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Product Portfolio for Buyside Team

Industry Our Historic Our Future
ProductCategory Product Portfolio Product Portfolio

l l l

DoubleClick
Campaign Manager

DoubleClick
Bid Manager | b
DoubleClick

Studio
p— Display & Video 360

o Audience Center
Formery known as .

Ad Server

Demand Side Platform (DSP)

Creative Authoring Platform

Data Management Platform (DMP)
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Android: Be the leading mobile OS

How?
Open source | Free | Broad
ecosystem support

Drive
Q&0
traffic

Drive O&0
& network
spend

Overarching Buyside Strategy: Be the Decision Engine

DV3: Be the leading OS for large marketers

-

-

B =

How?
Choice | Channel consolidation |
Source of truth | Superior ROI

DV3
becomes
decision
engine
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Let's take a look at how this strategy plays out in practice

Gross Revenue : $35
Net Revenue:~$13

B Hgh margn revenue (O&0)
0 Medwm magn revenue (Network)
O Low margin revenue (IPE)

Advertiser does not use DV3 Advertiser uses DV3
Total Spend $100 | Total Spend: $100
525 ~525 ~-$50
F
|
55
FB

. GrossRevenue:$75

Net revenue: ~$25
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Google T

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 leads
1. Creative & Cronut

2. Buying (Video & Mobile)

3. Deals, Audience & Planning
4. Actionable Insights

5. YouTube and Video Network

Tobuas

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

KIR team: DBM, Audience Center. ~140 eng
Vivek

Fang Ganesh

FE. 41 eng. FE infra, deals, API Brand, 25 eng. Custom bidding,
| integrations forecasting, experiments, lift.

David Alek

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

TrueView and Planning, 22 eng.
TrueView, Audio Ads, Planning

Chris
Audience Center, 13 eng. DAC,
Audience Module in DV360

Felix

Reporting, 12 eng. Data processing
business logic and billing. Infra is being
consoclidated on top of common infra.
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Engineering Team

NYC team: DCM, Studio, DBM creatives and
reporting. ~140 eng

Niranien
DCM, 53 eng. DCM, Cronut, Creatives
management for DCM/DBM

Ranajeet
Studio, Formats, 34 eng.

—_—a

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

. Steve
~ Brand, 12 eng. Reporting infra (Warp)

l Verification, 15 eng.

.

Franky
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We are
operating in
a complex
and highly
inefficient
ecosystem.

Google
products in
green.

mroQomY
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Market Dynamics on Demand Side
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Dynamic market with changing competitors every few years

DSPs Ad Server/Verification Network
1
© theTradeDesk INNOVID 9 videology
Main amazon oo - . _
Competitors | SiszI( criteo ...
R Appeus fucabook A
Adobe” u'*.':.;ri:{-'hnh'. Cloud
that have F@l =
bee Adap:
acqui:'.ed SIve GRACLE
Google

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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(" theTradeDesk

e $308.2M revenue at 16.4% margin in 20717 (52% YoY), 403M 2018 goa!
e Platform manages total of 1.55bn spend (51% YoY), 2.1bn 2018 goal

e B57 active customers
Focus on:

Growing omni-channel (reporting >100% growth in audio, connected TV, mobile video, native)
Global expansion, especially in China

Building an industry-wide identity footprint, amassing publishers, ad exchanges, and SSPs
increase the company’s data offering, which remains a large untapped opportunity

Building the tools to revoiutionize media, planning and buying.

Google

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’s advertising business

am azon Com. could reach $5 billion in revenue
— 1 ' e

in 2018

e Second largest DSP, overall ads revenue expected to grow 4-5x to S7bn in 2020 [51]
e Quality intent data. “FB knows who you are, GOOG knows what you search, AMZN knows what you buy”

- Henoel |':||'|' 1) nhas m 1"!-' I egse 1O theaam 1 aD NioD 1309 aimoygnt: Of pubhishar pyven iy

Focus on: _ : _
Apfocs Lruad CNITE GRouUDSE Ch as ﬁm H

* Heoert Moy '
w  “veprew O

¢ Upper Funnel Aeareness /
— . Amaror stopper thael haee o
; warrns but ! DL hared
FOLS AT i
11 1 ASN Retwrgetng | iy |
{1 J Pas Retargetog ”
= jauny ” \
Camtorneny, sparcieg of Ditavsng 0 0 Battom Funnel
omrimT Lads of Seoduce Comyersios A
S L)
T amwicriary
Mg dunmel Coneideraton

[(ASIN = Amazon Standard idenbficaton Number
essentaly product D as defined by AMZN

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
“| 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

Gongle
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--._- ADMETA Adaprv wm:u- HienMd | M
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&y Tanx O oreRA
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POWERLINKS INDEX £PY Y\ Yieldiab
COM

Google

50+ Exchanges with direct agreement

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

rUbICOH slashed take rate in half over 2017

5" AppNexus  reduced their take rate even further (8.5%)

o]
* INDE X EXCHANGE ~50% of their inventory comes from exchange bidding
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Cookieless isn't only Mobile and logged in...

Platform to be developed in collaboration with
NBCUniversal. Disney. Altice USA, Channel 4
Cox Communications, Mediaset ltalia 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

Tians®on (5 104 wa) Dotk o

Today Linear TV Rules

Future (12+ yis) Digital Dominates

Cioms Screan Convaig

with 20% of watch time on inear TV, As vewershp shits, raditonal and digrtad 70% of viewership now on OTT &
traditiona’ TV broadcasters & measurement companies am 10 be the cross-screan addres sable
100 sodutions reman incumbents soltion managing knear « OTT
- e
75 IS P — — . -du;ftl!
epena e .
50 i
25| ogne - 5 —
o] ' Hypothetical scenario

Stant with TV, add cigital via separate

Plan olusioems. Shuntd fowards dofosts Unified, sCreen-agnostic BIanning Based on Audience; DUOGELS SHift 10 SCatter, refect viewershi
Lirweai Cves the Top Dominan! playe's am winners 0 second

e N @ @ FOX e orox 0B Dhase (INCHuding some trad media)

Measure Helsen WSO RENTRAK (= Bangin Shift 10 & new currency (the next GRP)?

Google

- 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. Butapps on cTV gaining traction, and even more complex than solving
for mobile (more device types; HH level instead of individual)
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18

DBM estimated to be largest DSP accounting for ¥ of 3P Exchange spend

B 3P Buyers

B cém

B Acwaores AdWords DBM
AdExchange 53268 51864
AdSense 52 748 8276
AdMob $31.120 112
IP Exchanges §508 Sv808
YouTube §7 204 $1.248
Play 1204 $0

; .
F " '3 = 4 ™~ . Gmail $368 $0

I T

Open Ecosystem Owned and Operated

Estimates based on 4 x Q1 revenue, 3P buyers on IP exchanges estmated as 2 x DBM revenue

IP Buyers
$1404

3216
£1616

80
$0
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Risks

Go

Inventory quality*

Inventory access*

Erosion of identity on the open web*

<EA )

Sustainable profitability™

Amazon threat (already covered)

®@ DB

Brand safety spillover*
| * will be covered in more details

Inventory access

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 Fraud Ever’: Hackers Make $5M A Day By Faking

300M Video Views Loogle MIMHMMMHHM.MM .
Russsian Hackers Stole Millions From Video Advertisers, Ad Frand Company Domain Spoofing Be Gone: Ads.Txt
;. Al e e Will Filter Out Imposter Sites
White Ops reports biggest ad fraud botnet UBER SUESDENTSU'SFETCH - -
found yet: ‘Methbot' targeting high-CPM video MEDIA FOR FRAUD Big brands fund terror through
inventory online adverts
o ettt Adobe says it will help advertisers and s s s s s st gt

find out if they are getting
ripped off by ad tech companies
Methbot Brand Safety Chefbot Ads.txt Supply Path
Optimization
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large, sophisticated botnet attack

e botnet was discovered by White Ops (third party)

Nissan impacted w/ $5.7M spend in Q2 alone.

Blackout experiments
e Showed that large amount of inventory continues to

Two major botnet attacks in 2017 led to major cleanup
effort across Google and Industry

Chefbot

transact even when publisher ad server is shut off

What we did

e We proactively refunded ~$32M net
revenue impacted in 2017 (Q2 + Q3)

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

e Initiated major internal effort to align spam

crediting/debiting system (ongoing)

. : ! what protections
we offer
F——— T - Preep— e Launched ads.txt and pushed as industry
standard (>80% of DBM revenue covered)
2018
e Negotiating licensing deal w/ White Ops
e Investing in Supply chain optimization
Google -
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Header Bidding democratizes access to inventory - }3
while walled gardens are inaccessible to Google

[ spant 1n ADpS

“Amazon pitches publishers a =
new header bidding wrapper.” — . Walled Gardens
DIGIDAY | s
[N
“Facebook Is Finally Offering [}
HeaderBiddingto Publisherson a - -
Broader Scale” L=}
I I
"AppNexus and Index Exchange e N vt Gmes N G ey e M
Are The Header Bidding Leaders” 48% of US racked GAIA do not open a browser on their mobile
. device in a given day. 20% dont open a browser over 3 weeks.
a Apps even more important 10 capture NBU opportunity.

