. Mostly display. 
6. Rocket Fuel - Had a very rocky public market run, recently was 

acquired by a large DCM competitor to pursue a 'cronut' strategy. 
7. Triggit - Out of business. 
8. Tubemogul (Adobe) - large and highly competitive video DSP. 

Acquired by Adobe recently. Strong video competitor. 
9. Adap.tv (AOL Video) - Video DSP, acquired by AOL, now part of 

'OATH' buyside stack. 
10. Videology - Independent Video DSP 
11. Criteo - Competitive performance ad network. 
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12. Adlearn Open Platform by AOL - Display focused DSP that is now 
part of the combined AOL/YAHOO business, OATH. 

13. YAM+ (Yahoo) - see above. 

14. The Trade Desk - Probably the most fast growing/ aggressive 
competitor to DBM, focuses on all formats 

15. Appendix competitive mega company bubbles Slide 107: Competitive 
Landscape 
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(1.) theTradeDesk 
• $308.2M revenue at 16.4'9 margin in 2017 (52% YoY), 403M 2018 goal 
• Platform manages total of 1.SSbn spend (51 9Ei YoY), 2 1 bn 2018 goal 

• 657 active customers 

Focus on: 

• Growing omni-channel (feporting >100% growth in audio, connected TV, mobile video, native} 
• Global expansion, especially 1n China 
• Bu1ld1ng an industry-wide identity footprint, amassing pubhshers, ad exchanges, and SSPs. 
• Increase the company's data offering which remains a large untapped opportunity 
• Building the tools to revolutionize media, planning and buying 

https://seekingalpha.com/article/4152132-trade-desk-moving-world 
http://investors.thetradedesk.com/phoenix.zhtml?c=254422&p=irol­
newsArticle&ID=2334119 
and 42% in Q4 ($102.6M), 
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amazon.com· ....., ,;:, 

·Amazon's advertising business 
could reach $5 billion in revenue 
1n 2018" 

BUSll'l[SS 
ll'IStOlR 

• Second largest OSP, overall ads revenue expected to grow 4-Sx to S7bn in 2020 [ I 
• Quality fntent data. "FB knm~ who you re, GOOG know■ wtin1 yous arch. AMZN knows wh31 you btif 
• He:ider b1ddmo ha!l m:1dc ,1 easier tor lhem 10 tnp mto lat e amounts of publisher lllVl:?l'ltory 

Focus on: 

- --------
0 ••eow:.f••ora.oau:o• .,..,..,...,,,, ,,,, 
. ·u..ne 
• "Cuinbteu 

• _,. k ..., C1 If•-

~ .......... 
.,...,.. _.,. fM1JI rt 
,C:.,.Cli ,_ - , .... ,, 

~Aillfolt'G ..... ,_ 
c..,, ... ., 

(ASJN • Amazan SWtdrd /dint 'ca:oi \e..-j 
..-1 )' p,od.,cJ ON d.t,r,td by ,-IIZJ,; 

--

The narrative that will resonate with marketers is that FB knows who you are, Google 
knows what you search for and Amazon knows what you buy. Amazon's pitch is 
focused on the quality of their rich shopping intent data which is reflected on their mid 
to lower funnel targeting products created using this data. Some examples are 
lifestyle segments like "recently moved", "bought a house" or in-market segments like 
"I want to buy a playmat for my 6 month old'' or "car parts" (data collected from 
Amazon Garage) or retargeting which uniquely positions them to bring users back to 
purchase on their site allowing them to close the shopping loop. 
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Market Dynamics on Supply Side 
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• •n Bri~htRoll 

a '"'"ov, o,cirAL "1@~ai•I4" ... I' Yu Me •· "7 "') telono adf rm -
CD smortdip ... xrost ADLIB ,a. AdMox sm t 

appne,cus 

.. 

C!)Geniee · - ·- o, .. u .. , rvN 

y,.ory <D-- 100+ Exchanaes r ? l 
~ ~~ ~ o~ 

0 SMARTSTREAMJV @;,,::: "I' iopub t). "flR.OPAlm<OIS ~ 111,ytM, gamut rut:>1con 

.! REPU8UR Centro fBILLSOARD Ht. AF.RSrP.V ddtngo 

NEX AGE .Ad~ f: swit ch FA L K MARKET~ce ~~ spot>~ nn 

unity Olottonnlc, [a•mo•bee) GMO + KARGO netsprnt a scale © VOOPIA 

POWERLINKS INDEX cou 
LL • 
COM 

50+ Exchanges with direct agreement 

dailymollon YieldlOb 

50+ Sub-exchanges via Bidswitch and other aggregators 
Many of these are struggling, no real unique position in the market, actually 
buying/selling amongst each other - for example Rubicon. 
$155.5M revenue at 18.5% margin in 2017 (-44.1% YoY, margin dropped from 25%) 
Focus on: 
Eliminated 100 positions in 2017, $20M reduction of capital expenditures, expects to 
EBITA positive in Q4, 2018 
Eliminated buyer fees (DBM was impacted by this) 
Revamped auction to be first price as default 
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Exchanges and SSPs: margin compression as header bidding 
makes yield management ineffective, buyers are smarter 

o • rub1con slashed take rate In half ovei-2017 
• • • • 

• AppNexus reduced their take rate even further (8.~) 

□~':I 8
1NDEXEXCHAHOE -so~ of their inventory comes from exchange bidding 
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- MEDIASET 
I JAL I A 

cox. 
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Cookieless isn't only Mobile and logged in ... 

"Platform lo be developed 1n collabornlion with 
NBCUn,versal. Disney. Altice USA Channel 4 
Cox C01nmur,Icalions. Mediaset ltaba and TF1 
Group The partnership is aimed at better ad 
planning. targeting. execution and 
measurement across screens 
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Linear TV & Digital Video will coexist for next 5-10+ years 

100 

50 

TOd¥f UW-TV,-,._ 

W!1fl JO\ of ..-.!di rm. on w• TV; 
l1d!iOnll TVbtoedcu·n &~ 

,o,\/1,o,,s ,_ lnCU!lbMIJ 

SIi'\"' 111 lV, ldO dlO IJII ¥11 NOi• a• 
Oliltorm S..- tow1r0t 110! Cflts 

fl ~ O FOX 
111cbcn 

~- (12+ Yfl) Oigbl ~ 

A.I ......,mp 11idb, lrlldotaotlll l'ICI d,gtrll 70\ ol "•wcn!lop - en OTT & 
~ lffl IO be h CIOH•tctltlft lldct1ulbl1 

solu!;o,, ~ linew •OTT 

--Hypothetical scenario 

0- 0.. the f O(I 

~ o ,- Ci t! 
U I RENTRAK • &6110l.'\ 

OomlNM pil)'tltl'l"111nn 11' ,-,0 
c,lla9l(l!lducl,ng-uad IMIW) 

Slow transition -- linear will still be important for next 5-10 years (and longer in 
many markets) -► importance of cross screen planning and buying 
To plan for the future, need to better support OTT -- and especially connected 
TV. When we talk about app strategy, we usually are just thinking of mobile 
app. But apps on cTV gaining traction, and even more complex than solving 
for mobile (more device types; HH level instead of individual) 
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DBM estimated to be largest DSP accounting for 1
~ of 3P Exchange spend 

IC ■ 3Pnu,.r. 

• Dfl.M . ~ AdW011h 06U 3P 9uy.,.. 

AdE•dlllng• SJ2A $116,4 $1 40,I 

AdS•RM S27"8 $276 $204 

AdUob SJ 120 $112 $.216 

lPExcha"9" SSOI 51 808 $3 616 
2..$ 

YouTube S720,t S1 2-£& $0 

Play $1 20,t so $0 
0 

// 
Gmall SJ68 so so 

Open Ecosystem Owned and Operated 

Estmaies bMed on ◄ x 01 nwenue, 3P bu)ers on 3P exchanges estmated as 2 x 0BtJ revenue 
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Risks 

Go e Inventory quality* 

p Inventory access,. '".~ ,att wlll~""' gan:icm gmo,ng rnoruu-,g 

•, Erosion of Identity on the open web-.. 
1 l!P ,.,:chM(irs 

mov'IMI f ~ lfll>cl~lngcl<H:~I 
K.Y.,U.t 

Amazon threat (already covered) 
A.rruuan JMt1tig P,CS~l! on""'"'"' 

Brand safety spillover• 
Bt. ) 1HUCS ln¥lst:tgrea!C$ 

Inventory access 

• win i,. covered In more detalls 

Exchanges becoming less relevant / Walled gardens growing / 
Increasing share of app attention controlled by FB / premium video 
inventory accessible through subscriptions only 

Erosion of identity on the open web 
ITP / EU restrictions / long-term role of 3P exchanges / Goog vs FB 
identity / "open" identity platforms / partners moving to fingerprinting or 
going under / Impending de-cert / push for ADH on Google side / 
Failure of FB negotiations 

Sustainable profitability 
Protecting rate card / shifting spend to more profitable media / shifting 
reservations to programmatic / strategic role of buyside 

Amazon threat 
Amazon putting pressure on Retail/ CPG business / entering DSP space 
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/ getting first-look access to inventory through HB 

Brand safety spillover 
Masa / FB brand safety issues / impact greatest on video 
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'Biggest Ad Praud e, ... r·: llacl.c" l\l,1ke 5-\I A Oa) By fakin,: 
300~1 \1dco \ 'ie\• 

~ 11.d.tn \tok \ ll1Uo1t, fto■ \ 1ckG .\d.'m..1,,cn, \d I rud l 'ou,~ Domain Spoofing Be Gone: Ada.Txt 
Will FIiter Out Imposter Situ ~~ 

W!-ite Ops 1qiarts 1Jiue$1_1d fml botnct 
follld yet 'MetloJt' larlEtq fi&h-CPM video 
mentr,y 
.. -••---•-D•• ••-1111 --·· ·---·-
8 8 

UBER SUES DENTSU'S mCH 
MEDIA FOR FRAUD Big brands fund terror through 

online adverts 
Adobe says it will help advertisers and • 
publishers find out if they are getting 
ripped off by ad tech companies 

8 8 8 
Methbot Brand Safety Ch fbot Ads.txt SupplyPa1h 

Optlmtzatfon 
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Two major botnet attacks in 2017 led to major cleanup (fr~ 
effort across Google and Industry 
Chefbot 

• large, sophisticated botnet anack 
• botnet was discovered by White Ops (third party) 
• Nissan impacted w/ $5. 7M spend in Q2 alone. 

Blackout experiments 
• Showed that large amount or inventory continues to 

transact even when publisher ad server is shut off 

-

I 

Google 

HIGHLY CONFIDENTIAL 

What we did 

• We proactively refunded ~S32M nel 
revenue impacted in 2017 (Q2 + Q3) 

• Negotiated with all exchanges to have 30 
day refund terms; hm1ted default buy,ng to 
exchanges w/ refund terms 

• Initiated majorintemal effort to align spam 
creditlng/debning system (ongoing) 

• what protections 
we offer 

• Launched ads lXt and pushed as industry 
standard (>80% of DBM revenue covered) 

2018 

• Negotiating licensing deal w/ White Ops 
• Investing in Supply chain optimrzation 
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Header Bidding democratizes access to inventory­
while walled gardens are inaccessible to Google 

·Amazon pitches pubf,shers a 
new header bidding wrapper • 

DIGIDAY 

Face book Is Finally Offenng 
Header Bidding to Publtsherson a 

Broader Scale I! l l}','J ~ ~ :, 

•App Nexus and Index Exchange 
Are The Header Bidding Leaders'" 
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Time Spent In AP;>:. 

I Walled Gardens 

· --
I - --· - - - --- ... -- -_,__,. ... - ---- --48~ or US trad\ed GAIA do not open a browser on their mobile 

device In o given day. 20~ don'l open a bfowser <>'fer 3 weeks. 
Apps even more Important 10 captwe NBU opportunity. 
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Google Accessible Display Inventory in Context 
3P Exchanges • Ad¥. 

' 

Admob 
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OFP 
Gmall ResefValions-

Youtl~ 

OHCl 
Sold 

w.au c... 
C.CUfl■R 
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alaca&OI 
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External factors, such as Safari ITP, EU restrictions contribute to 
erosion of identity on the open web w/ many players having to 
decide to comply, do full-on fingerprinting or go under 

Pr,... I 

\f}"•ti. ... f/lding !] n,, lQ PC.,.,,, C:Ml-:1 •• uer►,., 

r r:a ~ • ~"°'to"""',,,. 1 
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• Apple announced and launched 
within 3 months 

• 10%queries impacted 
• (27% 1 day loss) 

V 

* * * 
* * 
* * 
* * 

* * * 

GOPR 
E\J 0.- :.a f' .... ' "-9~101' 
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DBM Auction: Declining prices across the portfolio, not @ 
driven by any particular buyer segment 

Auction pr1ces are declining both for Big 6 
and other buyers 

' ,,_,, 
Ill 

IU 
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..... r--­
u 
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All Holding companies pay now between 
8%-9% 
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Starting Q1 2017, Advertiser 

•Guardian pulls ads from Google 
after they were placed next to 
extremist matenaf" 

•raxpayersarefundlngextremism· 

,, _, .......... ___ ......, 
""""'·--­.......... b 1t: .. --

---
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--.,_,. .. ,..., ...... ..c11 .. -0,...,,..,tf 
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Tl ll .~1,, 11\11.~ 

------­lflMf'IW ....... ,, ..... ..., 
.......... 101••·---

Ptka ...... tllllWI -------·-••.u.tnin••-IL 

•Advertisers need to go back to 
basics to protect their brands from 
serious damage( . J • 
~ ITtlt 7()17 
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Revenue 
Roshan I 20 mins 

• 
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Go gle 
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Share of 2017 Revenue Growth coming from DBM + DCM 
DOM 

DOM 

DOM 

DOM 

DOM DOM 

~ ................ ~ ..... ~ ..... wo...,.o.oN ...... C"'-........ - ...... ...__.,.. ....... _... ..... 
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DOM Revenue Overview 

Produd 2017Plan 2017EoY% 2017 Actual 
Achievement 

DBM Media S4,765M 102% 

DBM Fees S563M 100% S563f~ % med1acost fee 
model -

DBM Total S5.328M 101% 

DCM Fees $168M 111% S187M 
--, 

CPM fee model 
ORM Fees S70M 121 % S84M 

_J 

DOM Total r, 

4 

GQ()ji~f ........ 
C II IOCl♦ I IAL 

yes, strength was in video and tracking, even despite the served-to-downloaded launch, which 
was expected to have something like almost a -10% impact (growth more than made up for it) 
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DBM 2017; Deals were 28o/o of media cost and fees 

DBM Mediaalsl 2017 ·- D8M fe,,s 2017 

..... 
I • 

M m:,, 

.... __ 

--..,....,_= "'.---------------~------------
Prelenecl Prtw.e P~ 08M Tag 

Open Aualolt Alw.,.!_IOIIC!!!..,__,!0.!!!!!eh!!_ _ __J,A~uc~ttlOn~ - ___!A!!• !!• ~"'!!ed!2-on!LJAa!!;•!!·!!"'Y!!-.!!Oft!!..~ 
10 4~ 10 14% 3£5"Ji, t~ 

10 1~ 919% 4 001' l ST,._ 
3 ~ ,r, JIA J 50% tlA 
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DBM 01 Performance v. Annual Pan meaia only) 

DBM on 3PE YoY ,. Grow-.h DBM on YouTube YoY % Growth 

ri. 012111 0: Q) 

II 2017 Plan $1 .858 
2017 Actual· $1 95B (1 05%) 

.. 2017 Plan· $1 .84B 
2017 Ac tual. $1 738(94%) 

II 2017 Plan:S1 .08B 
2017 Actual: S1 .168 (108%) 

GQ()ji~f ........ 
C II IOCl♦ I IAL 

DBM on AdX: Moderate overperformance on AdX through most of 2017; slight 
deterioration in Q4 due to negative impact from Safari ITP and Ads.txt, although still 
trending above annual plan 
DBM on 3PE: Strong SoY performance trending well above plan, especially thanks to 
heavy spend from a few top advertisers, e.g. Renault. We've seen growth (and 
performance) slip from Q3 as a result of deprecating 3P relationships and additional 
downside/risk in Q4 thanks to Safari ITP and Ads.txt (more later) 
DBM on YT: Forecasting was somewhat difficult w/ limited data; did see pullback from 
Ford and CPG clients. 
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Vi eo v. D1sp ay Trends 

DBM on AdE,:dlange 

-- 7SOffl 
• •Vldoo -~, 

400m 

DBMon3PE 

• • \"ldeo t 
■ Ok$», t 

t 

I 
2016 I 

I 

,------

I I 
I I 
I I 

■ • Video I I 

• OIJpl.tt : : 
I I 

o • ■■ l ■■ II 
"'O ,,; 2017 

t t -·- .. ;. -2011: ' - - - - - ~r• 

AdExchange is very display­
heavy Y/Y growth coming 
almost enbrely from display 

IEI H2'16-H1'17sawmajor 
expansion of 3P video 
business, H2'17 Video 
headwinds, steady display 

DBM on YouTlbe 

• • Video -~, 

--· ■■ 111 :!016 2017 

---··••■ 2016 201· 

YouTube is major DBM video 
growth dnver, especially 
pronounced m H2'17 

GQ()ji~f ........ 
C II IOCl♦ I IAL 

AdExchange is very display-heavy and YoY growth is coming almost entirely from 
display; 3P saw video expand in 2016-2017, but inventory quality/fraud concerns 
(spam and Ads.txt), YouTube is video-only. 
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2018 Revenue 

.......... 
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DOM Revenue Overview 

Produd 2017Plan 2017EoY % 2011ouaook F 
Achievement 

DBM Media S4,765M 102% 

DBM Fees S563M 100% S563f~ S726M 

DBM Total 102% S5395M 

DCM Fees $169M 111% S187M S190M 

ORM Fees S70M 121% S84M S87M 

DOM Total r, .. 
4 

GQ()ji~f ........ 
C II IOCl♦ I IAL 
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DBM Revenue by Inventory 

3/4111 cl the growth $101 2018 are d;;P{:ndenl on 
nd Google Oiapl1v 

130% -S693U YIY 

$0.58 78% St5'4MYrf 

$0.28 .. 
61% ~ MY/Y 

$1 28 

$058 .. 
$1 .18 19% ~S21&1 YfY 

2016 

HIGHLY CONFIDENTIAL 

67%, -S820M Y/V 

$1 28 53% ~$187MY/Y 

$0 48 
• 

46% ~S895M YN 

$078 18% S117MYY 

51 .38 8% -St03MYfY • 

2017 

$218 

$0.58 

$0 8B 

$1 .4B 
' 

2018 
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D8fv1 meoia only, inclua,ng 
$6 9B revenue ,n £u18 +39 V , !:I' vMh 

Revenue and YN Growth % 

II 

II 

• 
II 

• 
Rtl ..... y lhatp g,owih _..,,. 2016 lo 2017 u procllcl 
ll'lllllllet lt1peoally DBM °" YT) llffl,c.,p.111• 20 ppt ~ 
drop "'201110 39% YN 

Oupte rrv,p,.y of g,owlh OIi ~ 08M (Cllb~H 10 lit 
IIM moJt ck•k109'M~ tlllll~ 

Alhoog!\ -pity of ~ CIII "d41o -al •J1Cluding 
YouTube 'IOd4tCI gn,wt/1 clftllbulJOn lalla to~ ot IQ(IIOBM 
p.tli 
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Ill 

.. 

Revenue Sphts (2018) 

I 
mn,,, 

- N C 

Growth Contribution (2018) 
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Americas still dominates, but faster growth in ROW 

- 0 • 

e v------ e 

~ 

2011 .. cm 
l 
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DCM: Video is growing by 39o/o y/y in 2018 

Average Revenue Srn / quarter . . . - . __ ,,,,_ 
SS9 $61 S69 Tc •4 

• 

HIGHLY CONFIDENTIAL 

4yr CAGR 

Ycli.m4l 
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Demos 
Roshan, Karin 140 mins 

Google 
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• • 

• There are 12,000 active DCM networks/accounts, and 5,000 
DBM accounts 

• In DCM, there are 930K active advertisers across all 
accounts. 

• There are 40K DCM advertisers linked to DBM (exclusive 
DBM autocreated, which means customer-initiated, real 
advertisers). 

• Not to complicate things, but if asked, the reality is that every 
DBM link doubles the number of DCM advertisers b/c of 
DCM0 (so the real number of participating advertisers is more 
like 80K) 

• In DBM, 65o/o ish of advertisers are linked to DCM. 
• Of all linked DCM advertisers, 86°/o of them are only linked to 

a single advertiser in DBM ( a direct, 1: 1 link to connect 
programmatic and reservations attribution/creative). 

• Of all linked DCM advertisers, 98°/o of them have fewer than 
5 linked advertisers in DBM, which means it is relatively 
uncommon for a DCM advertiser to cross-link to many DBM 
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advertisers or DBM partners 
• However, those who do cross-link tend to be our biggest 

customers like: 
• Top linked advertisers: Best Buy (439), Zalando, Amex, 

Telstra, Google, KLM, Verizon, Diagio, HBO 
• For linked advertisers, there are 9M active synched/shared 

creatives in DBM 
• In DCM, there are 68M active placements/creative tags 

generally. 
• Almost half of DCM MuM is programmatic, 
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:oogle 

• There are 12,000 active DCM networks/accounts, and 5,000 
DBM accounts 

• In DCM, there are 930K active advertisers across all 
accounts. 

• There are 40K DCM advertisers linked to DBM (exclusive 
DBM autocreated, which means customer-initiated, real 
advertisers). 

• Not to complicate things, but if asked, the reality is that every 
DBM link doubles the number of DCM advertisers b/c of 
DCM0 (so the real number of participating advertisers is more 
like 80K) 

• In DBM, 65o/o ish of advertisers are linked to DCM. 
• Of all linked DCM advertisers, 86°/o of them are only linked to 

a single advertiser in DBM ( a direct, 1: 1 link to connect 
programmatic and reservations attribution/creative). 

• Of all linked DCM advertisers, 98°/o of them have fewer than 
5 linked advertisers in DBM, which means it is relatively 
uncommon for a DCM advertiser to cross-link to many DBM 
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advertisers or DBM partners 
• However, those who do cross-link tend to be our biggest 

customers like: 
• Top linked advertisers: Best Buy (439), Zalando, Amex, 

Telstra, Google, KLM, Verizon, Diagio, HBO 
• For linked advertisers, there are 9M active synched/shared 

creatives in DBM 
• In DCM, there are 68M active placements/creative tags 

generally. 
• Almost half of DCM MuM is programmatic, 
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Buysid.e Product Strategy 
2018 Intro 
Luke 11 O mins 
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2018 Buyside Strategy: The Pyramid 

/\ 
Identity 

Code Yellow Projects 
20% of eng resources 

Big Bets 
60% of eng resources 

Other Bets 
20°/4 of eng resources 

HIGHLY CONFIDENTIAL 

!,_ Apps 

App\lldeo 
Rewarded 
App-,mUII 

Latency 
- -------- lnventoryquallcytaccess 

Business SeN\ceabitty 
Imperatives Brend Safety 

DVJlaunch 
_ _ ___ _,__ _____ Prominent modi.lies 

Display & 
Vldeo360 

.-

Google 
Intelligence 

Auto-Blddlng 
Arb buying 
Alerts/Recs 

Pivot to 
Video 

Prepare f~ mlgralions 

YouTube 
X-Ch«inel 

_ __._,. ___ Uvfng Room 

Emerging 
andO&O 

GmaillMaps 
Audio 
000H 

Enterprise 

Custom.Algo 
API/SC:r1pty 
AOH 

Dlscove1y. Packaging 
& Forecasting 
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Creative 

Display & 
Video 360 

Karin & Luke 
35min 

°""lay & 
Vldilo360 

https://docs.google.com/presentation/d/1 Y8pRpXe7iggl91tdZfizDkX8ovgKRQ5gNjftnr2C83o/e 
dit#slide=id.g259e59bee2_0_349 

Inventory 
https://docs.google.com/presentation/d/1 nkf9hGGsOdvzjFsJyiVmxEh8Jn2L YnUSNF0DeruWIE 
4/edit#slide=id.g29c52578b1_0_59 

Audience 
https://docs.google.com/presentation/d/1 yaxUNxb1fB8Y5ejKUciC7 A_OWvEw3T J_JgiAzm3C1 
Hs/edit#slide=id.p 

Measurement 
https://docs.google.com/presentation/d/1 bpW60UIEkwUMp­
ZxthbxRlfYxNLL T11 SE4iQ27ygTuc/edit#slide=id.p 
Show less 
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Id Date Text 

2 03127'2018 17 56 16 I guess we could make that po1111 ,n vocceover on slide 60 ~ gwen the pnor session I think 
Suresh wil be 1111erested m the rese,vauoos >> prograrrrnattc ma,gin oppomnty 

1 01'28/2018 14 22 13 I can 't't)jCe OYef tlis bu the margin thing 1s aaually tncky because he ver, keenly OOIJced the 
gross vs net thing, so ,rs not pu:ely a margin star,, 

1 03128/2018 14 26 08 +kannb@Oo()gle com WOl'klng lhroogh lheSe slides today (sooy for the delay) I thi11< we need 
to mcklde a slide on the pout of CrOOLl from ou- strategy perspect,ve (1 e long tenn goal of 
shlbng reseivaboo >> deals >> programnatJc) I thi11< that's an 1mpor1arc pocrc to make wilh 
Suresh upf rort 

1 _ReaSSlgoed to Kann Hemessy_ 

3 03128/201814 26 08 Wei yes not margin e,.age bld ,t definitely leads to more margin SS for Google 

BIA yeah, yotx ca• . 

Google ........... 
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We are launching a unified enterprise display & video advertising platform 

Our Product Portfolio 
Today 

' DoubleClick 
Campaign rv1anager 

DoubleClick 
Bid Manager 

DoubleClick 
Studio 

(!) Audience Center 

HIGHLY CONFIDENTIAL 

- - -
---

Display & Video 360 

Aimed to be the lead ng OS for large odverusers 
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Display & Video 360 benefits 

Optimize brand objectives 
no mak d ta d• n 

deosion for media and 
creative toget~ 

HIGHLY CONFIDENTIAL 

. . 
More efficiency of da Ly tasks 

better undCH"st.lndlng of spend 
and Insights across buying types 

and creaUves 

operauonal efficiencies 

GOOG-AT-MDL-003977360 
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Google 

Marketing 
Live 2018 
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Display & Video 360 @ Google Marketing Live 2018 
July 2018 

DCM. Studio & AJ; rrw,a:a1 -" T 
l -~~~~===·'-============= l 

Google Marketing Platforr11 

Display & Video 360 

Campaign (DBM, DCM) 

===~ 
Creative (DCM, Studio) 

===~ 
lnventOl'Y (DBM. DCM) 

Search 
Ads360 

I 

Analyt,cs 360 

Optimize 360 

Tag Manage, 360 

AUdlence (AC) ====:] l 
-
__ __,I Sutveys 360 Measurement & AU.rlbiJUon (DOM, GA) _ . 

~ 

Measurement 
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DBM Today 
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(') ~ PlfUlef neme ) M.-c,tlser name > ~ name 0. Q t) : : : ! \ 
' 

ft ~ M~ Dig \•I Co Q. I • •• •• 

i 0 
G l age M4rl«ltng Pl.stfcxm ... _ 

- · ~ Oilpoy~\-lltO 

• - ~ s--~:a.o 
D 

J 
.......... - ~ 

> .. ,,,.,,.. 
- 0 , .. , .... , 
- • - -~ 

Future state 
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Google Display & Video 360 

0 
Creat,v 
e 

0 
Inventory 

What is the module framework? 
Key workflows 
Point solutions in the market 

HIGHLY CONFIDENTIAL 

0 0 
Campaign Measurement 

e 
Audience 
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Campat s 

.. 
• • tH:2017 

Tredwell Shoes 

• • 
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Creative Workspace 

• Personalization - your most recen1 
campaigns and creatives front and 
center. 

• Campaign Home - Goals and 
objectives, creauve brief, insights, 
and the launchpad for creative 
tasks. 

• Collaboration - integrated activity 
feed keeps media and creative 
agencies looped in. 