Ewi sy
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Amazron*

Facebook**

Google has no sccess

Google Accessible Display Inventory in Context

3P Exchanges Adx Gmail
Youtube
AdSense
Admob
Googée
w had hettaw =
data -
. Everyone = " Only .
has access = Googe s

DFP

Reservatlons*™=**

Vo
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External factors, such as Safari ITP, EU restrictions contribute to N‘l."
erosion of identity on the open web w/ many players having to
decide to comply, do full-on fingerprinting or go under

B rmcy

N Secoemy Pytvacy Welbstes Enenscns Avetied

Websae traching { y
| #3 Ask websites not 1o rack me |

e Apple announced and launched
within 3 months

e 10% queries impacted ’

. (27% 1-day loss) GDPR
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DBM Auction: Declining prices across the portfolio, not @
driven by any particular buyer segment

Auction prices are decliningboth for Big 6 All Holding companies pay now between

and other buyers 8%-9%
Google
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Starting Q1 2017, Advertiser
“Guardian pulls ads from Google = “Taxpayers are fundingextremism® | "Advertisersneedto gobackto
Sk v plemdamtly. | SSYEVSE s e
SNETON March 17tk 2017 i
Sy 00, 2017 The Guardian
Adweriineey at agencey Protderns aiie avteer sds are pliacsed
a2 (500 gle R
Eulbed Oy Chernom agie 3 1
mivmes ] —_—" O s 0 ® :
Trw (aoogle Dugday Netemry o Coablr{ Rk = :m:ﬁ
e vawnd by porgl st G N S —
stntes ewed by 5 s - Svrrtaasy desend
o A e
At N > & =2
é | VouTube i r?: ;':"'T:, pley e W when
Vo Tialp s s BOAGle # Puigs e of ‘ 3 ARG i P sl i
weln0h uohGbdeed by wien) of ek COTpaTYE. '_“_‘:‘_. AN e e whde
Google S
GOOG-AT-MDL-003977330






Google

CASHIMQNEY
I’'m gonnaimake it rain’
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Share of 2017 Revenue Growth coming from DBM + DCM
DDM
: DOM
Google |
DDM
DDM D{JM
Je .
Google

HIGHLY CONFIDENTIAL

GOOG-AT-MDL-003977333



Google

| DDM Revenue Overview
DBM Media $4,765M 102% $4.835M
% mediacost fee

DBM Fees SSBSM 100% 5563M ‘ol
DBM Total $5.326M 101% $5.399M

(S0%) (57%)
DCM Fees $168M 111% S187M N

% o CPM fee model

DRM Fees S70M 121% S84M
DDM Total $5 565M 102% $5.670M

(7Y s

c NTIAL

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 28% of media cost and fees

DBM Mediacost 2017

DB8M Fees 201/
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DBM 2017 Performance v. Annual Plan (media only)

DBM on AdExchange YoY % Growth DBM on 3PE YoY % Growth

I ;‘-"l-ur

JJ 2017 Plan:$1.858

2017 Plan:$1.84B
2017 Actual $1.95B (105%)

2017 Actual: $1.73B (94%)

Google

DBM on YouTube YoY % Growth

- P 2 e Foan ¥ spam a7 SR
—— ]- ke Nl :.E r— tefrmenistine g . :. ,;I_g___l
£ Satan TP o A % v iﬂf.. -
. l A ) ‘ Ads txt A .\ Salan TP _— ¢ T MASA
. “ :" I".." ‘H f\ : FE = .‘. 'l. - II: I*t Ads La £ '.-
:\ "'_-'I 4 1 ! n . . IIF-‘ ! WJt HiN i
":‘: Wiy U Eg.*.r '\' ¥ A | wap “‘{ -‘ycf‘l MR 1"@?‘. ! won oS\l
L W; ' .‘v '.'J‘ » I '.“1 1) l'g ,‘} P WL ,'.", :.1 A 1 A
4 "Jﬂ'f. Y NN i S kﬂ,\_ . A A
] = . -,.‘E .1; v U‘;‘*Eﬂf""i A ",,l-
e i " L™ il. - = L #
{ ¢ !‘r‘ﬂ”‘"
04 i

2017 Plan: $1.088
2017 Actual: $1.16B(108%)

GOOGLE. ...
CONFIDENTIAL

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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Video v. Display Trends

DBM on AdExchange DBM on 3PE
# B - vide e
- | nj.«'.r .
iyl 2017
150 '
B« Vids B : Video i
B Displa B Oeplay

L
" [}
i i
sulisnnl -
, m e -
2016 2017 MM T2

Bl H2'16-H1"17 saw major
expansion of 3P video
business, H2'17 video
headwinds, steady display

3 AdExchange is very display-
heavy, Y/Y growth coming
almost entirely from display

Google

Il YouTube is major DBM video

DBM on YouTube

Video
. [‘J Sphiy

B - Video
B Dupiay

—emmBmmnB
2016 2017

growth driver, especially
pronouncedin H2'17

GOOGLE. ..
CONSIDENTIAL

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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venue

verview

DBM Media $4,765M 102% $4 835M $6 840M

[53%) (20N (43%
DBM Fees $563M 100% $563M $726M

{31%) {31%) (30}
DBM Total $5.303M 102% $5.396M $7.666M

{(S1%) {S4%) f44%)
DCM Fees $169M 111% $187TM $180M

[ 4%) (7 %) [ 2%
DRM Fees S7TOM 121% 584_M SE{?M
DDM Total $5.566M 102% $5.67TOM S7.943M

.'J H\.l "‘ff-"-. “::'.-.'__

C
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DBM Revenue by Inventory

3/4" of the arowtn $ for 2018 are dependent on
' « and Google Display

$1.28

CGAO Display 1308 SA9IM Y7Y

2

$0.48

Google Disptay SOBEY 78%. -S154MYY
$028 ;

SIHAM Y'Y

$208B

$1.28

A4% .E.J.I\J TR 50.73

2016 2017

HIGHLY CONFIDENTIAL

/ - $0.58
- ..:_‘,I"I,s
5118 [REREETALIAG
Mo '|ill'h3h' Chagilary

6 7 8

46%

18%

b, ~S18TMY/Y

~-S103M YN

$2.18

-SBZ20MYTY

~S89SM Y /Y

$0.88

S117M YY

2018
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il g = . i i Fas
yO. Y0 [evenue in

] !

Revenue and Y/Y Growth %

Relatwely sharp growth declne 2016 to 2017 as product
matures (especially DBM on YT} anticipate 20 ppt growth
drop in 2018 to 39% YIY

Despte magnty of growth on mobsle DEM continues to be
the mast deskiop-heay font-end

Although magonty of growth on wieo overall excluding
YouTube wdeo growth contnbution fafls 1o 23% of total DBM

growth

HH

Google

DBM media only, including YT

g T L

Revenue Spiits (2018)

Growth Contribution (2018)

] -
o
T
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Americas still dominates, but faster growth in ROW

Heve o {wbokry] Revenua [waoaly] - YoY (52 weesis) growih %

B Arrericas
o
AL

;

§F §F 3
\Xﬁﬁ
s ¥ 3

E

Jan FO18 P et M Jan 200 et iy
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DCM: Video is growing by 39% y/y in 2018

Average Revenue Sm/ quarter 4yr-CAGR
$59 63 $68 569 Tofal +4% |
e
(51,1
| » TN
Google S
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DoubleClick Bid Manager by the numbers

S8B 5K 60K

Media under management Active accounts Active advertisers

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

e [n DCM, there are 930K active advertisers across all
accounts.

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

e Not to complicate things, but if asked, the reality is that every

DBM link doubles the number of DCM advertisers b/c of

DCMO (so the real number of participating advertisers is more

like 80K)

In DBM, 65%ish of advertisers are linked to DCM.

Of all linked DCM advertisers, 86% of them are only linked to

a single advertiser in DBM (a direct, 1:1 link to connect

programmatic and reservations attribution/creative).

e Of all linked DCM advertisers, 98% 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

e However, those who do cross-link tend to be our biggest
customers like:

e Top linked advertisers: Best Buy (439), Zalando, Amex,
Telstra, Google, KLM, Verizon, Diagio, HBO

e Forlinked advertisers, there are 9M active synched/shared
creatives in DBM

e [n DCM, there are 68M active placements/creative tags
generally.

e Almost half of DCM MuM is programmatic,
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DoubleClick Bid Manager Demo
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Googl

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

e |[n DCM, there are 930K active advertisers across all
accounts.