• Visual UI - lists are bonng, seeing 
your creatives is delightful 

HIGHLY CONFIDENTIAL 

-.,,_ 
--.. --o -- -- --

--- --- ---
--

Confldc,r.~ ary 
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Format Gallery 
I>'-·~ 

·--• High Impact Formats - Discover -
new innovative formats. --• Test Drive - See how your assets --
look in different formats. A-

,_ _ 

• Integrated - Format • 
recommendations based on your -campaign goals and past ~-
performance. o-

HIGHLY CONFIDENTIAL 

Ill ,_ 

-.. - -

A;O-
.,.__.., _ _..... .. _. - ------

-CUTS 
THAT • 
ROCK 

-

~---V'dlo 
_____ .... ..._. -- - .. -- -

• .. 
~ 
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Asset Library 

• Organized - sm81t asset tagging 
makes finding and reusing assets a 
cinch. 

• Collect Ions - build moodboards, 
collect inspirations. and 
collaborate on creative ideas. 

• Powerful - ,mage and video 
transcoding, live hot swapping, 
Machine Leaming for creative 
insights. 

• Conceptmg - (flesh out) 

HIGHLY CONFIDENTIAL 

-----
·­o -
o-

Cl -
C If' 
9\1 ---

...... _, . ._ • --
·• it· 

Confldc,r.~ ary 
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DCM has been the "Operating System'' for large, traditional 
digital advertisers for 15 years 

Advertisers use 
DCM to measure 

Pixel 
non-1x1 

1x1 

Total 

1 x1 /total 

$218+ 
of display & video ads 
(& $168+ of Search ads via DS) 

5awu - ~ • IDOi - -IIW!tl I M ...... n AIIR 0811 ,.. ...... ,0~,r - 1111 OS 
- ..- '°'e! LCSSeerd\ -fS,.etO.,.y .. art h ll-"' 

Non-DBM DBM 
198,553,196,653 
316,342,870,149 
231,136,718,192 
266,256,925,422 
429,689,914,845 
582,599,795,571 
54% 23% 

Including: 

$2.38 on YouTube 
$2.1 B of ads bought by non-Google OSPs 
SB00M-1.38 on Facebook 
S860M on AOUYahoo 
$480M on Amazon 
$400M on Hulu 
$265M on NFL com 
$265M on Pandora 
$80-300M on Snapchat 
$210M on NBC sites & content 
$1 SOM on CBS sites & content 
$100·200M on Twitter 
$1 00M on Spot1fy 

Total 
117,789,673,496 

35,120,207,230 

152,909,880,726 

46% 

https://screenshot.googleplex.com/mD9wAte4hus 
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During the transition to DV3, we can't take DCM's 
successful position in measurement for granted 

Facebook Increasingly 
'closed' to measurement 
standards due to fears 
about v1ewabd1ty 

HIGHLY CONFIDENTIAL 

Increasing success 
from point players in 
brand, 1unbution, app 

"AT 
visual 

Tune 

groupnt 

■ 
Agencies looking to 
differentiate with cross 
platforrn approaches 
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For GML, we're pushing DV3 measurement end-to-end 

Data & ~vcrao• 

a 1. Coltoc:tion 

Launch Traclung 
Ads lnOV360 
(measurcmcm 
cnmp:i gns) 

HIGHLY CONFIDENTIAL 

Methodoloqy 

~ 2 Brand moasuremont 

Launch c,oss<lhaon I Unique Reach 
Launch Braf)d Lift campaign goals 

~I 3 Performance ffl4!asur mont 

foou on upcol'Olno non•last·clld( 
- - bidding tntegrauon wlthAnrtt>ut on 360 

Announce n!!\-V Quality Hub / Brand 
Safety Center In OV360 

lrmghu & acuonability 

D 5 Moasuremant UX 

~ Launch Instant R4t1>0l1mo in DV360 

A 6 Cu~om musurement at aale 

launch Unified Data Transfer • AU Oat 
-◄ Hub 01cgra11ons 

7 Alrtom.tton & dem!on cuppo,t 

Launch DV360 lnt111DVenc1 sidebar wltti 
op mt1a11on ~Ions 
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• There are 12,000 active DCM networks/accounts, and 5,000 
DBM accounts 

• In DCM, there are 930K active advertisers across all 
accounts. 

• There are 40K DCM advertisers linked to DBM (exclusive 
DBM autocreated, which means customer-initiated, real 
advertisers). 

• Not to complicate things, but if asked, the reality is that every 
DBM link doubles the number of DCM advertisers b/c of 
DCM0 (so the real number of participating advertisers is more 
like 80K) 

• In DBM, 65o/o ish of advertisers are linked to DCM. 
• Of all linked DCM advertisers, 86°/o of them are only linked to 

a single advertiser in DBM ( a direct, 1: 1 link to connect 
programmatic and reservations attribution/creative). 

• Of all linked DCM advertisers, 98°/o of them have fewer than 
5 linked advertisers in DBM, which means it is relatively 
uncommon for a DCM advertiser to cross-link to many DBM 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977379 



advertisers or DBM partners 
• However, those who do cross-link tend to be our biggest 

customers like: 
• Top linked advertisers: Best Buy (439), Zalando, Amex, 

Telstra, Google, KLM, Verizon, Diagio, HBO 
• For linked advertisers, there are 9M active synched/shared 

creatives in DBM 
• In DCM, there are 68M active placements/creative tags 

generally. 
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Google .............. 
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Display & Video 360 Unification Principles 

Simplify account, product and commercial states while building for users of the 
future. 

Single Product Experience 

Offer a ,.. ng e p odu t to our cu torner 
Customer may decide to u ea ubs I of 
n1odu es 

Single Account 

Merge lull stack customers where possible to 
help reali1e value of consolidation. 

Slide 148 

HIGHLY CONFIDENTIAL 

Off et a s1n1plet, uni11ed COIIIIDCl, llut 
grandfather customer t.,os to enable rn1grnt1on 

Keep our customo,s 

Making thoughtful cost/benefit trade offs &nd uy 
to satisfy or improve customer use cases. 

GOOG-AT-MDL-003977383 



Id Date Text 

5 03128/2018 14 06 34 •kannt>@Ooogle com Suggest we keep lhls as the las! slide, ,rs probably an 1l11)00art 
dJSCIISSIOfl 10 have wtlh Suresh bt.C we won't make 11 past this slide ) 

2 0l'28/2018 14 06 34 fine With me. moYed ,11 

Google ........... 
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Video 
Deepti & Glenn 
90 min minutes 

~ oogle 

HIGHLY CONFIDENTIAL 

Pivot to 
Video 

,, 
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Market Overview 

Google 
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TV /Video 1s a $2008+ global market; Video viewership and 
growth will be driven by OTT and Digital Video & Apps 

Traditional TV 

Unesr TV Addressab!e TV 
IPTV. DVR. VOO 

Acta $180B 
MMktt: $ 1928 (2022) 

Co 

Over·the-T op (OTT) Services 

...,.,....rJ;Jllon (VOD) 

NETFLIX a!!!!.z . n 
t <fVPO& (Live T'.. • l 

YouiD TV 

011 t "'11 umcr (Live n, vn..,, 

$68 
$208 (2022) 

Digit.al Video & Apps 

Wat;.n Scfoll. Sno;.,. , ... Play 
listen 

$2074B 
$608 (2022) 

- Market = not just digital video, but also traditional TV and emerging growth areas 
like Over the Top services. 
- Traditional TV still holds majority; OTT and digital growing fast ~ Overall pie is 
growing 
- Creates a significant opportunity for our business 
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Goal: Provide smarter ways for marketers to reach their 
audiences while they are consuming content, no matter how, 
where or when they choose to watch 

Plan ' B~ ) Measure 

D,g,,atApps, or1. rv 
l 

- As all of these options for consumers creates complexity for advertisers and . 
agencies 
- Our goal is for DOM to be the platform where advertisers can plan, buy and measure 
across all video content 
- HOW/WHERE: devices and all channels 
- W HEN: live, on demand 
This vision / goal is well-aligned with what our customers are trying to do 
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Today, video buyers are still largely planning TV and digital 
video separately, but are looking to shift 

dentsu ·-·. , •. - ., 

TV-<ontnc, channel•flrst piannlno 

I\CCIS 

.network 
I'-.- , Audienc:e •flrr.t planning 

• Max OU1 TV 1enci1 Ihm at1d on n video 
Favors TV. no: rellECli\e 011 me epent 

• Dig 101 and TV teams execute med a plans 
ceparatcly 

• Bul ng B unlvef I TV~ Vidro planning svstrol 
C81 e<I ·nle DAN TV $181:1<" lO opl n Le budgets 10 
ma~mlze audience reach on ny screen 

• Unlfv TV end dig tnl lea ms 

~-" 

I 
n1cl~ n 
• • • ••••a• 

~/ORI'\ 

Summary: Clients want to plan across TV+digital video 

- Historically, advertisers used to think about video and TV separately. 

_ run:ORA ,n 
- IICA<:ll 

ClJRVt 

- They would plan TV first and then the digital video teams would get the leftover budgets 
- But that's starting to change now 

- Advertisers are starting to think about TV and video together 
- They are looking to plan them together and build an integrated reach curve to help them 

understand where to spend their budget most effectively 

- Dentsu Aegis or DAN is one of the big 5 holding companies 
- As an example, they've built a universal planner that lets them pull data from many different 

systems and optimizes for reach across platforms 

- These agencies are also starting to unify the TV and the digital teams in order to accelerate 
this trend 
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Both traditional TV buyers and sophisticated digital-first 
marketers are looking to find audiences x-screen with DBM 

TradltJon I TV buyets aim to maxlmlzereacfl f0t 
their targr.t demogra?lllC (e.g Ad 16 18-54) 

COMMON TACTICS 
• TV 
• Noo,sJ,;Jpµable Pf!H"Oll 
• Ma$ll'lcads 

EXAMPLE KPls 
• Coul per Point (CPP) 
• T Olal unique reach (TRP GRP) and lrequency 

~0Rt.AL GEICO - J;J._ 

Sophisticated digital-first buy rs use prt.«r..e 
UHget ng to reeeh peop e most I kely to conven 

COMMON TACTICS· 
• Plc-foQ, d gltal-flfr.1 foon:its (TrueVlew, BumpcrG) 
• 161 party targeting (Incl remrulcetfng) 

EXAMPLE kPla: 
• Complt-ited views (vlev.i3ble and aud ble) 
• Conversions. CPA 

- Summary: DBM's customers come from both traditional TV mindsets, and more 
digital mindsets - and therefore have different needs 

- On the one hand we have traditional TV buyers like P&G and Chevrolet, that want to 
buy on reach for their target demographic 
- And on the other hand side we have advertisers like Netflix and Booking that use 
very precise targeting and care about conversions 
- TV buyers use formats that are very similar to TV like non-skip pre-rolls and 
mastheads, while the digital first buyers use digital strategies like 1 p targeting 
- They differ in their KPls too. The TV buyers use metrics from the TV world like cost 
per point and frequency while the digital buyers use metrics like conversions and 
completed views 
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All advertisers care about both "brand" and "performance": this 
distinction is made at the campaign or creative level 

I 
Con~deration 

I 
1lnten1 

: Purchase .. - -

lnt1oduce a prodt~ Of 
message, ke!e$> YOl6 brand 
IOI) of mlnd. and build 
consideration 

Find your highest Intent 
audiences In moments or 
decision-ma ng and 
reinlnd them to talr.e ac1ion 

- Traditional tv buyer often equated to brand, where digital buyer is performance 
- For example, even a traditional TV buyer like P&G has campaigns and creatives 
that go after both of those things 
- At the end of the day they also have products they are trying to sell 
- For example at the top of the slide is their "Like a girl" ad that went viral which was 
obviously geared towards building brand affinity, no specific call to action 
- And on the bottom is an example of the tide ad with a clear call to action 
Most of them are leading users through a funnel 
Need to solve for both brand and pert use cases to enable this 
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Competitors are aggressively going after the video + TV 
opportunity with powerful ad tech + access to unique media 

Video-focused incumbents 

,~~- verizonJ 
Adobe 

YAIUO' II T.: -
MCN o 

~Sere«! 11111d!pll,Wng T~ 4 ~ 
(l9gKy TI.Cleffl09.d p,odut:J ~ motll» & fV ..._ .. , 
POI IDCapll on 
cros•staci ~l()OnS f«III a, 1111.._ n 
eaa.s OSP nnd M.Wket1t9 prO'w-.ig ROf ecross 
Cloud (DM? A,-Qlf.ica. tie) cha, •Ith 

Ones to watch 

amazon (!> theTradeDesk 

pnme vid~ ()rrfJlj,') 

,. .. ,.met 111:0 
~IQ ,:,OUffllll'Y 
WIUcals~ lnma,k 
I P•~ data fo, 
Lll:S,..,:."1, & ~-m,ent 

g hulu 

f-abllly .. 11t1 age,odes 
~lO..,.i'IC.-.and 
ricem:. 

.AW'eutft ~ 
wllh 3rd pa!tlU f0t OTT 
t.wg,llklg I 1: 7 .. .,..,. 

- competitors going after this opportunity with cross-screen video advertising for brand and 

performance use cases, each with different strengths 

- Adobe is a full stack competitor and their main strength has been cross-screen planning 
- Verizon's DSP is Oath which is basically a combination of AOL One and Adap.tv. They are 

interesting to look at given the strength of their data and O&O assets. 

And then we have the emerging digital first competitors like Amazon and The Trade Desk 

- Amazon is full-funnel, but important to note that they have strengths in certain verticals (like 

retail), and weaknesses in others (travel, telco, fin services, etc) 
- Trade Desk has become quite popular with agencies due to their services and incentives. 

And they are going for aggressive partnerships with 3rd parties on the OTT front. 
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Revenue Overview 
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2017 in Review: $2 28 on DBM video, 86% YoY Growth 

OBM &¢Counts for 23, of total Google Video rcveoo~: video now 
accounts for 40ti of total O8M r~i:nuo 

Ob,( 'VIOlO llCOUl'ltJ bl •9'-01 ~ VIOIOII - 40\ct IOU -In OflM. 
vlOto rr.tr:W ~-?31.o11Pffld ancu:.e fu:GI o,o,.~ te:1mrct of r•,e'llt 

" •10 11201$• 

-
-

·-·-

- Last year was a huge year for DBM video 

Within DBM Video, VouTube is drmng the 
maJority of growth and now accounis for 

ovei 50\'a of total DBM ,ideo spend 

-
--- -.... 

:P · "° · --

- Now it is a massive part of not only DBM business, but also of the overall Google video 
business 

- The chart on the left shows video as part of DBM. So Video is now 40% and still the fastest 
growing part of DBM. 

- The second chart from the left is DBM as a percentage of overall video revenue. It is now 

roughly 23%. 