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

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

e In DBM, 65%ish of advertisers are linked to DCM.

e Of all linked DCM advertisers, 86% of them are only linked to
a single advertiser in DBM (a direct, 1:1 link to connect
programmatic and reservations attribution/creative).

e Of all inked DCM advertisers, 98% 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

e However, those who do cross-link tend to be our biggest
customers like:

e Top linked advertisers: Best Buy (439), Zalando, Amex,
Telstra, Google, KLM, Verizon, Diagio, HBO

e Forlinked advertisers, there are 9M active synched/shared
creatives in DBM

e [n DCM, there are 68M active placements/creative tags
generally.

e Almost half of DCM MuM is programmatic,
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Time Presenters
20mn | Payam Max, Viad
80min | Tobias, Roshan
4Omin | Roshan, Karn
Time Presenters
60 min Luke, Kann, Deept:
Pan3
Topic [Time  |Presenters
Product Strategy Pwot to Video Other Bets [120min | Deepti, Glenn, Luke
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2009 Real-time bidding on remnant inventory
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. Programmatic goes direct, on full-desktop inventory

B¢ and gets powss / efficiency of
auwdience al scale
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2016: Programmatic extends everywhere, cross-screen/device

_.---"'-_____
.-"'"F‘-_

Multi scrom, malt o
£NYEONTEe v

_{ Ciogs dewoe, new loomai s amnd
" AP e weallexd gandere
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2018 Buyside Strategy: The Pyramid

Identity
\ Latency
i - @ inventory quality/access
Code Yellow Projects / Business Serviceability
20% of eng resources / Imperatives " Brand Safety
\ DV3 launch
. ® Prominent modules
Prepare for migrations
Big Bets Display & Pivot to YouTube
80% of eng resources Video 360 Video X-Channel
. @ Living Room
Discovery, Packaging
& Forecasting
20% of eng resources / Apps Intelligence | and Q&0 Enterprise
? ? ? ?
1 App Video l Auto-Bidding l GmaiVMaps l Custom Algo
Rewarded Arb buying Audio APYScripty
App-instal Alerts/Recs  DOOH ADH
Google ‘o

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977356



r

Display & .
Video 360

Karin & Luke

35 min

Google S

Creative
https://docs.google.com/presentation/d/1Y8pRpXe7iggl91tdZfizDkX8ovgKRQ5gNjftnr2C830/e
dit#slide=id.g259e59bee2 0 349

Inventory
https://docs.google.com/presentation/d/1nkfO9hGGsOdvzjFsJyiVmxEh8Jn2LYnUSNFODeruWIE
4/edit#slide=id.g29c52578b1_0_59

Audience
https://docs.google.com/presentation/d/1yaxUNxb1fB8Y5ejKUciC7A_OWVEW3TJ_JgiAzm3C1
Hs/edit#slide=id.p

Measurement
https://docs.google.com/presentation/d/1bpW60UIEkwUMp-

ZxthbxRIFYXNLLT11SE4iQ27ygTuc/edit#slide=id.p
Show less
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Date

Texd

03727/2018 17 5616

| guess we could make that point in voiceover on skide 60 but given the pnor session | think
Suresh will be interested in the reservations >> programmatic margin opportunity

03728/2018 142213

| can voice over this but the margin thing is actually tricky because he very keenly noticed the
gross vs net thing, so it's not purely a margin story

03728/2018 1426 08

+kannb@google com Working through these skdes today (sorry for the delay) | think we need
1o include a shde on the pont of Cronut from our strategy perspective (i e long term goal of
shifting reservation >> deais >> programmatic) | think that's an important point 1o make with
Suresh upfront

_Reassigned to Kann Hennessy

03/28/2018 14 26 .08

Well yes, not margin %age, but it definitely leads to more margin $$ for Google
But yeah, your cal

et al R TR
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We are launching a unified enterprise display & video advertising platform

Our Product Portfolio
Today

.

DoubleClick —
Campaign Manager a

DoubleClick
Bid Manager L

DoubleClick E

Studio W

o Audience Center _
Display & Video 360

Aimed to be the leading OS for large advertisers
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Display & Video 360 benefits

‘Optimize brand objectives "~ More efficiency of daily tasks
and make data driven . better understanding of spend
decisions for media and and insights across buying types
creative together ‘ ‘and creatives
X Praciitionors

Speed san operational efficiencles
efficiency Ayl Toeus o gher value tasks
profitability strategy and differentiation

E | el ok R
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Launching Display & Video 360

Five Awesome Modules. One Fully Integrated Experience.
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Maurkeﬁng
Live 2018
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Display & Video 360

—— — — —

Campaign (DEM._I_J_M

Creative (DCM, Studio)

o

Inventory (DBM, DCM)

Search
Ads 360

Display & Video 360 @ Google Marketing Live 2018

July 2018

mm:mwm l

Google Marketing Platform

Analytics 360

Optimize 360

Tag Manager 360

Measwement & Attribution (DDM, GA)

Surveys 360

Google

Measurement
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b Google Display & Video 360

o O O il =

Creativ Inventory Campaign Measurement Audience

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

Creative. Meagurement. Mic drop.
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Create

Make making ads awesome
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E Creative Workspace
Poimn o

M stsn -
’*{’:Ir." 'I'l"‘l.‘_‘"rrﬂ." - -

e Personalization — your most recent
campaigns and creatives front and
center,

e CampaignHome - Goals and
objectives, creative briefl, insights,
and the launchpad for creative
tasks.

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

e Visual Ul - lists are boring, seeing
your creatives is delightful.

G‘DD@Q Comnficdert ind sl vt el 51y
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High Impact Formats — Discover
new innovative formats.

Test Drive — See how your assets
look in different formats.

integrated - Format
recommendations based on your
campaign goals and past
performance.

@ Format Gallery
P

Aote et 30
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’ Asset Library .
. wimmm @ ¢ AR § Sprwy | T 201 o

N -

e Organized — smart asset tagging  p—
makes finding and reusing assetsa  » -
cinch. -

e Collections - build moodboards, .
collect inspirations, and & —
collaborate on creative ideas. D v

e Powerful - image and video s
transcoding, live hot swapping, o i

Machine Leaming for creative & sumy
insights.

e Concepting - (flesh out)

Gw Conlident i al sl vagtial 31y
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Measurement

Which ads worked?
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Google -

Pixel Non-DBM DBM Total

non-1x1 198,553,196,653 117,789,673,496
316,342,870,149

1x1 231,136,718,192 35,120,207,230
266,256,925,422

Total 429,689,914,845 152,909,880,726
582,599,795,571

1x1/total 54% 23% 46%

DCM has been the “Operating System” for large, traditional

digital advertisers for 15 years

Advertisers use
DCM to measure

S21B+

of display & video ads
(& $16B+ of Search ads via DS)

Source -] aratynes of OLL ede Under
Ugrapemma! Al figures AR DBU fgures oe of QU207 rades NE 05
covers J0% of LLS Ssarch ~4%% of Dapley B afe 1us oniy

Including:

$2.3B on YouTube

$2.1B of ads bought by non-Google DSPs

SB00M-1.3B on Facebook
S860M on AOL/Yahoo

$480M on Amazon

S400M on Hulu

$265M on NFL.com

$265M on Pandora

S$80-300M on Snapchat
S210M on NBC sites & content
S$180M on CBS sites & content
S100-200M on Twitter

S$100M on Spotify

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

Increasing success "“_'"1- A
from point players in “wasual™
brand, attribution, app Tune

Facebook increasingly
‘closed to measurement
standards due to fears mm Agencies looking 10

about viewability differentiate with cross:
platiorm approaches
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For GML, we're pushing DV3 measurement end-to-end

Data & coverage Methodology Insights & actionability
_ @ 2. Brand measurement u 5. Measurement UX

L. aunch cross channel Unigue Reach .
a ‘. | aunch Brand Llﬂf.ﬂrn"Iﬂﬂigﬂ goals \ ﬁ Launch Instanmt M in DV360
Launch Tracking ¥ 3. Performance measuremaent @ 5. Custom measurement at scale
Ads In DV360 Focus on upcoming non-last-click | Launch Unified Data Transfer + Ads Data
(measurement bidding integration with Attribution 360 Hub integrations
campaigns)

94_=, . 7: Aiomiion & deckin taex
Announce new Quality Hub / Brand % Launch DV360 Intelligence sidebar with
Safety Center In DV3G0 optimization suggestions
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Migrations

Move things, gracefully.
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All The Things

17K 40K O9M

Accounts DCM + DBEM Linked DCM<>DBM Synced creatives
advertisers

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

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

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

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

e In DBM, 65%ish of advertisers are linked to DCM.

e Of all linked DCM advertisers, 86% of them are only linked to
a single advertiser in DBM (a direct, 1:1 link to connect
programmatic and reservations attribution/creative).

e Of all linked DCM advertisers, 98% 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

e However, those who do cross-link tend to be our biggest
customers like:

e Top linked advertisers: Best Buy (439), Zalando, Amex,
Telstra, Google, KLM, Verizon, Diagio, HBO

e Forlinked advertisers, there are 9M active synched/shared
creatives in DBM

e [n DCM, there are 68M active placements/creative tags
generally.
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Text

I -

03/27/2018 1808 40

+kannb@google com Suggest we cut for hme
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“Obey the prigciples withoyt B8ing
boundBy them.

v
\“/ 7 -Bruce Lee

i
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Display & Video 360 Unification Principles