- Within DBM video, YT is driving majority of the growth and is now more than 50% of the video 

revenue 
- This also varies by the region 

- There are some regions which are very heavy on YT like Australia 
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2017 in Review YouTube: $1 28 driven by TrueView 

2018 OKR 10 deliver S 1.88 of YT revenue v,a 
OBM - 50% YoY Growth. with -90% rron1 

auction TrueV,ew 

2015 20'16 2017 201! (.p) 
• ■ Y1 ..... NO 

• $1210 In FY2017 (8n. uctloo, 13l.r~..erv ) 
• $431 M in Q4 '17 repireermng 7S YOY growth 
• 22.~ollotnl0BMreven nFV2017 

HIGHLY CONFIDENTIAL 

Multiple Studies Show 60·80c of every DSM TrV Sl are 
lncremen1aJ to Google 

Fargo Forecasting: 64·81c 
Forecn"t AW TrV pend for DBM adopters to cIeate 
eoumerf ctu:il comp 10 with ac1ua 

~sual Impact: 61 -75c 
Foreca .. 1 AW TrV spend using ctat1 ... t1Cal , ttonship 
lletw~en adopters vs non; compare with actuals 

Key reasons driving lncrementallty: 
• Med ta & work flow consohdat,on 
• Accessing new dollars allocated to programmati 
• Unique feature sets (freq capping across media) 

CiiEICO SEARS 
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2017 in Review non YouTube 40% of spend on Google 
Media, accelerated by ads.txt 

AdX captured 40% of non YT v1dco-spend tn 
2017 

·-··---• f ,_...TV 

~ ., ... __ , 
·-·-

• AdX sh3rcof OB.\-1 noo-YT grew 16,r, 1n 2017 to~ 
• Kcyot.csslnd~ •fi~I toq -:ty" IHI bl.mAppgfOWlh 
~ .-er ,1zc cl11"1fiC11ll0fl chongc) onct at10pllon of PC 

Open Auction makes up half of total s~nd, with 
preferred deals and private auc1ion capturing 1 / 3 

• OPNI Aue ton 

• Pnvlb A11CUOC'I 

• Pttf~ o~_.i, 

Pto -!NIIC flestf"e 

• AJwa"n On 

• Auetlon(open•ptvnte t major iyofvldeospcndat m 
• Oeal&grOWUlout?Ztengtha1ofopen uction, pe<:fa PC 

(150'4 VoY)Md Preferred Dea ~ VoY) 

On the non-YT side, here's how the revenue splits by exchange and by deal type 

- On the exchange side, AdX was almost 40% of the revenue in 2017 compared to maybe 
about 30% a year earlier. 
- This was driven in part of the ads.txt launches where we stopped buying unauthorized 
inventory 

- On the deals front, auction is still majoriy of spend at 73% 
- But deals are growing much faster, with PG at 150% and PD ar 79% yoy 
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We want customers to use DBM for all video spend, to gain 
visibility into and capture share of wallet 

~ AH Media Buyers 
Buy« adop• no DBM tor YT nnd non 

YTmedla 

Mn I deslroble scgmem· aocess ·o 
{ono win) tlfoade! med a bUdgetS 

VouTube Only Spenders 

■ YouTube ■ AdX ■ 3rd ~ny oxchanges 

3P Media Centric 

Summary: Just from a strategic perspective, we want everyone to buy all 
media with us- both YT as well as 3P 
If advertisers only buy YT, then we don't get visibility into all of their video 
spend or get a share of their spend 
Similarly, if they only buy 3P video from us, then we have limited ability to 
influence their how they spend thier budgets 
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SWOT for DBM Video 

Strengths 
• UnlQuc aoocss 10 You Tube a:l anchoc roe d g al 

video buying 
• Le.id ng buy-Gide platform (DOM) across ceareh 

and d splay with strong dlent adoption 
• Partnership with DRX offers unique opportunity for 

unfqiN? Inventory access and efficiency 

Weaknesses 
• L 0k of oenetr tlon In traditional TV SOlut ons 

{Inventory plann ng measurenlC!lt) 
• Limited x-medla ndop11on for lmpact-ba~ 

measur•ment SOiutions {bf nd / arch 111) 
• Vloeo capab lltles not yet fully fron1-end-cienter In 

platform 

G 

- We are only covering video specific ones 

HIGHLY CONFIDENTIAL 

Opportunities 
• UnlQuc Google cross-<tevlce ld~tlty & tneasurefll(!fll 
• Leverage suong adopt on with contumar produas 

(Chfomeca!l1, YouTube TV, ndrold TV) to Cl srupt TV 
mart.et, and acccleratn d g 1al / connected TV gtowth 

• Expand our dlsplay performance business to video 
• Move to addressable/ date-dl1ven TV buying creates 

opl)OC1unlty to capture lnaemental TV budgets 

Threats 
• lnab I ty 10 ocooss premium lnventocy due to wa led 

gard-:!ll relationship dvnam cs (e.g FW Amazon FB) 
• Strong competition from walled gardens. TV 

Incumbents nnd g k! video point-players 
• lnab I ty to prov" efficacy over existing TV modi!ls and 

change the currency (or othels do 11 first/ bctt~) 
• "Light-touch" tnvestment In linear TV may not be enough 

10 win market long-term 
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Product Strategy 

Google 
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2018 Video Strategy: develop solutions to address the $2008 
in video revenue converging across TV and Digital 

key goals 
! COn\lnuegrowttl of cligttrd 

Invest In YouTube 
OUJ b ggcst rca of 

growth~nd 
diff renuatlon 

Oft hofi tic 
plarvung and buying 

ncros .. o digital 
video channels 

I - Ol::covorj " Pac1cag1no 

COpwm lV ~ 

En ble mless 
transl1100 from linear 
TV to connee1~ TV 
with a living room 

package 

Help adven1 ers discover premium nvenro,y ncross d1g1tnl and TV 

' 

- Our strategy is actually really simple: (1) we want to be the best platform for buying 
digital video and (2) we want to capture the TV opportunity (3) And we want to make 
all of our products discoverable by users. 

- To be the best platform for digital video, we want to do 3 things 
- First, we want to invest in our crown jewel, YouTube, which is also our big 
differentiator compared to other platforms 
- Second, we want to give customers a reason to consolidate all their digital spend 
with us by offering cross-channel features. 
- Advertisers buy YT in DBM and pay a tech fee to consolidate their video spending in 
one platform 
- In return they expect to realize gains in efficiency and effectiveness 
- To realize these gains, our best features must work across YT and non-YT (cross-
channel) seamlessly 
- If all channels are siloed, there is no advantage over buying via multiple platforms 
- Being strong in cross-channel allows sales to upsell DBM buyers who mostly buy 
YT, getting larger share of wallet 
- We'll get to what these features are in a few slides. 

- Third we want to make app video a big part of our advertiser's portfolio since apps 
are where we're seeing the most growth in supply 
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- On the TV front, we want to set ourselves up for the future by being the platform of 
choice for buying connected TV in the long run 
- But because TV is going through this transition phase, we need to invest in both 
connected TV and programmatic linear TV and position this as a living room package 
for our customers 

- And of course, having access to all of this inventory is meaningless if advertisers 
can't find it 
- So we want to invest in discovery and packaging, so advertisers can easily find what 
they are looking for 
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We launched YouTube in DBM in 2015 to capture incremental 
budgets as the industry adopted programmatic platforms 

A<JWords 
YouTubeaUClion 

BART 
YouTube rese,ve 

API DBM I 

G.J mon:ti St.A on ;.r, GA 
t u,u 2-, .o t1 You Tube aucllon & reserve 

f 

Non You Tube video auction & 
reserve 

Benefits of YouTube via DBM today: 

• Manage ALL You Tube+ non-You Tube video media across auction and reserve in one place 

HIGHLY CONFIDENTIAL 

• Compare performance of all media using key me11ics like Brand Lift, Unique Reach and de­
duped conversions 

• Consolidated reponing and billing across all media in one system 

TV 
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DBM offers the same key formats and targeting for 
YouTube as AdWords and BART 

Forecasting I 

----· -- - . -

- -- -,= -..: -

- -· ---· - - -
TrueVicw rorecastangdurino 

campaign consuuttion 

HIGHLY CONFIDENTIAL 

'formats 

• • ·-­-

T n.,eV,ew {In-stream. Actions. 
Shopping, Olsco'lery), Bumpet'B 

Audiences· I 

Googtc's seaich-lnlormed Intent 
sign.its and cross-devke data 

TV 
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Cross Channel Video leverages our tech and data to realize 
the benefits of consolidation across YT and non-YT 

.. _...,._ . 
- --............ _,_ .. ____ ~--

--
J, .. 

E I I 65 

-- -· --·- ... - ·-
----. _. ....... .:;::._,._ .... ·--- .. _._,,,_ . ,_ --

-- -----.. -
- --·-­----
. .... . .. 

, ·- ·-- --.... -,.__ ·--- -.. --

• Cross-channel f01eca$1s 

• BUdgetpadng 
• Frequency management 
• Auto budg!!I allocation 
• Real time 1.,rget1ng 

Measure 

• Unktoe reach 1cpon,ng 
• Comparabl~ bf and 1111 stuclles 
• De-duped conversion uaci<lng 

- Cross channel is a very important pillar of our strategy 
- Advertisers buy YT in DBM and pay a tech fee to consolidate their video spending in 
one platform 
- In return they expect to realize gains in efficiency and effectiveness 
- To realize these gains, our best features must work across YT and non-YT (cross-
channel) seamlessly 
- If all channels are siloed, there is no advantage over buying via multiple platforms 
- Being strong in cross-channel allows sales to upsell DBM buyers who mostly bu1y 
YT, getting larger share of wallet 

Examples include planning features that help advertisers understand their unified & 
de-duplicated reach across YT and RTB 
Then there are the buying/execution features like helping you manage your budget 
effectively, both with unified pacing controls but also features like ABA 
Similarly cross-channel frequency management which helps you save wasteful 
impressions and drives more efficiency 

- Lastly on the measurement front, having unified reporting helps you understand your 
unified reach 
- If the campaign goal is brand awareness, comparable brand lift studies help you 
understand the effectiveness of spend on driving awareness 
- And if your goal is conversions, conversion tracking attributes conversions 
appropriately, de-duplicating across all your impressions 
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YouTube 1n DBM: Areas of Opportunities 

Get to Parity with 
AdWorda for Betas 

Manage Silo'd Buying I 

Create Clear Platform 
Oiff esentiation 

HIGHLY CONFIDENTIAL 

• L undl lpha betas nd tabs mu l noo .. ly n AW and OBM fo, l(ey 
features (new ad formal 1mg Ung capab1!1ue::;) 

• Help buycf., more ca~ manageocross YouTut>c nd noo:YoulubeVlelco 
given unique :You Tube f01meta. auaaenoe3 and idcint ,~ spa~ 

• Re-establish de r cu tomer value proposf1 on (4' fee) and SUPP(l(I mote 
fll'oOf rnmnilc capab I on nnd-olf You lube (frequencv nt!lnagcment, 
cross-channel buying) 

• ConnIK'fcfa lle clenr customer ~ment.itlon betwren AdWord3 onct DBM 
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Apps: 86%+ of daily user time is now spent in apps, creating a 
pool of quality video inventory for buyers 

REwarded ll-lttd / tn-Anlde 
Formats 
En. ble 1 uoetino o: rewaroed ootStJeam 
and w111ca1 Video formats 

Buying 
C.p_ lrWffllOfY lo~ dCmimd by 
roong 11ie bloc.kels (e g v\cwatldlty bfond 
s •iy) 

Packaging 
N1 CN 'f JP:P.d ocJ a<M!fl sets with a 
Y1de().focused piemtm offenng 

We'll talk more about apps in the "Innovation" section but our overall strategy includes 
3 pillars: 
- Offer more targeting options that enable video buyers to find the inventory they are 
looking for 
- Minimize reasons to say "no", by fix the blockers including viewability and brand 
safety 
- Create reasons to say "yes" by creating packages of video-focused inventory thiat 
meet their key criteria 
p inventory to eligible demand by fixing the blockers (e.g. viewability, brand safety) 
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TV: Capitalize on the Connected TV opportunity 

Make CTV a first-class citizen in 
DBM (,deVlce rype rBJgeflng. vlewab#fty, 

roporrlng, spam) 

EnatlleCW' . ss;.packagt~gend 
• • -~1:oovery • 

i"o g'e 

- Roughly the same strategy for CTV as well 

~,~ 

- Minimize reasons to say no by making CTV a first class citizen in DBM 
- Believe it or not, right now advertisers can't explicitly target or report on CTV 
devices 
- We want to fix that by making CTV a first class citizen 

- Same as apps, we want to enable better discovery and packaging of CTV 
inventory 

- The last thing here is somewhat unique to CTV though 
- One of the challenges we face with CTV is that we don't have a very well 
developed notion of identity 
- This also means that we can't do some of the things we do for digital, like 
demographic targeting 
- We want to invest in that this year and 

Peentoo 
So far, no one is filling CTV inventory well, so we've taken a more thoughtful 
approach 
The reality is w/ indirect monetization via server side DAI, buyers lose out on 
some key signals 
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generally this causes low fill for CTV inventory 
Working hand in hand w/ Roku and Apple TV to ensure proper signals are 
being passed to buyers 
You all have seen the fruits of these efforts - we launched HBO deal last 
month, $31 CPMs, we sourced the demand from our DSP - DBM 
We have an entire programmatic deal team whose role is to connect buyers 
and sellers and source these deals and we look forward to continuing to add 
value to your current stack with this demand 
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TV: Bring data-driven buying and faster, better metrics to 
Traditional TV (Linear and Addressable) 

Proqramn,at1c TV Buying 

c~ t c. ctypif 

WIDE□RBIT 

FOX =:-:" ~ ona ~ 
....... ,, FX ~ rnrns 

r.NltMo da'~hffl ~ ins wen l'lcJw 
eHIClellC'f ,_,, t.neJII and ~euallle IV 

ac:ross N"JOnal J local spci!S 

..... 