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

Otfer a single product 10 our customers

Offer a simplet, unified contract, but

Customess may decide 10 use a subset ol
grandfather customer base (o enable migration

modiules

Single Account Keep our customers

Merge full stack customers where possibleto Making thoughtful cost/benefit trade offs and try
heip realize value of consolidation. to satisfy or improve customer use cases.

| PR R S ———

Slide 148
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Date

Tex

en

03268/2018 14.06 34

+kannb@google com Suggest we keep this as the last side, it's probably an important

discussion 1o have with Suresh but we wonl make it past this shde )

03728/2018 14 06:34

fine with me, moved it!
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Today

Time Presenters
20min | Payam Max Viad
80min | Tobias, Roshan
40min | Roshan, Karn
Time Presenters
60min | Luke, Kanin Deept
Part3
Topic | Time Presenters
Product Strategy Pwot to Video Other Bets [120min | Eve. Sara, Deepti, Gienn
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Market Overview
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TV/Video is a S200B+ global market; Video viewership and
growth will be driven by OTT and Digital Video & Apps

Traditional TV Over-the-Top (OTT) Services Digital Video & Apps

i g v - % %
Walch Sorodl an, Twest Play

IPTV. DVR. VOI

L lrveai V. A Jdressable I W SLUDECE

ETFLIX  amazon

B T e v

Virtua V. DVR / VOD)

Nre<t to Cons {
i B2
e &5+
Ads S$1808 S6H 520-248
Market: ST192B(2022) 208 (2022) S608(2022)

Google

- 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

Buy Measure

Digrtal, Apps, OTT, TV

l
00006 &

d f= - -

- As all of these options for consumers creates complexity for advertisers and
agencies

- Our goal is for DDM to be the platform where advertisers can plan, buy and measure
across all video content

- HOW/WHERE: devices and all channels

- WHEN: live, on demand

This vision / goal is well-aligned with what our customers are trying to do
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TV-centric, channel-first planning

e Max out TV reach then add online video
Favors TV: not reflective of time spent
e Digital and TV teams execute media plans

separately
Owiirey seoih
./ﬁ P repcze
E L T E T O 8 O]
" /;Wmm .'lu'-;l‘.m
'! v b reas

Buipe! | GR™

ooy Feres ;_,Tl“'-_'n. - s

Google

TEF._ Anni s

Today, video buyers are still largely planning TV and digital
video separately, but are looking to shift

Audience-first planning
Buliding a universal TV + video planning system
called *The DAN TV Stack” 10 optimize budgets 1o
maximize audience reach on any SCrean
Unity TV and digital Yeams

OgrrTEse 3 RCTHSN Farawe data o — INTEGRATED
CAMY g aourte
para' dats

caldvats rmmch — REACH

S

- CURVE

© o [I—

miclsen

.........

el T o R

Summary: Clients want to plan across TV+digital video

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

- 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

O @ = W LOrReAL ceico [l (3

Traditional TV buyers aim to maximize reach for Sophisticated digital-first buyers use precis
COMMON TACTICS COMMON TACTICS

- T - e .'.-I'-’.T.‘-.f'.-.l T I pea 'ty vy !.'._, MG

-
. Mastheads
EXAMPLE KPis

EXAMPLE KPis s [omniote

e (Cost per Point (CPP) e Cor

L ]

- 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 1p targeting

- They differin their KPIs 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
introguce a product of

"Brand”®

Awaleness
message, keep your brand
top of mind, and bulld

o
i tion
Find your highest intent
audiences n moments of
decision-making and
remind them 1o take action
Purchase
"Porformance”

Google

- 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 perf use cases to enable this
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Al verizon’
Adobe
woo B TS
RO ™= N oum

Cross-screen reach plwwning  Targeting & measurement

flegacy Tubemogul peoduct) leveragryg moblle & TV
subscribers

Platform strengths Potential 1o Capltaie on

cruss-stack itagrations Focus on eribution and

across DSP and Marketing prowing RO across

Cloud (DMP, Analytics etc) charnets

Google

Competitors are aggressively going after the video + TV
opportunity with powerful ad tech + access to unique media

Video-focused incumbents Ones to watch

amazon O theTradeDesk

prone video
mevideo QD
O roen shing huly
Favor abilty with agences
Full funned wipibiity into doe to service and
shopping across many nCemires
vericals yeldng in-marked
{ o chase data for Aggresaie partnecships
targeting A measurernent with 3rd pertes for OTT

tat goting & measurenent

- 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&0 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: $2.2B on DBM video, 86% YoY Growth
DBM accounts for 23% of 1otal Google video revenue;, video now Within DBM Video, YouTube is driving the
accounts for 40% of total DBM revenue majority of growth and now accounts for
.’ _ 3 over 50% of total DBM video spend
DB vides sooumts for 49 of owveras Wickat I8 now 20% of Lol revenye in DRM,
vioeo nevenue growth now 23% of spena ang the Tastes! growing sagment of revenus
va »10% in2015°
L R e -.....--. . N IO

- Last year was a huge year for DBM video
- 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: $1.2B driven by TrueView

2018 OKR 10 deliver $1.88 of YT revenue via Multiple Studies Show 60-80c of every DBM TrV §1 are
DBM - 50% YoY Growth, with ~90% from , incremental to Google
auction TrueView

™ Fargo Forecasting: 64-81¢
Forecast AW TrV spend for DBM adopters to create
counterfactual compare with actuals

Casual Impact: 61-75¢
Forecast AW TrV spend usmg statistical relationship
betwaen adoplers ve. nom compare with actuals

- Key reasons driving incrementality:
- 2015 - 2018 - 2077 2018 (p) e Media& workflow consolidati
BT W YT e e Accessing new dollars allocated to programmatic

e Unique feature sets (freq capping across media
e S1.218InFY 2017 {(B7% auction, 13 reserve) — ( eqcapping )
o S431Min Q417 representing 75% YOY growth . (o) 0 ’uﬁnﬂn’l’ SEARS
e 72% of 1otal DEM revenus in FY 2017 — Alistate baby

Google g i
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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 video-spend in Open Auction makes up half of total spend, with
2017 preferred deals and private auction capturing 1/3
= Dpen Auction
o dady
P —. « Private Auction
» Toadn T '**.
o + Preferred Deals
# Lpstn
* Stuiy - Programmatic Reserve
oner

» Alnays Oin

w AdX share of DEM non-YT grew 16% in 2017 10 40%

-

Auction (opens private) stil majority of video spend at 73%

o Koy ditvers include "fiight to quality”. ads. b, mApp growth e [Deals growth outpacing that of open auction, especially PG
(player size classification change) and sdoption of PG {150% YoY) and Preferred Deals (/9% YoY)

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 2077 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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visibility into and capture share of wallet

L All Media Buyers YouTube Only Spenders

Buyms oting DBM 1or YT and non

i B35 1M LdQ Spend S1TTM

We want customers to use DBM for all video spend, to gain

3P Media Centric

B youTube W AdY B 3rd party exchanges

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

e Unigue access 10 YouTube as anchor for dighal
video buying

e Leading buy-side platform (DDM) across search
and display, with strong client adoption

¢ Partnership with DRX offers unique opportumity for
unique inventary acceas and efficiency

Weaknesses

e Lack of penetration in traditional TV solutions
(inventory, planning, measurement)

e Limited x-media adoption for impact-based
measurement solutions (brand / search Nt

e Video capabifities not yet fully front-and-center In
platform

3l
-
- ]

wr
L

Opportunities

e Unique Google cross-device identity & measurement

e Leverage strong adoption with consumer (Noducts
(chromecast, YouTube TV, android TV) 1o disrupt TV
market, and accelerate digital / connected TV growth

e Expand ouwr display performance business 10 video

e Move 10 addressable / data-driven TV buying creates
opportunity to capture incremental TV budgets

Threats

¢ Inability 10 access premium inventory due 1o walled
gardens, relationship dynamics (e.g. FW, Amazon, FB)

e Strong competition from walled gardens, TV
incumbents and aglie video point-players

¢ Inability to prove efficacy over existing TV models and
change the currency (or others do it first / better)

¢ “Lighttouch” investment in linear TV may not be enough
10 win market long-lerm

- We are only covering video specific ones
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Product Strategy
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2018 Video Strategy: develop solutions to address the $200B
in video revenue converging across TV and Digital

key goals

Enable seamiess

ki ) I
invest in ‘fuuTuhe OHe transgition from linear
1 bigges! area of planning and 1 lm-pr 1) TV 10 connected TV
growth m'r-.i acioss all digital WI:IT 1 living room
differentiation video channels | [ ok 1?'
_!.{ AL
Discovery & Packaging
Help advertisers discover premium inventory across digital 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

BT

features 2-amy edlatnidy YouTube auction & reserve
YouTube reserve *

Non-YouTube video auction &
reserve

Benefits of YouTube via DBM today:

e Manage ALL YouTube + non-YouTube video media across auction and reserve in one place

e Compare performance of all mediausing key metrics like Brand Lift, Unique Reach and de-
duped conversions

e Consolidated reporting and billing across all media in one system

b e SRR v Olecowey 8 Podiagry
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DBM offers the same key formats and targeting for
YouTube as AdWords and BART

Forecasting
l £ s
TrueView forecasting during TrueView (In-stream, Actions, Google's searchinfomed Intent
campaign construction Shopping, Discovery), Bumpers signals and cross-device dala

b e SRR v Olecowey 8 Podiagry
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Cross Channel Video leverages our tech and data to realize
the benefits of consolidation across YT and non-YT

. Cross<hannel fotecasts

I‘

Budget pacing
Frequency management
Auto budget allocation
Real time targeting

miw
Measure
¢ Unique reach reporting

e CUomparable brand lIN studies
S e [Deduped conversion tracking

b ComvouTuoe  JEEEEEEEEET R w Doy A Patagry

- 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 buy
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 in DBM: Areas of Opportunities

e Launch alphas, betas and labs simultaneousty in AW and DBM Tor key
features (new ad lormats, largening capabilities)

e HMelp buyers more ¢asily maniage across You Tube ang non-You Tube video
given unique YouTube formats, audiences and identity spaces

e Reestablish clear customer value proposition (4% fee) and support more
programmatic capabliities on-and-off YouTube (frequency management,
cross-channe! buying)

e Commercialize clear customer segmentation between AdWords and DBM

Create Cleas

—_

) i*d‘:'".il-:-":.ﬂl-'.r-'-_:-“
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Apps: 86%+ of daily user time is now spent in apps, creating a
pool of quality video inventory for buyers

Formats
Enable taroeting of rewarded] oulsiream

ang vermical vdeo formats

Expose app nventory 1o sbgble demand by
foing e DloCksts (& g wewabisty bDrand
S ey )

Packaging
Yiin over opled-out atverticers with a
wideo-focused premiumn offenng

Core YouTutw ™ Disecrary § Sackagry

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 that
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 (device type fargeting. viewalility,
raporting, spam)

L0 gie

- 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)

Programmatic TV Buying TV Attribution with Search Lift

Google hber clypd
WIDEORBIT

FOX == [ oo © ﬁ,{ 3 il

esFn FX @ BBE - ! S

I

inable data-driven pamcution and work ficw Measue wmpact of TV armgs with Explore next day TV aning Oata and
= ASLE ImOac: O [ [ il e
ellicency lor mear and addreasabie T A : w2 C 1
ascroas national & local spots " demograptucs, genmes, networks & showas

- 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

[pa=iarmtmmtaee—________________ _Jes.ia] —
> == Sy AT |
C T T ey
B : —
: _ L YAS [ 2O
. ey S —
: , G A = -
- MarkwtPlace for YouTube B Premium Video pubkghers - Cirated video packages ncludng Top Video Picks
- Planning work sgacs . Dynarue guaramtaed packages weth Markethdakes
Google
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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Other Bets

Deepti | 30 minutes

Google
Intedligence
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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&0O
invest in nascent channels that will provide NBD
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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+deeptib@googie com FY1, added the following 3 shdes
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There is an untapped growth opportunity in apps

While DBM demand for app inventory steadily increases, there is a very large percentage of
demandthat is excludingapp inventory altogether

Both or no
targeting

App-only

Drsplay 6%
I|||||||||“||" il L

For compaisson ODM app mma i 27% of GDN total
(exchuding app promo,

s

Google

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 out

on apps
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How do we unlock more apps spend? Fix the plumbing
and focus on brand.

Expose app inventory 1o eligible  Win over opted-out advertisers with Grow demand by dnving DEM
demand a video-focused, premium offering adoption for pregrammatic

performance
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Google

- 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 requirements 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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Google Intelligence
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Better outcomes with Google machine intelligence across all modules

Automate

Orow autc budding spend 10 40% | pay-pa- Optimiration, ‘vausl search fof creatiess, and
outcome, custorn algo and reach opt for creative roconYrenGations
twaruta

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 perf 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 and O&0
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Emerging Channels, Direct Integration and O&O0 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 0&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 $38B 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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037192018 18.19.45 | +tmawer@googie com ¥ we're nol taking about Demand Product on Day 1, here's another
place we could add any key points on Day 2
_Reassigned to Tobias Maurer_

0192018 18 1945 | +deeptib@google com FY]
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Audio Ads in DBM allow buyers to seamlessly execute their audio campaign via
programmatic pipes.

Audio lets advertisers reach mobile users in Audio Ads in DBM are a great opportunity for our
new context buyers for a few key reasons

Digital Audio Drives Brand Results
Audio drives +60% Brand Recall and «52% Brand Interest over
benchmarks. Nielsan Catalina Solutions found that for top

2 O/ brands each S1 In spend drove S6 in sales
; o Seamless

Direct integration with DBM allows buyers 1o use thig new

minutes per day spent in audio format with the same ogrammalic functionality they know
spent on mobile only mode and love

We are fully launched with Soundcloud, Spotity, and Google

o e n
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27% of mobile tme spent 1S in audio-only mode
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OUT OF HOME is the fastest growing traditional media ($42B market, +6% Y/Y)

WHAT WEGET

Business expansion Business diversification Greenfield opportunity
Incremental marketingdollars Brand salfe, not susceptiblelo No other tech giants here yet
for Google ad blocking erofraud

WHAT WE PROVIDE

v mil il foodkewho then visited the BV X4

I visited BMW website
at 230pm

- 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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0&0 properties collectively have monetization goals exceeding ~S1B ARR for 2018 and ~$38+ by 2020.
Each of these properties have the potential to be SB+ properties as evidenced by similar-sized competitors.

2017 DAU 2017 Revenue Est 2018 ARR Est 2020 ARR
™M Gmail 450M e o | =
< S o~ 340M % ) $100M (display)  $65SOM (display)
G Feed | 110M &0 e | -

@  Photos 120M = =" 0
B News20 | $0 $50M  soz0me
@ iostagram - |

&

Snapchat

* Exciuding propert=es lie Slay that pre 100% tied 10 Ursverasis

v wiblee s b et eme
‘L“"u‘;\!l-

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/#591a33517b4f
https://'www.fool.com/investing/2017/03/26/instagram-is-set-to-make-a-killing-in-
advertising.aspx

https://docs.google.com/spreadsheets/d/1FxT-
KnwBnTRQkyNouN160OFNPfO1TJA8FUIQ024mTaiQ/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: $1.08bn. So let's use a round $1bn

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 $1.8B ARR by EOQY 2020, $2.5B ARR by EQY 2021, $3.0B
ARR by EQY 2022.

Here is the modeling we did with the Finance team:
https://docs.google.com/spreadsheets/d/1KSkwhMsdCmmv7920RFNDIiqz61YpJOjSD
3xfuyZgqébmo

SNAP: Brian Nowak, a Morgan Stanley who covers tech well (and usually asks Ruth
a question on our earnings calls), has them at 1.3B for 2018E (59% YoY).

Insta: Nothing reliable because FB doesn't break out insta, but seems like $6.8B for
2018 is a standard estimate. That's massive YoY of 87% rev compared to estimated
$3.6B for 2017A, but | 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:
Insta = $7.28

Snap = $4 .41

FB overall = $29.04
Pinterest=%$11.95

Seems reasonable, although Insta seems too low to me so the revenue estimates |
found may be low. Added numbers to the slides. It wouldn't be objectionable to
increase Insta to as much as $7.5B (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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Enterprise
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Big 5 Agencies continue to be an important revenue source for DBM...

Elﬁhmhtﬁ T otal DBM Spend
Sootcr Bates Fingnge (im LSS
Al the end of 2017, Big 5 Global agencies
accounted for 60% of total DBM revenue
The share of revenue has consistently grown
over the last 3 years
B e cousoen — e DA S

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 10 competition as
they've been more flexible to customization:

Glokal Agency Globe! DM Spend A = Trade Desk is agency favorite for quality of service and
S ri-q' usability/ease of use point of view. Though they don
have any proprietary data or full-stack offerings
o

Bt

Appnexus allows really deep customization whese
agencies like WPP/Xaxis and DAN/Accordant have
custom bidder build into Appnexus. But it's not a DSP

for everyone, agencies with real assets make the most
of their offering

* i
= Amazon AAP offers their shopping data in a way that
helps us predict future buys and targeting. They close

-
-“- .
o e - the gap between ads & shopping for true ROI
p—

v e e

s = Adobe is emerging a strong full stack player, with a
slew of recent acquisitions and is offering
strong/closedHoop solutions 10 agencies

ol

Google i e

- | 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 Add value through customization for a
better ROI

e Write API (limited) e Custom algorithms
e Stuctured Data Files e Ads Data Hub
e ScCripls
Ads Data Hub
. '

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 build 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 1P
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 1P data into
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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

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977434



APPENDIX

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977435



Three focus areas (further detail)

Focus area Current challenges What we're doing

Fopulw festutes have low coverage in app Prortizng and addressing sach issue some large
Ex —— - meniory (vewabity measurement. Jrd paty  #fforts sall have @ bag impact ("Fountain® for
q. pose app ory brand safety lists seofication eic ) repomng  wewsbsity) many small Bxes wil have » lrge umpact
- : on same device conversions s tyoren m sum Hepord on same device crossiD space
corvsne N ine-dem repotng

Budd a graat package of Agencies Lege buyers and intemnal saies Work scross duy- and sell-sade to Create & package of
2 imverdory, formats and teamis have 3 negative view of exchangs hugh-qually mventory that 1 safe & measurable wih
' condrod 10 win over Ofted-cadl  boughl app wwventory due 10 parception o great formals  Sell € proacively to well suted

advertisers low qualty and low eand safety adiectisetrs Gl momentum and leedback

Large perormance adwertisers uss Deep dive wth atvedisers to understand whech

Grow demand by dmang competing DSPs for m-agp spend  App festures could bong ther budget ta DOM  App promo
3 DBEM adoptron fou promo feafures st Deang budll out for @ k) Easy comvesmon Dacking with AAF ntagration

programmatic pedormance offenng Leverage Cronay 10 serve GDN templates  Sudd out

wideo formats

w B et AR L
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What they're asking for...