TV Ad Explorer 

--u .. 
~ .:6 
u 

- -
• lllf ( 

£1;lb'e nea da'I TV uing iul.l amd 
-r 01TV.ab)'da'fPIJ'\ 

cl11110g1~ gmwn. ~b t. shows 

~,~ 

- As we discussed earlier in the presentation, programmatic TV is becoming more 
important given the convergence of digital and linear TV and how they are 
increasingly planned together 
- We are somewhat behind Tube in this space, but we're making good progress 
- We have a few integrations under way with WideOrbit (local broadcast), Google fiber 
(which is our own MVPD) and Clypd (national cable) 
- The beta tests that we've done so far with WO have shown very promising results 
- We managed to get quite a bit of scale at very attractive CPMs and had no problems 
spending hundreds of thousands of dollars 
- The goal this year is to get enough scale with these integrations that we can go to 
market with a compelling offering 

- Our key product differentiator for programmatic TV is the search lift measurement 
we provide to customers 
- This will help them understand the effectiveness of their TV spend across multiple 
channels and day parts 
- So for example, for our programmatic TV beta that we recently ran with a customer 
we saw that while their ads in the primetime slots were more effective, 
- If you adjusted for cost, they were actually less efficient 
- They found that insight very helpful and wanted to use that for future planning 
purposes 
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The last product we're building for bridging the TV spend with digital spend is TV ad 
explorer 
This feature gives customers access to linear TV campaign data directly in DBM 
through a new reporting dashboard where advertisers can analyze TV campaign 
performance. 
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Discovery and Packaging: Help advertisers find scarce 
premium video inventory for their campaigns 

Discovery Pockaqlng 

- • - ., --- • • n - -- ...c::, =---,_ - - -- - - - -- - - ------ - --- - --- ----- - -- -- - -- - --- -
• ~etf'bt• f(S YouTI~ & P.«nun Vdeo publtsher1 • Olratf!d Video JMK•.agu tnc~ Top VlitO Pich 
• Plannlngwelbpeee • Ot11an»e fJ'l'&1'11.cl PKt.agu llri:h Malt~• 

• TV COn:tm c.n:ts 

Discovery 
- Having access to all this inventory is meaningless unless advertisers can actually 
find it 
- Therefore we are investing heavily in improving our discovery capabilities with 
marketplace 
- Marketplace is a tool in DBM that lets you discover publishers you could strike a 
deal with 
- You can input your key targeting criteria like demo & country and we'll tell you the 
top pubs 
- We are also introducing this section in marketplace called spotlight which you can 
almost think of as featured publishers 
- Initially it will be based on static input from sales/internal teams, but in the long run 
it'll be picked automatically by our algorithms 

Packaging 
- On the packaging side, we're working to introduce curated sets of packages that 
span multiple publishers 
- Google can play a role here by providing supply to advertisers through efforts like 
Top Video Picks or MarketMaker, and third parties can offer bundles of inventory as 
well. 
- For example, the screenshot you see here is how we surface lineups in YT 
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Gcogle Emerging 
lntetl~ and O&O 
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App Google Emerging 
Intelligence andO&O 

Reach users O.hver better Consolidate new 
where they are outcomes with channels through 
spending their Google machine DBM: build on 
tirne intelligence. O&Osuccess 

As Luke talked about, these are our other bets 

App 
critical innovation bucket 
user time dominated by apps 

Google Intelligence 
leverage Google's core competency 
balance automatically vs. augmenting a user's decision 

Emerging and O&O 
invest in nascent channels that will provide NBD 

Enterprise 

Empowerthe 
largest mmeters 
to create value on 
top of our platfonn. 

build differentiated offerings (planning, targeting, measurem.) 

Enterprise 
70% of DBM revenues, DBM has 35% share of wallet 
Expected to grow w/ TV spend moving to digital 
empower largest advertisers/agencies to operate at scale 
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k1 Date Text 

1 0312612()18 18 21 06 +OeeP!Jb@google com FYI added the folowing 3 sides 

Google .............. 
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There is an untapped growth opportunity in apps 

While DBM demand for app Inventory steadily Increases, there 1s a very large percentage of 
demand that Is excluding app inventory altogether 

-... 

: ,1111111111111111111 ... 
f()I' con.,.,.on OOH 1R1 ,pe,-.cl 19 77' of GON lot.II 
(tlCtl,d,ng 'PP promo. ) 

Summary: There's an uptapped opportunity in apps 

- As you can see, we've made a lot of progress in the last couple of years with 
apps,but there's still a long way to go 
- Over the last year, app spend as % of overall DBM spend has gone from 6% to 13% 
which means that apps has been growing twice as fast as DBM 
- And while that's great, 13% is still lower than where we'd like it to be and so we want 
to invest in increasing that further over the next year 
- A big reason for this number being lower is opt outs 
- As you can see on the right hand side table, a big fraction of our spend is opted 1out 
on apps 
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How do we unlock more apps spend? Fix the plumbing 
and focus on brand. 

Expose app inventory 10 ahg ble Win over opted-out advertisers wl1h Grow demand by dnv.ng DBM 
demand a video-focused prem um offenng adoption for programmatic 

performance 

iab. 

~ 
~ ... El UUW 

~-"'"""'"'"' 

_...,. , ...... -

- In many cases, it's not because they don't want to advertiser on apps 
- Success of walled gardens like instagram, fb and even yt on apps has shown that 
advertisers are actually okay with spending on apps 
- The challenge on DBM has been fixing the basic plumbing and battling the 
perception that exchange bought app inventory is not premium 

We have a 3 pronged strategy to fix that: 
1. First is to match the existing demand to the existing supply by fixing basic 
plumbing. These are things like viewability which many of our customers consider as 
prerequisites for spending on apps. 

2. Second is actually creating a package with apps that our advertisers would 
consider premium and would meet other key requ irements like high viewability 
Instead of going to customers and asking them "why aren't you opted in", we want to 
go to them with this package and see how they react 

3. We want to grow demand from performance customers 
This includes all our initiative around app promo but also making traditional DBM 
performance spend flow with fixes like same device conversions 
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Better outcomes with Google machine intelligence across all modules 

Summary: As Luke mentioned, this is our main strategy for being able to charge 
higher margins 

Automate 
- First thing here is automation. We want to increase the overall adoption of our 
automation features to 40% (it's around 26% today). And it was 15% a year ago. 
- This includes pay per outcome which is where we charge customers for clicks but 
pay pubs for impressions so we can charge them a higher non-transparent margin 
- We also want to invest in a reach and frequency optimization feature for brand 
customers, so we bring automation benefits not only for our pert customers but brand 
as well 

Assist 
- For customers who don't want full automation, we still want to provide them 
guidance on what to do next 
- This includes alerting them when things are not going right, and also providing 
suggestions on how to improve their performance 
- We recently launched budget reallocation suggestions in DBM and are continuing to 
add more (including raise bids, add additional targeting) 

Create 
-We're launching optimization for creative selection, which we know improves 
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performance for all customers who have more than one creative concept. This is the 
first step in helping advertisers measure the impact on performance good creative can 
have. 
-For the first time, Google's expertise in visual search to the asset selection and 
creative development process -- helping designers find and manage their artwork 
easier than ever 
-We'll also introduce creative recommendations to help advertisers understand what 
messages and formats worked well for them, or might work well for their category or 
brand objectives. 

We've been using machine learning in ads for years (adspam, bidding, classifiers, 
viewability). 

Now expanding use cases to create additional value for customers: 
Auto Bidding 
Grow spend to 40% 
Reach opt for brand 
Incremental conversion opt for performance 
Assist 
Alert on campaign while running but also during creations 
Suggest ways to resolve issues that might lead to underperformance 
Creative 
Creative optimization 
Visual search for creative content recommendations 
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Emerging Channels, Direct Integration and O&O increase reach 

- The third "other bet" that we have is emerging channels. 
- These are new ways we are expanding the inventory that DBM can buy that we 
expect to bear fruit in the next few years 

- We have brand new type of media like OOH and audio 
- We have our own o&o that we want to expand into 
- And we also want to provide direct access to publishers through project yavin aka 
demand platform 

Picture shows actual ad from sales driven pilot in the UK via PG using DBM/DRX. 

OOH is worth $388 ARR. Exciting new market with new formats. We are uniquely 
positioned to measure. 

Gmail/YT are a success story, we want to expand into other owned and operated 
properties across Google. 

Direct Access, while still providing the broadest access to inventory, we want to be 
more explicit about the quality of our access and actively work on ensuring we have 
the best shot at winning each impression. 
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k1 Date Text ,------------------------------------ -
6 0l 19.'2018 18 19 ◄5 •tmawerCgooole com r we're not talong abc>IJ Demand Product on Day 1 hefe's anotllef 

place we cOUd add any key pouts on Day 2 
_Reassigned 10 Tobias Mawer_ 

7 03119/2018 18 19 ◄5 +deeptJb@google com FYI ,---------- -----------------------

Google 
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Audio Ads in DBM allow buyers to seamlessly execute their audio campaign via 
programmatic pipes 

Audio lets advertisers reach moblle users In 
new context 

197 
minutes per day 
spent on mobile 

HIGHLY CONFIDENTIAL 

27% 
spent in audio 
only mode 

Audio Ads In DBM are a great opportunity for our 
buyers fora few key reasons 

Otg tal Audio Drlvu Brand Resohs 
Aud o drives •60~ Brand Rtcall and +52\\ Brand lnterui ovcr 
benchmarks Nlelsefl Cata no Solutions found that fcx top 
bfan<t:i,cncti $1 lnapencl drove $6 lnsales 

S.amlesll 
Duect lntcgrnt on with DBM or ows bUyers to use U f\{)\'I 
tormat wtlh the r.amo PfOQfatnmnt runcllona ty lhey k.now 
and love. 

We are fulty 13unche<1 wllll Soundeloud Spoufy and Google 
Play Mu:k: 
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k1 Date Text 

1 03127/2018 14 38 31 21, d mobde lime ~ ,s m audio.only mode 
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OUT OF HOME is the fastest growing traditional media ($428 market, +6% Y/Y) 

- OOH is also a perfect example of the kind of disruptive thinking we can bring to a 
new industry and also generate incremental budgets for Google 
- We can use the assets we have like the location history, GAIA identity and the 
audience data to change how advertisers buy this inventory 
- Let's say a user was at time square at 2pm and saw a BMW ad and later visit the 
BMW website 
- We can put all of that together for the customer and provide the level of insights that 
no one can 
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O&O properties collectively have monetization goals exceeding ~$1 BARR for 2018 and ~$3B+ by 2020. 
Each of these propertJes have the potential to be SB+ properties as evidenced by similar-sized competitors. 

M 

G 
G 

Gm1ll 

Image 
Search 

Fud 

2017 DAU 

450M 

340M 

1 IOM 

Photos 120M 

-a ~ News2.0 

@) 
© Pl it 

Snapcha 

2017 Rev~ue 

$400M 

SO (display) 
11 lOM (P\.A.s) 

so 

so 
so 

Est 2018 ARA Est2020 ARR 

$750M $1B 

SlOOM (cllsp!ay) $650M (display) 

SSOM $830M 

$SOM $350M 

$SOM $220M+ 

We are just scratching the surface of what we've done with O&O 

https://www.forbes.com/sites/greatspeculations/2017/11 /13/how-much-revenue-can­
instagram-drive-for-facebook-in-the-future/#591 a33517b4f 
https://www.fool.com/investing/2017/03/26/instagram-is-set-to-make-a-killing-in­
advertising.aspx 
https://docs.google.com/spreadsheets/d/1 FxT­
KnwBnTRQkyNouN16OFNPf01TjA8FUIQ024mTaiQ/edit#gid=1274630613 
https://www .sec.gov/Archives/edgar/data/1564408/000156459018001409/snap­
ex991 6.htm 
https://www.theinformation.com/pinterest-after-just-missing-2017 -revenue-target­
plans-sales-ramp-up 
https://screenshot.googleplex.com/5Mpiy3HnakE.png 

Gmail 2020 ARR: 
Momentum: $900M 
Assuming 20% YoY: $1 .0Bbn . So let's use a round $1 bn 

IS - $850M (based on book rev estimate for 2021 , this includes also queryless 
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monetization) 
Photos - assuming pursuit of both formats, 5X growth for assistant tab visits, and 3X 
growth of big-image views by 2020, we get around $600M (lower scenario would be 
3X growth for assistant visits, and 1.5X for big-image: $350M) 

Feed Ads estimates are $1 .88 ARR by EOY 2020, $2.58 ARR by EOY 2021, $3.08 
ARR by EOY 2022. 
Here is the modeling we did with the Finance team: 
https://docs.google.com/spreadsheets/d/1KSkwhMsdCmmv7920RFNDiqz61YpJ0jSD 
3xfuyZgq6mo 

SNAP: Brian Nowak, a Morgan Stanley who covers tech well (and usually asks Ruth 
a question on our earnings calls), has them at 1.38 for 201 BE (59% YoY). 

lnsta: Nothing reliable because FB doesn't break out lnsta, but seems like $6.88 for 
2018 is a standard estimate. That's massive YoY of 87% rev compared to estimated 
$3.68 for 2017 A , but I think it makes sense given their massive user growth (they 
more than doubled between Q2 and Q3 2017 to over 500M DAU). 

Pinterest: Let's say they can grow at Snap's clip of 57%. Pinterest's rev grew 63% 
YoY from 2016 to 2017. That puts them at $770M. 

ARPU check for 2017 numbers: 
lnsta = $7 .28 
Snap= $4.41 
FB overall = $29.04 
Pinterest = $11 .95 

Seems reasonable, although lnsta seems too low to me so the revenue estimates I 
found may be low. Added numbers to the slides. It wouldn't be objectionable to 
increase lnsta to as much as $7 .58 (I currently have it at 6.8). Their ad load isn't so 
far off that of FB, and CPMs aren't encumbered by FAN there 
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Big 5 Agencies continue to be an important revenue source for DBM ... 

- -
Global AQ(ncr Shafeof T ot1I DBM Sperd 
: ... u Si. f • Qi .::s 
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55, 

-
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201~ 2016 

- r0t..-o.ill>eod 

r:..- I 
H •• - -

SS.6bft. .. 
-
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2017 

- ~s._...,..o1 
IDl.,Oll,ls-oc,.., 

• At the end of 2017, Big 5 Global agencies 
accounted ror 60% of total DBM revenue 

• The share or revenue has consistently grown 
over the last 3 years 

Last but not the least we want to talk about enterprises 

- Big 5 agencies continue to be a big part of our revenue 
- At the end of 2017, big 5 agencies accounted for 60% of total spend 
- And as you can see, the share of revenue has grown over the last 3 years 

Video (45% 2017) 
2017: $390M 
2018: $550M 

Non-Video 
2017: $494M 
2018: $893M 
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But we need to strengthen our product p'ship to address declining growth ... 

-,.. __ 

• Recently, we have lost some share to competition as 
they've been more flexible to customization: 

: Trade Desk Is agency ravortte r"' qwiflty of serv!Qe and 
uubllity·ease or use polnt or view. Thoogh lhey don t 
have any p,opfleta,y data or full-slack offetlngs 

: Appnexus allows really deep customf:zatlon where 
agencies llke WPP/ Xaxls and DAN/Accofdant have 
custom bkSdet bulld Into N)pnexus. But It's not a OSP 
for everyone agenc:fes with real assets make the most 
of their offering 

c. Amazon AAP offers thev shopping data In a way that 
helps us predict 1u111e buys and targpling. They dose 
the gap belween ads & sllopp1ng ror true ROI 

: Adoti. Is emerging a strong futl stack player. wllh a 
slew or recent acquisitions end Is ortenng 
stronof ciosed--loop solutroos to agencies 

- I know that we've mostly covered this content in the intro session, but just to 
reiterate 
- We hear a lot about TTD and AppNexus from agencies in a different context 
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Our strategy: Operate at scale, expand footprint with custom 
algorithms and ADH 

Automate workflow for. better efficiency 

• Write API (limited} 

• Structured Data Ales 

• Scnpts 

Ageoq(Adwsl:er 
Pl•..,11 

A.f«IK(• 
..__....,.,, Pl¥Zilk} -.,. 

.Add.value ,'thro.t:J.~h·•~s~_omlzation '.for:,a, I 

'. better·ROI 
' • •, - •. :,, '• • • .,. I • I 

• Custom algorithms 

• Ads Data Hub 

·= =-J.__08_"_'°'_11«11 _ __, l AefMfalt 

Agencies have two main goals- automate workflow for better efficiency and 
add value for their clients through customization 

- For automating the workflow, we want to provide agencies a menu of options 
that they can pick from depending on their use case 
- They can use the Write API for creating campaigns, but you can't use that for 
editing targeting or bids due to disintermediation concerns 
- To help them edit targeting and bids, we offer structured data files where you 
can make changes in bulk in a CSV format and then upload back to us 
- We are also exploring offering a scripts like functionality that agencies can 
use to automate their workflow but within our platform 

Our second pillar is customization . And the main goal here is to enable the 
agencies to bui ld on top of our platform, so they can add value and justify the 
margin they charge customers 
- Custom algorithms is a really cool feature that helps customers use their 1 P 
data or unique insights to optimize towards a business objective 
- We've seen some really good success with our early customers and our goal 
is to scale that more broadly this year 

And then we have ads data hub, that lets customers bring in their 1 P data i'nto 
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google cloud and join with Google data to derive unique insights 

Video (45% 2017) 
2017: $390M 
2018: $550M 

Non-Video 
2017: $494M 
2018: $893M 
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Three focus areas (further detail) 

1 

2 

3 

HIGHLY CONFIDENTIAL 

Focusaree 
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What they're asking for ... 

Every agency ts aiming to {a) Automate Workflow (b) Generate Advanced Insights and (c) 
Aetrvate/ Opt1mize Audience. D1fferent1atron for an agency 1s derived via data, talent e. flawlessfspeed 
of exe1:ut1on 

OtlH!rOSPs 

Video (45% 2017) 
2017: $390M 
2018: $550M 

Non-Video 
2017: $494M 
2018: $893M 

HIGHLY CONFIDENTIAL 

Agce.,/Adibfut 
Plllflling ti 

~ •c• t• llflMll'Jf & 
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ActMlll:lt 

u a 

Sffld edfflc• •~IJ k1r 
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GOOG-AT-MDL-003977 437 



2. Cross Channel Video leverages our tech and data to realize 
the benefits of consolidation across YT and non-YT 

• To realize gains from consolidation, our best features 
must work across YT and non-YT (cross-channel) 
seamlessly 
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Google 
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3rd Party Tech: Where are we today? 

7 Event Sync 
Mediasynced 

WYWY civolution 

T '.JdSync ee,pulse 
C LICKON 

1 Brand Format 
( rnact_ ... ) 

3 Ad verification 
( P..Y adloox J!i~e,t:ral 

There are other tech partners which we are in contact with but not 
utlising and may make use of in future such as video contextual 
classification tech, native format tech providers. 
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14 

Adwrtlslng R-nue {SB) and Gl'OW1h RatM (%) of 
Gooo .. ,,._ Fe«booil Ya. Other, USA. 20'5-2011 
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Various layers of access define our ability to buy 

A.DSERVER 

1 
~ 

AbCfV~, 

a.ctoflll 

l 
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Executive Summary 
(scopo Is GDN • DBM uni 111 "'olhefwlscl 
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Display Ads Landscape (go/dlsplayadslandscape) I 
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Display Ads Landscape (go/dlsplayadslandscape) 
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Overarching Buyslde Strategy 

Step 1: Be a media-agnostic 
platform for large marketers 
Why? Large buyers oootrol vaS1 majority 
of spend and want medla-aonosuc toots 
to manage theif business. 

DV3 
Operating System for 

Large Marketers 

Step 2.: Consolidate all channels 
through programmatic technology 
Whf' So we can maximize &har~f•wallet 
with large adVertlser. 

Step 3: Deliver superior ROI across all channels 
Why? So we can Influence spend and g,ow Google 
0&0/netwOtk revenue. 
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rub1con 
l'RO J CCT 

• $155.SM revenue at, 8 5 margin 1n 2017 (-441 ~ YoY, margin dropped from 25%) 

Focus on: 

• Eliminated 100 pos1tIons 1n 2017, S20M reduction of capital expenditures, expects to EBITA 
positive in 04, 2018 

• Eliminated buyer fees (DBM \\las impacted by this) 
• Revamped auction to be first price as default 

http://investor.rubiconproject.com/news-releases/news-release-details/rubicon­
project-reports-fou rth-qu arter-a nd-f ull-year-2017 
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Inventory quality major concern starting early 2017 

"What gives advertisers pause 
on programmatic? 

~ 2'.,Advertiser 
~~ Perceptions 

Media Buyers 

1. BotSIFraud 27°. 

2 Venllcation ~o 

3 Laci< of human Interaction 220/o 

4 Placement 1ransparency 1go. 

5 Poor inventory quality 1go,,. 

6 Brand safety 17°0 

7 Pnc,ng transparency rr. 

Based on Ot 2017 Progranmatc lnlellgence Rei,oo col«l#lg feedbackfrom&op 200 advMisers in US and >1000 key declSIOn make<s 
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'Biggest Ad Praud e, ... r·: llacl.c" l\l,1ke 5-\I A Oa) By fakin,: 
300~1 \1dco \ 'ie\• 

~ 11.d.tn \tok \ ll1Uo1t, fto■ \ 1ckG .\d.'m..1,,cn, \d I rud l 'ou,~ 
~~ 

Domain Spoofing Be Gone: Ada.Txt 
Will FIiter Out Imposter Situ 

W!-ite Ops 1qiarts 1Jiue$1_1d fml botnct 
follld yet 'MetloJt' larlEtq fi&h-CPM video 
mentr,y 

UBER SUES DENTSU'S mCH 
MEDIA FOR FRAUD Big brands fund terror through 

online adverts 
.. -••---•-D•• ••-1111 --·· ·---·-
8 8 

Adobe says it will help advertisers and • 
publishers find out if they are getting 
ripped off by ad tech companies 

8 8 
Methbot Brand Safety Ads.Txt Accountabllity 

HIGHLY CONFIDENTIAL 

8 
Moving Forward 
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Two major attacks over 2017, impact in excess of $32~ 

Chefbot: large, sophiSlicated botnet attack. likely via 
infected residential computers; ~ $32M net revenue 
impacted in 2017 (02 + 03); botnet was discovered by 
White Ops (third party ad rraud) 

~ --CWII tsnt!llllil!!!I 

~-
" 

• 
Cl 

' ' 
Nissan via OMG impacted w/ $5.7M spend in 02 alone. 

HIGHLY CONFIDENTIAL 

• We proactively refunded ~$32M net 
revenue impacted in 2017 (02 + Q3) 

• Negotiated with all exchanges to have 30 
day refund terms; limited default buying 
to exchanges w/ 1efund terms 

• Initiated major internal effon to ahgn 
spam cred11ing/debitlng system 
(ongoing) 

• what 
protections we offer 

• In active negotiations with White Ops to 
strengthen our ability to detect botnets 
pre bid 
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Misrepresented/Counterfeit Inventory 
Blackout Experiments: when turning off publisher ad 
serving for 5 minutes, impressions on many exchanges 
continued to seive. 

HIGHLY CONFIDENTIAL 

Establlshed Adx.txt as Industry standard, 
launched support across Buy- and Sell-side. 

----
• 80~ of DBM spent adopted. 
• Unauthorized inventory overlapped w/ 

botnet traffic. 
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Buy-side and spec1f1cally0SPs (DBM) used to be primarily focused on securing access 
However this position is challenged· 

Executive OltC!Vlew ol I ol om,g slides: 

1 . hmlntory qi,1(,ty ,. I ""9• d\11111191 
Bo:ne1 ettoch, spam. CJ1saepancyddta:; ledto a I s,of about 9SM over2017 most of whldl l'la Ince bcefl m 1t;a1eo.1nltgtrt of 
brand safe1y concerl1$ In early 2017, adverth,Ctsdemand better P(O cctl00$and guar •ecr; oohowthelr S ls spend 

2.. ~ NI ct,,ang.t 119nificantly 
• ,::-,d,tlo~ cx:~~.s 

3 . •narnai facun .,. conal,teml)' di.all11n91og OIII Mlnul 
ew iovffltOtYdoe&n't n WllY' woo: .vclJ with e:dstlngpohcy q,am p,ocw.csllndolten leads to rev-cnue not owing a~ a def 1. 

Ecoq-&tem/Regulatory~ h:ive twJge lmp;u;t (OrMd Safety, fTP. GOPR 
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By accelerating the move to programmatic deal types, 
Project Cronut creates a more efficient marketplace, 
defensible product offering and profitable business. 

DCM Jordan, 

Traditional Efficient 
Reservations Reservations 

J' ll t 00% .,., ientory Guaramee 
1 ~0% Re C11Ue Ouantll:ee 100% Re"lienue Guan!ntff 

Fwsl Loot Fll'$t Look 
Ta;at 

P1ymen1 C trance 

Buyer Carnes More Risk 
lneffioent Malch1ng of Demand to Supply 
Google Takes 1 % 

HIGHLY CONFIDENTIAL 

DBM Jordan'\ 

Programmatic Programmatic 
Reservations Flex-Reserve 

I~ .,.entOI)' 814-ra'ltee s., .. J'U 
t00%Revt1tUe G..&fllt\!ee Some R--venue GUeramee 

fntLoo · fntlook 
7agtess 7•g1Hs 

Peym1tt1I Clearance Peyrnent Clearance 
Cfcn.Carma)on Opt crou-c.~ Ope 

Project Cronut 
Accelerates Shift 

Private Auction Open 
Preferred Deal Exchange 

,G .. flo .,.,,nto,yQuara,,tee 
f o Revenue Gll4rlln."ee f,o Re" enue G11al'IJl!ee 

lflferr II loo); ,. Fn•Loo 
Tagless Tagless 

Pa)'ffllfll Cle111nce Payment Clearance 
Crou-c.ll'06,9!t Opt Ct'O$.C.trc,agn Ope 

Seller Carnes More Risk 
Efficient Matching of Demand to Supply 

Google Takes 16% to 36% 
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k1 Date Text 

9 03127/2018 18 29 28 Taken from haps 'docs google compresentallon!d/1 ztP1fx. 
m50YOYpaMrcfdoegZ57bPxdlG6NgGOblW88w edtu,slide:1d g2a507948c_OO 

8 03,'28-'2018 14 23 04 •kannb@google com Tus slide Is probably ovetkl8 bta n's what I had In mnd aboU the margm 
Side of "IMr'f eroru· 
_Reassigned to Kann Het1iessy_ -

3 03128/2018 14 23 04 yeah I think this takes away a •t11e bit from the product story, rrlOVlng to appendix. wel COYef vta 
dlSCUSSIOO 1f needed -
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0 Creative 

NE O " "'lMPL£TION 

• Ad canvas 

• Rich media 

• Custom dynamic 

• Google Web Designer 
lotegratron 

• Creative User Role 

• Format gallery 

• Storytelling 

·-·-• ---·­·----

-- - --

-----.. ---- ....... ...,. 

A workspace for creative agencies to design, produce, and manage ads at scale 

-- The ad canvas is a visual-first UI for building custom rich media and dynamic 
creative 
-- Integration with GWD allows creative developers to seamlessly push ads directly to 

A3 
-- Format gallery highlights Google's newest high impact formats 
-- Storytelling allows cross format creative sequencing - allow brands to create 
personalized messaging as they move their consumers down the marketing funnel 
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Id Date Text 

11 03127/2018 18 01 21 Maybe we cu this sea,on and JuSt have 1,2 skdes each on creauvemeasaeioe~ ON() 

12 03127/2018 18 02 33 •kannb@gooole com 

10 • 03128'2018 14 15 44 I tt.nk maybe we OA,re'h'Ortt theSe five ~de$? The lalJ'IChes aren·t gomg to be meanngf\A 10 this 
form 10 Slr"esh without cOflext & shde 67 already gives lhe concept 

4 03128/2018 14 15 44 n appendix lhe 1-s•de versions 

---- ---- --- -- -- --- --------
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0 Inventory 

NEARING COMPL£TION 

• Unified negotiations ac1oss 
deal types and pubhshers 

• Deal type simplification 

• Tracked inventory 

• Spotlight in Discovery 

• Inventory planning 
workspace 

• Reach planning workspace 

SffETCH 

• Packages in Discovery 

HIGHLY CONFIDENTIAL 

--·-• ---

... 4 

--
a ■ ~ -

..... -.o 

-
....., . ,, .• _,,..,.,,.. o 

si m■ 

-----. ----- • 

■El 
a-----.......... _., ... - . - - -

- --- - a... - ------

GOOG-AT-MDL-003977 457 



0 Campaign 

NEAR • '" ,.,. • ETION 

• campaign object 

• CCO/CAO across RTB and 
reservations 

• campaign troffrci<ing view 
(CE) 

• Reservations in Compalon 
Context 

STRETCH 

• Full Reservations buying 
workOow. 