Every agency is aiming to (a) Automate Workflow (b) Generate Advanced Insights and (c)
Activate/Optimize Audience. Differentiation for an agency is derived via data, talent & flawless/speed
of execution

I nvisoned Agency/Google | ntegration

Googie Ads for Media
Other DSPs | Agency/Advestises RIW ABY for creation of Activation
' Planning L8 i campagn metadeta’ “ :
;' 11
Cadl for Auence Planning 4 q
Performance Metncs of e Send sudberce segments o
- — targeting avd recivee log leve
campaagn hevel q . ; :
= & performance metncs
. ADH
sl 0 M atcheng
Custom Akp

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

Non-Video

2017: $494M
2018: $893M
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2. Cross Channel Video leverages our tech and data to realize
the benefits of consolidation across YT and non-YT

(11 Tube

Execute Measure

Urufiie! gl g ooty caps Drand WA commrixm WacEng
optrrdiaorr  with LHA L ity raneT

e To realize gains from consolidation, our best features

must work across YT and non-YT (cross-channel)
seamlessly
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7 Event Sync

. @ Mediasynced

O eosyne cree pulse
CLICKON
%

'

3rd Party Tech: Where are we today?

)

wWywy civolution

/

Google

1 Brand Format
! rea:tﬁ ]

3 Ad verification
- DV adioox @integral

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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Various layers of access define our ability to buy

fp—
v
"~
- "H
:ﬂ
Ty
LS
&"'-i'..;_
S |
.
‘\

LAYER
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Executive Summary

(scope s GDN « DBM unless stated othenwise)

1. Level-setting how we source inventory today 4. Newtypes of inventory are emeging
a4 evolstion of display ads scosystem a. challenging our policies/infrastiucture
b inventory makewp (50 exchanges, adx, adsense.
admaob) § External factors
¢. DSPs used to be all around enabling broad a MP
access s neutral buying tool, but 2, 3, 4 challenge b GDPR
this c. Brand safety

2. inventory quality is a huge challenge
a Spam
b. counling discrepancies
e misrepesented hwventory
d brand safety concems
[

Price gouging strategies

3.  competition has changed significantly
2 usediobe Tum/MediaMalh and many others,
now its heavily consolidated (TTD, AAP, FB)
b walledgardens create all kinds of issues forus /
whiat we have acoess 10 v, not
¢ unigue value of DFF access is challenged by
Headtf Bidding and ecosystemn incentives

he - gin challenges, In addition 10 sel-
(Tod each of theve probiem osion
statement, what we are doing
an DM and knpact, how it PP ——
_compares to competitors)
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Display Ads Landscape (go/displayadslandscape)
: |
L]
— Dﬂ! : T {F * Ryl
i A e : t: :-:-.“h
m‘ oret a4\ © PuBr ' M“"-“ Come B
Vi Vsl oot ' Demand Sude “’-" 1-2%
e ESFW NT IRonve .- VIS, wacum | o . o
Lrme s g [TeE Y]
299 b | Omer The Date Dosh. | quumuaty K
Ad Server § ﬂ-':. [T — Buyen
v
B o Ay i ramgnsy |
Ois: Ayinein, nTn W
1-2% f1 el oy | 10-12% w
ety
g o g (I
Torso and
Small Publishors | g o sege
Tagat
i P v
[ ]
L qeiatwcs 1. Mo 3000 —
Caits omeprm g Pt d wi S Se— s Wharge s e s tage A
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Display Ads Landscape (go/displayadslandscape) |

L

]
Cronut (gofcronul) Croatrve Swite
St liwD

™ Demand Side ”f:"" 1-2%
- Platiorm —— O wesat. o
. Do e Wb Sty
i Ot Tie Trmoww Dt | o aty P o sl Large
L Arare Ademviyy  f— -
g LT 2% Buyers
-3 Tubabbops
- LT Ty
ﬂ —— *‘“‘ m-“m
™ ..—__
— 10-12% e Dy MAERT
bl n—“‘ -
s B s Ny - Mt
4 ST S N S Medka Planner | wese R—
Olcmbuin b Py _— (W o Wy
Oree etamums B |l
1-2%
L]
it et 13 Ageom DOTE E M“ - l_f———-l‘-:l:.-::
(emmpes |l Plaaid i =l Fa bPes—yiy P L e s 4

Google o s
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Overarching Buyside Strategy

Step 1: Be a media-agnostic
platform for large marketers
Why? Large buyers control vast majority

of spend and wamnt media-agnostic tools c
to manage thelr business.

Step 2: Consolidate all channels

through programmatic technology
Why? So we can maximize share-of-wallet

with large advertiser.

Step 3: Deliver superior ROl across all channels
Why? So we can influence spend and grow Google
O&0/network revenue.
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L0oe

rubiconN

PROJECT

e $155.5M revenue at 18.5% margin in 2017 (-44.1% YoY, margin dropped from 25%)

Focus on:

positive in Q4, 2018
Eliminated buyer fees (DBM was impacted by this)
Revamped auction to be first price as default

Google

e Eliminated 100 positions in 2017, S20M reduction of capital expenditures, expects to EBITA

http://investor.rubiconproject.com/news-releases/news-release-details/rubicon-

project-reports-fourth-quarter-and-full-year-2017
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“‘What gives advertisers pause
on programmatic?

ﬁAdvertiser

Perceptions

Media Buyers

N OO AW N -

. Bols/Fraud

Verification

Lack of human interaction
Placement transparency
Poor inventory quality
Brand safety

Pricing transparency

Inventory quality major concern starting early 2017

27%
22%
22%
19%
19%
17%
17%

Based on Q1 2017 Programmatc intelbgence Repon collectng feedback from top 200 advertisers in US and >1000 key decision makers
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"‘Biggest Ad Fraud Ever’: Hackers Make $5M A Day By Faking

PR G
Risssian Hackers Stole Millions From Video Advertisers, Ad Frand Company Domain Spoofing Be Gone: Ads.Txt

B A A Wik Filter Out imposter Sites
White Ops reports biggest ad fraud batnel UBER SUESDENTSU'SFETCH -
found yet. Methbot targeting high CPMvides  MIEDIA FOR FRAUD Big brands fund terror through
inventory online adverts
SIS " Adobe says it will help advertisers and - e o e

find out if they are getting
ripped off by ad tech companies
Methbot Brand Safety Ads.Txt Accountability Moving Forward
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ITwo major attacks over 2017, impact in excess of $32 o

“m N

(T ]

Chefbot: large, sophisticated botnet attack, likely via
infected residential computers; ~$32M net revenue
impacted in 2017 (Q2 + Q3); botnet was discovered by

White Ops (third party ad fraud) Sacie
p. — W coeee
e :“—-_
cnn S

=

U ] - 4 .
% i ' e
* L] ‘K 1“” ‘- " ‘1. ‘1 'hl" L

Nissan via 5”6 im;acted ;u! 35.}";.1 spenil in Q2 alone,

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

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

Initiated major intemal effort 1o align
spam crediting/debiting system
(ongoing)

CxtETTually | ! L i1 m'l
protections we offer

In active negotiations with White Ops 10
strengthen our ability to detect botnets
pre-bid
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I Misrepresented/Counterfeit Inventory

Blackout Experiments: when tuming off publisher ad Established Adx.txt as industry standard,
serving for 5 minutes, impressions on many exchanges launched support across Buy- and Sell-side.
continued to serve.
L ‘F?‘#H_ o _ﬂ’___,-— __-j‘r,:_;
S— — . _— rf' . P i B
e 80% of DBM spent adopted.
| = - el e Unauthorized inventory overlapped w/
botnet traffic.
Google i S
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Buy-side and specifically DSPs (DBM) used to be primarily focused on securing access.
However this position is challenged:

Executive overview of lollowing slides:

1.  inventory quality is a huge challenge

Botnet oftacks, spam, discrepancy deltas led to aloss of about 95M over 2017 - most of which has since been mitigated. in light of
brand safety concems In agrly 2017, adverticers demand better protections and guareniess on how their S is spend.