HIGHLY CONFIDENTIAL 

·-
---

C S 

-.. -- ·­
NM.~-- - ... -----~- --------- -·- -·-

... ----· -.. -
• 
• 

0 • 

• 

----- --·-------- ---.. ... 

- -- -· - --- -- ·---· .. _,. - --- .... - -
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e Audience ·- • $ = 
., _ .. 

Pft()GRf 

• Suppon1ng Signed-In users 
• New Building Experience 

• Even1•based audience 
building 

• GAIA lia1 management 

PUNNED 

• Account Lmlong (Settings 
Tab) 

• More Gooole Data 

• Audience Composition 

·- -·----

Builder and Composition -- management 
Signed in users - YT audiences 

HIGHLY CONFIDENTIAL 

-- · - - -- -- ... ·• • - • - -- - - ·• • - • -- - - • • --- -- -- •• • -- - -- ·• • -- • - -- - •• • --- -- -- •• ·• --- - - ·• • -- _., .. •• .. --_ .. - - ... ~- • --
• 
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0 Measurement 

PROGRESS 

• IMtant Reporting 

• Ads Data Hub Integration 

• Unified Aoodlight 
workflow 

• Unified Reportino 

• Data Transfer V3 

STRETCH 

• Landing Page 

HIGHLY CONFIDENTIAL 

-
-------------------
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k1 Date Text 

13 03128/2018 1617 410 +kannb@google com Suggest we cu this sectlon r°' tune 

5 03128/2018 16 17 410 k 

Google .............. 
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An Audience Builder to Rule Them All 

... ..,, ..... , 

---
.............. -­---
............... _. ......... .. 
--··----

HIGHLY CONFIDENTIAL 

e 
---

:eus, c :1 .... 

·-­_____ ..._.. 

--

... _ .... ..., ............ 
--=-----•---

156 
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A New Audience Building Experience 

Create 
audience 

once.use in 
many 

campaigns 

Bring in DAC UX 
for combining 

audiences. 
with DBM 
audience 

creation in REAL 
TIME 

HIGHLY CONFIDENTIAL 

------------. _.,.....,. . 
- - -- .. • -

-- • . - . ---- -- . I I -- --.-

--- • -,c -
• --- ---- • - C .:::. -

-- - ------ -- · -----...+-' -
--

Dynamically 
updated metrics as 

Audience is 
defined: 

Demographics 
Composition 

Eligibility 
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Competitive Landscape 

--------------------------~-------
Media. Entertainment. Communications 

AT&T 

Verizon 

AhoO 
A.Ol. 

Facebook 

All~s 
UwP. 

1nsuira 
\~tsAl:o 
ere~~•· 

Oracle 

lut>P~ 
[ffidffll 
F«ltitifr 

robne 
OmMlft 

----
Tt:od• 
o.,J, 

--- ' 

M 
M~h 

" 

' I , 

More info: https://docs.google.com/presentation/d/140k4P2CyaBPZMf5XHKPZ5aC5-
bmgAWNRl3C6pBqY6UQ/edit#slide=id.p 
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CTV support across DBM Targeting, Reporting, and Creative Manage 

Advertiser enables Connected TV device type 
targeting and augments add1t1onal detailed targets 
01 the Make & Model level (i e. Roku, Apple TV. etc.) 

------
·--__ ,.. __ _ 

.......... - ...... 

_"" ___ _ 
., --· --.---

HIGHLY CONFIDENTIAL 

Adve1tise, conligu,es add1t1onat targeting & notes 
that their v1ewab1l11y targeung will not prohibit CTV 
buying while still being ,espected across other device 

...... -.. 
~-~ is-­

. o-.. , 

., ....... .,.. . .....,,___.. . ___ ..,,,_, ... 
,.. _ _ ...... 

Other cTV eHons across· 
• Reponing 
• Creative management 
• AdSpatn 
• Sell side/ oudrence data collaborat,on 
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Price Gouging 

There are roughly three types ol auctions 

• Second price(buyer bids truthfully) 
• first price (h,Ner has 10 shove bids) 
• Oiny ( called second price, 
• bot really mOfe ltke first puce) 

EJtcllalllfe Cost I Bid 

• 
• 

' 
•-------"""-. "'""·--··· ' IICOfl<Ss,nct' 11-11111 

I ,; • I 

C1 I I ,V p,\cl la secand pncl alllwt 
tot\ floor, first p!ICI below toft floor, 
aballehllld floor 

Dirty Auction 

Project Poirot f§' 
uses machine learning to detect non ~ 
second price auctions and adjusts bids 
down to win the same impression at 
lowest price 

• 

Impact: 
+7% AdX (S210M ARR) 

Reserve prices (RP) are common in second price auctions 
Dirtiness is introduced using a new type of floor called a 
"Soft-floor". Unlike with hard-floor, advertiser wins even if bid 
< soft-floor, in this case price = bid (i.e. first price)! 
Soft-floor is a knob that SSPs use to achieve a continuum of 
auctions from second price (soft-floor=O) to 1st price (soft­
floor=infinity), opaque to the advertiser 
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HIGHLY CONFIDENTIAL 

3P 
SSP 

AWBid 

AW 

DP 

3P 
DSP 

AdX 
RTB 

ORX ]- EB 

AppAd 
Netw 

SITJ I 

GOOG-AT-MDL-003977 468 



Inflated Queries 

Exchangers send multiple calls for single query 
to gel multiple shots at budgel throttling and 
then choose highest bid. 

ActuaJ Inflated 

Project Elmo 
leverage cookie based budget lhrottling to 
ensure more consistent bids across caJls 

+ 7 .8% (S220M) increase on AdX 

elmo is another 7.8% increase on AdX. so another 220M shifting. 
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We expect more performance based buying modes in 
DBM to primarily use Outcome-based buying (PPO) 

Today 

HIGHLY CONFIDENTIAL 

Head-of -head 
Custom bidding + Siloed 
models+ CPM bidding 

Transparency / control 
sensitive use cases 

Siloed models-+ CPM b1dd1ng 

Sha1ed models • 
CPM bidding 

RMKT use cases 

Shared models+ 
PPO bidding 

Tomorrow 
(goal) 
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Outcome-based buying (PPO) delivers better performance ~ 
to advertisers, brings margin flexibility 

--;;dWotds j~------,.- M,tmg•1 

✓ PPO 

[ DBM _:~ ------~: Flat Fee 

HIGHLY CONFIDENTIAL 

Intuitively, maJority of performance difference 
GON/OBM 1s due to arbitrage, mostly due to pricing 
and network optimization (Bemanke etc.) 

How does this compare to other OSPs? Doesn't 
matter as much • the rest of DBM really competes 
w/ other OSPs, this is more about competing w/ 
Criteo and others 

Four options In GDN today 
• Pay per engagement 
• Pay per click 
• Per per conversion 
• Pay per active view 
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Publisher Ecosystem is Changing 

---------- key points ----------

Some strateg c 
publishers moving 

offOFPto 
propnetary Ad 

Senters 

Waned Gardens 
refuse to work th 
Google Platform 

technologies 

Buyers ere now 
able to bid on a per 
impression basis 

as e resurt or 
Heeder 81dd1ng 

Lerge buyers 
(Amazon 

Fecebook & Cnteo) 
are estabfishing 

d!l'ect relationshlps 
Wlth pubs 

► 
There's a need for a new product maintaining Fair access, 
privileged direct relationships and first party signals 
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Demand Product as a direct way to access off­
platform inventory 

Platf~rm products 
DR.\'.,~~ 

- -- ---

Cross.:SXch8rige .. 
iaf_r,~~~_,. 

~$SP., 

-

Demand Product 

HIGHLY CONFIDENTIAL 

Direct pub 
relntlonshij, I 

Per-:q~ery 
•pr1clng 

Flrslperty 
lbuylng I 

sign111s I 

X 

FalrAccess 

X 

Googte 
!Margin 

High 

High 

Low 

High 
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DBM to remain a largely auction driven business with Preferred Deals.PG and TG 
contributing to less than <15% of revenue 

OcalGrOY,'th on A!SExcha!IQ- (2016\'S 2017 ~ 2018) Om1I GrUWlh on Non.Goog {2016YS 2017 vs 2018) 

J 
39•1. 46% 45,. 170 

: YfV 10:,0 Y/Y Y/Y YfY 

, .... 
1.111> m 

OJI, Ul,._ _ .. _ ,,,. 
,,(·•~" .... =• 0 IMJ: - -

.. 1 ..0 , : llwvt• r .. 

K 'rrJe tJy Auc!Jon l.?016vs 201lvs2018) 
19o/. 
YfV ... 

27% 60•1. 159 84% 
Y/Y Y/Y YIY Y/Y -- .. . ... 

n••1 '"-
• M~ 1 

HIGHLY CONFIDENTIAL 

011> 

0 

8o/o 
YN 

20°/4 
YfV 

53',. 
Y/Y 

78% 
Y/Y 

Oppottunibes 

• PG/TG last year v.edtd no& see a loC o/holiday spend come 
via deab Possde these adYel'\lSeC'S have dl'ecl relaionshlps 

• Satan rrP wt milgate o loC of ~ effOltS on .OS web 
Deals can help bndge the gap B~b;,sed POdeals can 
help ffliWQll'I reath for the ~tJSef and l'ICII sacnf,ce pnc11g 
lorthe~ 
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·-··-._, ........ ............ -·--:c..... .. =~" 

--
Device Preference, for WatchlnQ TV Seri• 
U.S ,2015E, Pereflrt 

I 
I C llt I 

We are definitely seeing a shift in watchtime to digital and over-the-top especaially with 
millenial audiences - , but linear TV continues to dominate the lion's share of watch time and 
budgets. This chart is UK, but most countries are still seeing 70%+ of total viewership happen 
on linear. Whch means this shift over to digital is going to take time. But across buyers & 
publishers we are seeing the need for cross-screen solutions for planning, buying & 
measurement that look holisitcally at audiences. This concept of sil'od ad budgets will 
eventually dissolve. 

http://www.digitalstrategyconsulting.com/intelligence/2016/03/tv_trends_youtube_and_netfli 
x_rise_but_tv_still_king.php 

Linear TV will decline, but slowly and in key demos 
Linear TV is far from dead. In the US, linear TV accounts for 70% of total viewer watchtime 
and remains the single largest recipient of all ad budgets, capturing 37% of all spend as it 
continues to offer marketers mass audience reach against brand safe content. In countries 
like Italy and Germany, traditional TV viewership makes up over 80% of total of watch-time. 
We are seeing substantial changes in how TV is being watched, and by whom. 

OTT wi ll eventually lead, but this will take time 

Silo'd TV and Digital ad budgets will dissolve, as buyers think cross-screen for audience reach. 
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DIGIDAY - - -
The FT warns edve.rtlsera aft.er discovering high 

levels of domain spoofing 

......... ,., . 

...,_.. !..lttf 

HIGHLY CONFIDENTIAL 

I 
I C llt I 

Aller a year of tJYlr,g to prove Out PM t ll X ts pu11ing 
away ftom dilect dais wllh publJShers ant humttn effort 
and llPCnd wnsn'1 wrth the ROI They do I TOD Video 
picks. endwfsh 11 .... n momscalab gtoba 

NETFLIX 

DIGIDAV 

Ada.tin, created to help publiahers flght fraud, Isn't being 
adopted by publishers 
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Doubt• Jeopardy Law 

L'Oreal has underlying reach goal, but media planning occurs on a more niche audience (mascara 
lovers) 
For CPG, sales lift; for M&E, tune in 
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• odx 

• \Udttt 

• odapcv 

• bidlwltCtl 

• s;,ow:hanoe 
• Jr.t\nffg 

• t!emct ~ 

e b,g'ltldl 

• 

. --- - --- - - ---=-- - - - --

:A~aJy~!s.J?y.~ :io~:~~.'1 

1

1 

- - -- _-

-·-
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To grow "All Media" segment, must differentiate with further 
investment in consolidation, and parity with AW/competitors 

• Reach plannmg onc1 
forecasting (maernental, 
quality reach) 

• Discover inventory & 
deals 

a 

HIGHLY CONFIDENTIAL 

• Op1,m1ze to target reach & 
frequency 

• Broad reach on prenuum 
Invent Of)' (f EP. TV, 001 I. 
etc) 

• Ei<1ens1ons to linear TV 
• Bulk can1prugn and 

placement mon.-1gement 

MEASURE 

• Brand Ith 
• Attribution 
• Sales hit 
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Agency advanced TV teams are becoming formidable 
competitors (vs. target customers) to our pTV product 

HIGHLY CONFIDENTIAL 

GroupM's addressable TV outfit, Finecast, to find 
a common currency in the 'walled gardens' of 
online TV 
It hos 11n·tmor;t co,,,m,m11msfro1" broodcasM'S ' 1

-••-• ' and srr: :s~-top bot 
pann n and BT's )ou1'1~. mid utko-o,i-d.nnand(l'OD) occeJS to 
Du,o,a,, and oriin-s It's In~ parmi!n are c111T~m(, 1,mucd to frt.:-1041r srn ,c,1 

TVPltn a11d ST1 ~ bc,1 Group.\/ promt:su tlJDJ mon arc ,:0171111g soo11. 
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Make video front-and-center in DBM to deliver $3.2B* in 2018 

$1 .88 on You Tube via DBM 

lnves1 rn our biggest ea of grow1h 

SS60M video deals; 
Align & execute linear TV 

Inventory acqulsitJon strategy 

Extend access to premium 
content beyond You Tube, 

including linear TV 

YouTube is increasingly important, have to get that right 

$3.28 on DBM Vldeo 

Cross Channel Video 

Discovery & Packaging 

&pend their budgels ~ffectively on 
the anvPntory that already emts 

But we can't succeed with YT alone -- hence focus on strengthening consolidation, 
and expanding on efforts in Premium video with deals, connected TV and linear TV 
Video is a critical focus for DBMMake it seamless to buy across YT and all video 
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You Tube performance review 

DBM-You Tube Monthly Revenue 

~ 

. ~ 

• $1.21B In FV-2017 (87~ 8UCIIOI\ 13~ rese,v ) 
• $431Mln04 17,reprnscnt o 75'-YOYgro-Nth 
• 72"- ot revenue on mob rcpresen••no 34~ or on 

DBM mob I rPVl'fl »" (04 '17\ 

DBM You Tube Monthly Businea.s Contributions 
- DBM YT MICbcn H 'I, of ~ YT euct,on• 

- DBM YT Re- .. 'l. of 110&.al YT,_ 

" 

• DBM VT was t6t. of FY 17 total YT actlon-. r~e 
1evenu (17t. of auction. 11 '9 of rcservv) 

• DBM YT was 22~ of FY '17101a1 DBM revroue. ond 
55~ of 101a1 DBM video 1evPntKl 

2018 DBM YT revenue OKRs· $1 79B total, $1 59B aucbon, $194M reserve 

* TrueView + bumpers only. Non-skips, sparkles, etc not included. 
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lncrementality Analysis - Counterfactual Methodologies 

G •~~~~ a Fargo Forecasting Une.ar Regression 

Use Fargo 10 focecast AaWordS r,v 
Spend fo, OBMTrV &doplers to aeate 
counterfactual. Compare with actual 
DBM+AW JrV 8pen(1 to rrn:!3sure 
lncrementanty 

- -----------

--------- • 

Forecast AdWo«Js TrV s;>md using 
a s1a1ls1a1 rclallonshlp between 
DBM adoptl.'fs and non-adopters 
Compare forecast With ac.111111.s to 
measure lncrementahty 

·-- -· - -- - -· - ......... --- - ........... -------- ----

·-

Set 11,,1 da:e of DBM TrV Sl)('nd 05 
oayO (t•O). Train a l inear 
regress!on model 10 fCMecast 
AoWords TrV revenue and measure 
lncrcmentahty 

--- - - -
64 Ile al HUV D!lM TTY $1 an lncnmmtal I ef every DlJM TrV St at incJl'mcutal lac~ d!M to 04 1 asmalitv lmCKI 

Resulr: 60-BOc of every DBM TrV S1 are Incremental. Our besr esr/mare for ruture Impact Is -60c. 

lncrementality details. lncrementality calcs over 9/24/15 (launch) - 04/30/16. 
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k1 Date Text 

1 0312612()18 15 54 07 Move this Slat to the PfeYIOUS s•de and then delete trts ~de 

Google .............. 
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vertisers are increasingly leveraging data to maximize audience re 
_ _,,screens, while measuring performance 

~OREAL 
PARI S 

WHOt to reach beauty buvAr~-

We can h ho have .... 

Go gle 
! 

facebook. MCAST verizon✓ 

liked beauty purchased S8M'ched fOf beauty warclled lntarMts In 
pages beauty products p,Oduct& beauty st0te$ shows related to uty from 

(people (purchase data} or watehed beauty beauty & TV 
market videos (STBdata) 

(search data) 
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I 
I C llt I 

~ •~petitors are aggressively building solutions 
to ca ... ~ e the video + TV opportunity 

verizon✓ 
Ad-. . "Martt•ting 1dv•rtlslng tent "Rud\ customers w1to 

doud across TV Ir dig,u1• • ••arch & buy on Amazon• 

~arTVSSPs 
• llne.ar 

~IG 
Inv ntory Foccbook. lnstO{lrlllll. ·Arna~ · AOl. frecwhttl Network 

Tub(•~ cross '50een • Oath (AOl One I Adaj).IY Pl:aMlng reach plam!ng OSP) Soolalgnipti 
&buying AdobeAtJd~ • Mobil~ & 'TV '1Jb$Cfibe1 data • N men P8flneru,lp 

t. ,en MRI 

andMJJveys Convertro ntulbutlon NlelsenXCR Si1e vi elution Ith ·Alla.spb:el Sa?eslft 
SalCli lffl (OLX') 

The Trade Desk (maybe just for talking) - > doubling down in flexibility for PG/reservation and 
identity solutions (e.g. cTV announcement) 
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be / Tubemogul is gaining traction with plann ·n,,t'il 

& me rement that spans TV and digital 

lgn to op1iml2 for lncremmtal reach 
• Upload on TV ptan, or ctioose trom I storlcnt p ns 

- -- ---------
• Pin ig tool models dcskt® mObllc. TV to tile netWOf1c 

;vci using sen XCR panel data 

• • 

• • • • ~ camp gM across TV nd pr mlumdlgltal Inv ntory· 
• Na I ond local I near TV: Full Ei,lsode rontent 

- - -- streomM"-...!1 Facieoool<',. lnstngram. etc 

- - • T rgel N clcen !10 aoo MRI (cg •mascma loveis") - -- -- Moa;uro resutts of yOU"r plan 
• Nlel~verlt ed demo 
• Sales lift 

Next evolution of the PTV product is cross screen planner 
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k1 Date Text 

1 03/2612018 22 49 27 1111ssing c~tors 

I/Ideology 
no (1nwde conteni on cTV 1nYeStmeflS) 

•l>lteui@google com are there existing sides we can use 10 botS(er this seci,on? 

1 03/2612()18 22 49 27 we doodedtn the meeung to consoidate the corrc,etJIJVe IC)date uto one si~ s~de that JUS1 
tits on Ille taot-gtts fOf tech compe11101s wt.le aJso addressmg the media angle Check slide 
109 (Jllsl added) and lmk what you think I 

Google .............. 
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TV /Video is a $2008+ global market; Video viewership and 
growth will be driven by OTT and Digital Video & Apps 

T radltJonal TV 

Unesr TV Addressab!e TV 
IPTV. DVR. VOO 

Acta $180B 
MMktt: $ 1928 (2022) 

Co 

HIGHLY CONFIDENTIAL 

Over-th• Top (OTT) S•rvic.s 

Subscription (VOD) 

NETFLIX amaz n .....__. . 

t <fVPO& (Live T'.. • l 

YouiD TV 

011 t "'11 umcr (Live n, vn..,, 

$68 
$208(2022) 

Olgfal Vlct.o & Apps 

Wat;.n Scfoll. Sno;:i. TWcet. Play 
listen 

$2074B 
$608 (2022) 
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Opportunity: Capture video spend across digital, OTT and 
traditional TV market as video market converges 

1 he Global IV t Digital VideoAdsMa1kl.11n70?1 

$1838 
"TnldlkNr TVads 

$808 
Olgfta Vidm & 

Appa 

-$246 
You I ltlc 
-11!1 IIU 

•Jftlf ... 

Scwrca ~ -a Cl!IOO >a1010C.rr-,P'IIC E,,oe,a.l,lu,ceuuoeu::e,:,al 
W-.U ........ •--0,.t.,;g A!r-C.- 0r. Ill 

Expected to increase fast; 

Current G009le Oigltal Video Opportunity: 
• Youlube 
• OTT (live Streaming. Oo-Oemand) 
• Othef Olgltal VldeO 

Short•fomi Cllps 
Out 5tream Vkleo (App 
lntec&Utlal$, Rewarded. ln­
feed/ln,art,cle) 

Potential G009le 1V Oppominity: 
• Addressable TV 
• Programmatic TV 

As per my projection tV OTT est to grow to $19B YT faster to $25B 
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Traditional TV still dominates watchtime, but will decline in favor of OTT 
& Digital Video & Apps, especially with the younger demographic 

---·- -

Traditional TV viewershlp Is still about 4.5 hours pet day, bl.It 
younger demographics are spending more time on d1g1tal 

video vs live TV 

i"o g'e 

HIGHLY CONFIDENTIAL 

ICMMARCH 
//MADNESS 

,,..,.,,v.....,,, ,,.,._ - .. 

March Madness vlewershlp grew 'f ov dtlVen by 
dlgltal devices (roku, apple TV. destctoP, tablet) bUt trad,tlonal 
linear TV s1111 dominated watchtlme 

• Olgltel De-,,tou, • YoY, 420K viewers 
• UnearTV. -3'\Yc (,8.3Mvlewer& 
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k1 Date Text 

1 03/2612018 21 26 51 •btten1@google com The doru chart on the left always bothers me because 1ts so dltr,cul to 
read the legend or the percentages can we JUSl make the po1rt that 1V st.JI dominates on the 
PfevlOUS gde as Y01ce OYef? +deeptlb@google com 

2 0J/26f2018 21 26 51 I agree with youl 

I lhoughl wewe,e deletmg ths gde (#101 and 102) and JUSl keepeng 103 iThe Global 1V • 
DtgitalV1deoAds Market in 2022")? 
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DBM non-TrV video revenue 

2017 Revenue by deal type 2017 Revenue by Exchange 

i 

--

• $1BlnFY2017 
• 73'A. suet on {open .. prlvntc), 27t. reserve 
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2 Cross Channel Video leverages our tech and data to realize 
the benefits of consolidation across YT and non-YT 

Execution 
• Budget pacing 
• Frequency managem•nt 
• Auto budget allocation 
• Rultlme taroetfno 

Cross-<:hannel 
features only 08M 

canoff•r 

Plannlng 
• Cross-channel forecasts 

Measurement 
• Unique reach reporting 
• Comparable brand Ifft studles 
• 0.-1fuped conv•rslon tracking 

• To realize gains from consolidation, our best features 
must work across YT and non-YT (cross-channel) 
seamlessly 
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k1 Date Text 

2 03127/2018 02 55 1,7 +deeptlb@OooO!e com add prospectM? fean.es too? 

• A.'B testing 
- R&F oP1 
infied brand 1ft stud es 

Google .............. 
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3. Discovery and Packaging help advertisers find scarce 
premium video inventory for their campaigns 

-- ---I-- -- -- ra -

--0 -g 
e 
• 

HIGHLY CONFIDENTIAL 

........ ..._ .. - .. - - - -- -· 
• • ----

... - - -·--· -__ __ ..,....,, , 
- - - --­..... - --­- - -.--

- - - ---

----
-

.................. 

-

-
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YouTube anchors our video offering with high-quality, 
attentive reach at scale 
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Opportunity: capture video spend across digital. OTT and 
traditional TV market as video market converges 

I heGlmal JV• Oigital V-ldNlAdsMarkc1in201? 

S808 
d1g1tal video & apps 

$208 TV OT I ..C:,'8 VOUh .. 
7.5\ IOI.I.I -10\ • 

:'S\oldia!! ~.10\ddlg::M 

Immediate opportunity 
YouTube. OTT, dlgltatvideo(shOn.form. our• 

stream) 

$1838 
T~diUonal TV ads 

{..a,::1<>;111~- _,. 

S,8 
Addi 74&TV 
16\MII 

long-term opportunity 
Addre$$able rv. p,ogrammatiC TV 

Scwrca ~ -a Cl!IOO >a1010C.rr-,PWC E,,oe,a.l,lu,ceuuoeu::e,:,al 
W-.U ........ •--0,.t.,;g A!r-C.- 0r. Ill 

Expected to increase fast; 
As per my projection tV OTT est to grow to $19B YT faster to $25B 

Long tern opportunity 
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2018 Video Strategy 

Continue growth of digital video 

Invest tn VouTube.. our b1ggcs1 oren of 
growth nnd d fferen11nt10n 

♦ 

OffCJ holist,c plannmg and buying 
acrosu all digit•I video chsnnels 

Core VouTuti. X~nnel AppVldeo 

0 =---Ca- pt•u•r••TV-Op•p•ort•u•n•lty--

Enable seamless ua11s1t1on from lln•ar 
TV lo connect~ TV with a living room 

package 

CoMectedTV Programmatic TV 

0 Hetp odvert1st'1 discover r l • venlOfV aetoss dru11al nd TV 

Discovery & Padtagmg 

- Our strategy is actually really simple: (1) we want to be the best platform for buying 
digital video and (2) we want to capture the TV opportunity. 
- To be the best platform for digital video, we want to do 3 things 
- First, we want to invest in our crown jewel, YouTube, which is also our big 
differentiator compared to other platforms 
- Second, we want to give customers a reason to consolidate all their digital spend 
with us by offering cross-channel features. We'll get to what these features are in a 
few minutes. 
- Third we want to make app video a big part of our advertiser's portfolio since apps 
are where we're seeing the most supply 

- On the TV front, we want to set ourselves up for the future by being the platform of 
choice for buying addressable TV in the long run 
- But because TV is going through this transition phase, we need to invest in both 
connected TV and programmatic linear TV and position this as a living room package 
for our customers 

- And of course, having access to all of this inventory is meaningless if advertisers 
can't find it 
- So we want to invest in discovery and packaging, so advertisers can easily find what 
they are looking for 
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Differentiating our Buying Front-Ends for YouTube / video 
to meet client needs 

11111111 

HIGHLY CONFIDENTIAL 

AdWoriJs 
buyer's Assistant to 

Google Media 

oaMI)Jil.Mogle 
technology to emP-ower 

buy:ers to holistically 
manage all of their media 

I 1 ,1 ) a I , ,au ti xri I fl' c L 'VII ,g ( u< q r <l J , 

1 media offering must be Identical: Formats, lnventory,Audlenceand Measurement 

Core Yoo, T ,..t,o * I,(~ 

GOOG-AT-MDL-003977504 



k1 Date Text 

3 03128.12018 14 33 16 •btten1@google com +eveg@google com do you think we can wOf1c this into pr~ous slide? 

would ralhe< frame lhis as a ch.llenge than a finalz.ed segme,1a11on don'I ttlnk al parties have 
agreed to this yet 

1 0312812018 14 33 16 ITlOlle this Ola 
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December 2018 Headlines 

"The place to buy digital 
video. Period.•• 

-Ad Exchanger 

••everyone is talking about 
Display & Video 360 .... " 

-Digiday 

"'So fast, so beautiful." 
- Anonymous ,c 1ustomer 

.. How do we drive t"he be.st results 
for our advertisers? Easy. We extend 
the best technology Google has to 
offer with our proprietary rnsfghts . .. 

- Agency Holding Company 

.. The first time brands can 
truly turn Insights Into actions 
for their digital campaigns." 

-Business Insider 

.. You're really starting to see 
advertisers loverago tho power 
of Google for tho good of 

,,. 
users. 

-AdAge 

Imagine this time next year. You've been getting nonstop emails from CMOs about 
their desire to get on the new platform DV3, ASAP. You're getting constant linked in 
requests from people working at Adobe and Amazon. Everyone you know from 
Facebook has stopped speaking to you. PMs that left for Neal's org are begging to 
come back to DV AA. 

It's December 2018 and we've had a banner year, with a massive product launch, 
explosive growth in video, and major kudos for finally bringing some much needed 
innovation to ecosystem (formats! Audiences! New mediums!). Everyone wonders 
how we did it, it was such an ambitious effort. We mobilized 250+ engineers, 40+ 
PMs, and hundreds of sales, services and other support teams around this charter. 
Here is what we told them. 
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