2 competition has changed significantly
FOF prOoapaTETNIC  Eanyees I3 e HrangG M Tandaionme CoMmganaes . data TTA"IW‘H‘ ad [ £ 57 4 ¥ and MEERUETTETE Mt 171#‘}'!1\; o Dwang
accparded  SUnTEs a0 Those wiEsh scale TDD AAS

3.  extemal factors are consistently challenging our business
MNew iventory doean’t always work well with exdsting policy/spam processes and often leads to revenue nd! llowing as a default
Ecogystem/Reguiatory changes have huge impact (Brand Safety, ITP, GDPR)

Google e
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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 DBM Jordan
Traditional Efficient Programmatic Programmatic Private Auction Open
Reservations Reservations Reservations Flex-Reserve Preferred Deal Exchange
100% inventory Guarantee 100% nventory Guaraniee 100% nventory Guarantee Some nhventory Guarantee No inventory Guaraniee No nventory Guarantes
100% Hevenue Guarantee 100% Revenue Guarantes 100% Revenue Guarantes Some Ravenue Gusrantss No Revenus Guarantee Mo Revenue Guarantes
First Look First Look First Look Frst Look Pratferrad Look Mo FrstLook
Tagless Tagiess Tagless Tagiess Tagiess
Payment Ciearance Paymeant Clearance Payment Clearance Payment Clearance Payment Clearance
Crosa-Campaign Opt Cross-Campaign Opt Cross-Campaign Opt Cross-Campaign Opt
Buyer Cames More Risk Seller Carnes More Risk
Inefficient Matching of Demand to Supply Project Cronut Efficient Matching of Demand to Supply
Google Takes 1% Accelerates Shift Google Takes 15% to 36%
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Date

Texd

w

0372712018 182928

Taken from hitps /idocs google comvpresentation/d/1 z21Pjfx-
mS0YQYpaMrcF doegZ 5 TbPxdiGENgGQb/\WBSwieditéshde=id g2a507948¢c_00

037268/2018 1423.04

+kannb@google com This shide is probably overkill but it's what | had in mind about the margin
side of “Why Cromut™
_Reassigned to Karin Hennessy _

03/28/2018 142304

yeah | think this takes away a kftie bit from the product story, mowing 1o appendix, we'll cover via
discussion if needed
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° Creative

7120 T

e Adcanvas

¢ Rich media

e Custom dynamic

¢ Google Web Designer
Integration

¢ Creative User Role

e Format gallery

e Storytelling

A workspace for creative agencies to design, produce, and manage ads at scale
-- The ad canvas is a visual-first Ul 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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Date

Text

1"

03272018 180121

Maybe we cut this section and just have 1-2 siides each on creative/measurement only?

12

032772018 180233

+kannb@googie com

10

03/28/2018 14 1544

| think maybe we cutrework these five sides? The launches arenl going o be meaningful in this
form to Suresh without context & skde 67 aready grves the concepl

0328/2018 141544

M appendix the 1-shkde versions
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o Inventory

= AL e T
NEAHING COMMFLE

i
% L ]

e Unified negotiations across
deal types and publishers

e Deal type simplification
e Tracked inventory
e Spotiight in Discovery

e Inventory planning
workspace

e Reach planning workspace
STRETCH

e Packages in Discovery
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@ Campaign

AME E DAl ‘sl ¥
= i
ol o \ .

e Campaign object

e CCO/CAD across RTB and
reseivalions

e Campaign trafficking view

(CE)
e Reservations in Campaign
Conmtext
STRETCH

e Full Reservations buying
workflow
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9 Audience

e Supporting Signed-in users
e New Building Expernience

e Event-based audience
building

e GAIA st management

o
n
-]
o
o
b+
o
o
s ]
o

PLANNED

e Account Linking (Settings
Tab)

e More Googlke Data

e Audience Composition

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

o Measurement

Instant Reporting
Ads Data Hub Integration

Unified Floodlight
workflow

Unified Reporting

Data Transfer V3

STRETCH

Landing Page

HIGHLY CONFIDENTIAL
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Audiences

Biggest audience module launch ever, period.
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Date

Text

13

0326/2018 1617 40

+kannb@google com Suggest we cut thes section for ime

03282018 16:17°40

k
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An Audience Builder to Rule Them All
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A New Audience Building Experience
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Competitive Landscape

" o, i — ——— i —— . . —— . =

Media, Entertainment, Communications
./',-‘___-\\‘_

‘ 4 n
Comcast ff AT&T - %

WEC Ly
T it it
."‘t'!'a- w ey
] i

Tirse Wairer

w e el R ok o o

More info: https://docs.google.com/presentation/d/140k4P2CyaBPZMf5XHKPZ5aC5-
bmgAWNRI3C6pBqY6UQ/edit#slide=id.p
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CTV support across DBM Targeting, Reporting, and Creative Managerm

Advertiser enables Connected TV device type Advertiser configures additional targeting & notes
targeting and augments additional detailed targets that their viewability targeting will not prohibit CTV
at the Make & Model level (i.e. Roku, Apple TV, etc.) buying while still being respected across other device

—tliras
e S
B s} alery
T P by s e
(s FL N YT T Wit e
Y Ser— » -
¢ Comwen Y Swews Tl
C 8 Seuress Teees T o —— fm::-—un-—l
B Vg o mr b Py S ey g e i e —
A g
A Pt Sy me 54 st Y
— ot | AAey fwem
ML e A Aty ekt R, bttt
& T Peces R P D e D e 25T kit it i U’lh&f cTV ’E"OHSHCIDSST
o ! Lara i A ket [t W Wt ® Reﬂﬂr‘m’g
P e e Creative management
..- Eiu-qmu--u“p--“ . Mspm = ;
e Sellside / audience data collaboration

w e T
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Price Gouging

There are roughly thiee types of auctions

Second price (buyer bids truthfully)
First price (buyer has 1o shave bids)
Dirty (called second price,

but really more like first price)

Project Poirot

uses machine leaming to detect non-
second price auctions and adjusts bids
down 1o win the same impression at
lowes! price

N

s sacond price above
price below soft floor,

!

" e

pric
M

2
i
§

Google

Al Mese AUCDoNs are
‘second price” howeve! the

.

Impact:
#7% AdX ($210M ARR)

% of spenad

Dirty Auction

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=0) to 1st price (soft-
floor=infinity), opaque to the advertiser

HIGHLY CONFIDENTIAL
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Inflated Queries @

Project Elmo
Exchangers send multiple calls for single query leverage cookie based budget throttling to
1o get multiple shots at budget ]hfoming and ensure more consistent bids across calls

then choose highest bid. ‘
+7.8% (5220M) increase on AdX

Actual Inflated

Google

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 (goal)

Head-of-head

Custom bidding + Siloed
maodels + CPM bidding

Transparency / control

sensitive use cases
Siloed models + CPM bidding

RMKT use cases

_ Shared models + Shared models 33

CPM bidding PPO bidding
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Outcome-based buying (PPO) delivers better performance @
to advertisers, brings margin flexibility

Intuitively, majority of performance difference
GDN/DBM is due to arbitrage, mostly due to pricing
and network optimization (Bernanke etc.)

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

Four options in GDN today
e [Pay perengagement
e Pay perclick
e Per perconversion
e Pay peractive view
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Publisher Ecosystem is Changing =

key points
Some strategic Walled Gardens Buyers are now Ul'ﬂ' o
publishers moving relme o Wik Wit able to bid on a per Fuoboot&Cm;
off DFPto Gooale Platf impression basis are estabiishing
proprietary Ad e ins as a result of dicact W
hnolog : relationships
Servers Header Bidding with pubs

There's a need for a new product maintaining Fair access,
privileged direct relationships and first party signals

| PR R S ———

HIGHLY CONFIDENTIAL
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Demand Product as a direct way to access off- s
platform inventory

Firstparty
Directpub Per-query buying Fair Access Google
relationship pricing signais Margin

Platform products

High
Ooff-Platform
Products High
A Aghiah @ sl AdSeiens
Cross-Exchange
DM o AWty hadad or x x Low
Demand Product High
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DBM to remain a largely auction driven business with Preferred Deals, PG and TG
contribming to less than <15% of revenue

Deal Growth on AdExchange (2016 vs 2017 vws 2018) Uedl Growth on Non-Google (2016 vs 2017 vs 2018)
on.f. 45% 170" L 3'15 201"1} 53% 78%
- 'mf = YIY YIY i i YIY YIY
)
oM
13
. —.us:-r"“"’? .31:“:- s
L2 Fral T
e e : *“’i’l Ty
Video Revenue by Aucthion (2010 vs 2017 vs 2018) Operducton Proaabator  PalesiDess Pogremmate Tagfieserstor
wee 10%
YIY = Opportunities
- [ 2?{:"5 ﬁu‘.jr- 158¢ 34”-""-9
YIY YIY VIV YIY o PGTG Last year we tid not see a lot of hokday spend come
oo via deails Possible these advertisers have dwect relatonships
[
e Safan TP will mitigate a ot of targeting efforts on DS web
00 e g Deals can heip bridge the gap Browser based PD deals can
help mantain reach for the advertiser and not sacnfice pricing
] - "' e for the pubksher

Cyeedatr skt Pelewtlmas  Pengrem—ste Tagiless-ssbor

Googie
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TREND #1: VIEWERSHIP

Linear TV still dominates watchtime, but will decline in favor of digital, especially with the younger
demographic

Device Preferences for Watching TV Series
U.S., 2015E, Percent

Lo
II
& |

=21 e

IMPACT: Agencies & brands will partner with companies that can provide cross-screen planning,

buying and measurement solutions: including linear and cTV

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 will 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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TREND #£2: INVENTORY
Premium video is hard to find, plagued by brand safety and IVT concerns

DIGIDAY
- FOCCAEN @ DO . DT Aol Gl After o year of rying to prove out PMPa, Netflix is pulling
. e away from direct deals with publishers as the human effort
wan 3 i : i
FT warns advertisers after discovering high and spend wasn'l worth the ROL. They do liks Top Video
levels of domain spoofing picks, and wish it was maore scalable globally

— . by

NETFLIX

.
e Ads.txt, created to help publishers fight fraud, isn’t being
adopted by publishers

IMPACT: Brands are tuming to TV, premium reservation deals, whitelists and 3rd party validation to

ensure quality — not easy to scale
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TREND #3: BUYING
Marketers are shifting from the "brand vs. performance” paradigm, in support of Byron Sharpe’s
philosophy on How Brands Grow

Double Jeopardy Law

IMPACT: Clients increasingly care about maximizing reach (to build brand salience), but also
about measuring "performance” in terms of attribution and sales lift

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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Competitive response
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DBM open auction video revenue by exchange and environment

o T T P
® 3= -
@ ieaduty
¥ sdaptv

Pallyw RO
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Ergivtroll
Nher

{1

Analysis over 2018-Q1
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Market context: 3 key trends
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Client segmentation
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¢ Reach planning and .
forecasting (incremental,
quality reach) .
e Discover inventory &
deals
.
L

Optimize to target reach &
frequency

Broad reach on premium
inventory (FEP, TV, OOH,
elc)

Extensions to linear TV
Bulk campaign and
placement management

CROSS-MEDIA & CROSS DEVICE

To grow “All Media” segment, must differentiate with further
investment in consolidation, and parity with AW/competitors

Brand lift
Attribution
Sales lift

Lo e, v Fom
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Agency advanced TV teams are becoming formidable
competitors (vs. target customers) to our pTV product

GroupM's addressable TV outfit, Finecast, to find
a common currency in the ‘walled gardens’ of
online TV

Google

HIGHLY CONFIDENTIAL
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Make video front-and-center in DBM to deliver $3.2B* in 2018

Bring Programmatic Power of Dl b Draeis i Unify planning, buying and
DBM to YouTube ‘ Wiy O i . measurement of all media
— Ot S
$1.8B on YouTube viaDBM $560M video deals; $3.2B on DBM Video
Align & execute linear TV
STRSTIEY SOOI Sy Cross Channel Video
Invest in our biggest area of growth Extend access to premium
content beyond YouTube, Discovery & Packaging
including linear TV
Areas tha! enable advertisess 10

spend their budgets effectively on

the mventory that already ensgis

YouTube is increasingly important, have to get that right

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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YouTube performance review

DBM-YouTube Monthly Revenue DBM YouTube Monthly Business Contributions

—  DEM YT auction &t of total YT suction®
—  DBM YT Reserve as s of total ¥T reserve

§1230.000.00% - /
- .
. —
/l._.'- \\i.' if e I
100 000, 0D F. ".-l‘_..'l -1\"_..l
7% 4 r
Y S .
=S ’-'.___/ l\._- ._,'
an mews D I.a-"" F LY
% __.'. _’,r
i o
i Ill“
".I'. .l _I.
- S1.21B in FY 2017 (87% suction. 13% reserve) s OBM-YT was 16% of FY 17 1otal YT auction + reserve
. S43ITM in 4 "7 repiesenting /3% YOY growth fevenue (1 7% of auction. 11% of reserve)
e /7% ol revetipe on mobdle. regeesenting 345 of all e DBMYT was 22% ol FY "1 7 total DBM revenue. and
DBM mobile revenue (04 “1 71 55% of total DBM video revenye

2018 DBM YT revenue OKRs: $1.79B total, $1.598 auction, $194M reserve

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

Fargo Forecasting

Use Fargo to forecast AdWorda TiV
spend for DBM TrV adopters to create
counterfactual. Compare with actual
DBM+AW TrV spend to measure
incrermentality

S"EEEREEBEER

&4 g1z of every DA TV 51 are Incremanial

Forecast AdWords TrV spend using
a statistical relationship between
DBM adopters and non-adoplers.
Compare forecast with actuals 1o
measure incrementality.

WW"‘W'

s |

AT

— [

- - e e - e

&1 -Te of every DEM TrV £1 are loncremental

Linear Regression

Sel first date of DBM TV spend as
day 0 (1=0). Train a lnear
regression model 1o forecast
AdWaoras TrV revenue and measure
incrementality

P A 8 F F R 0

- — e S = — — - -

locenclusive dos 1o Q4 sensanality impact

Result: 60-80c of every DBM TrV $1 are Incremental. Our best estimate for future impact is ~60c.

Google

HIGHLY CONFIDENTIAL

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

Text

—

03262018 155407

Move this stat to the previous shde and then delete this shde
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Advertisers are increasingly leveraging data to maximize audience rea
acrose screens, while measuring performance

LOREAL
PARIS
“I wanqt to reach beauty b
S
We can help you find people who have...
Googl C
facebook. amaze oogie “SeQMCAsT  verizon’
liked beauty purchased searched for beauty watched 1% interests In
pages beauty products products, beauty stores shows related to beauty from
(people (purchase data) or walched beauty beauty mobile & TV
marketjpe videos (STB data)

(search data)
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to capture the video + TV opportunity

Videc-focused platforms

A w '_.:-ll

'Marluﬁngladnrﬁung “Brand'hy & contant
cloud across TV & digital” experiencel

ple marketing”

Linear TV SSPg - QRO Facebook, IG,
- Linear TV: MCN_BdGers
Inventary - Facebook, Instagram, . BENget
Freewheel - AOL. Adap.fyStightroll PR Audience Network

Tubemogul cross-soreen - Oath (AOL One / Adap.tv

:umhg reach planning 05P) 'Sfcia! graph
buying Adobe Audience i - Nielsen partnership
Nielsen MRI - Mobile & TV subscriber dala
SR S - Convestro attrittion

. Sales lift (DLX)

smpetitors are aggressively building solutions

On<s to watch

amazon

“Reach customers who
search & buy on Amazon”

- Amazon
- Inmarket / shopper data

- Sates lift

JTE Y

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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& measyrement that spans TV and digital

L]

e

L ?1:- LAl and N.a

Measure results of your plan
L] I.i. 25 vl et 0 o

Google

hdobe / Tubemogul is gaining traction with plannjag

Plan cross-scraen capefalgn to optimize for incremental reach

2N ALK Danss L ]

- campaigns across TV and premium digital inventory

- [ aimeet Niplza 0 & MR (e, ©

Next evolution of the PTV product is cross screen planner
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id Date Tex
0326/2018 22 4927 | missing competitors

wdeology
TTD (include content on cTV investments)

-

«bitetti@googie com are there existing shdes we can use 10 bolster this section?

1 0326/2018 22 49 27 | we decided in the meeting 10 consokdate the compettive update into one simpler sikde that just

hits on the highights for tech competitors, while also addressing the media angle  Check shde
109 (just added) and imk what you think!
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TV/Video is a $200B+ global market; Video viewership and
growth will be driven by OTT and Digital Video & Apps

Traditional TV Over-the-Top (OTT) Services Digital Video & Apps

HETFLIX ﬂm_w.ﬂ
- Nﬁfﬂ mmw

WWATCH
"""“' &5

Ads 51808 S6H 520-248
Market: S$T192B8(2022) 2208 (2022) S608 (2022)
Google
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Opportunity: Capture video spend across digital, OTT and
traditional TV market as video market converges

TheGlobal TV + Digital Video Ads Marketin 2072

SOuTar CusTry Mo ermwiiewy 10T Freewnes FWC Envcer LMEDUNG ey imen InTemg)
rrictaten atide insplraton and [MEA eotmwtes by Bobert Carwes Dotnls o

Google —

Expected to increase fast;
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 viewership is still about 4.5 hours per day, but March Madness viewership grew -2 Yo ovarall driven by
younger demographics are spending more time on d}q“a| digital devices {mku apple TV, desktop, 'EDH) but traditional
video vs live TV Linear TV still dominated watchtime
¢ Digital Devices: « 10x YoY, 420K viewers
e Linear TV: 3% YoY, 8.3IM viewers

Source
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Date

Tex

-

03726/2018 2126 51

+bitetti@google com The domut chart on the left always bothers me because its so difficult to
read the legend or the percentages. Can we jusl make the point thal TV stil dominates on the
previous shde as voice over? +deeptib@google com

0322672018 21 26 51

| agree with you!

| thought we were deleting this shide (#101 and 102), and just keeping 103 ("The Global TV +
Digntal Video Ads Market in 20227)?
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DBM non-TrV video revenue

2017 Revenue by deal type 2017 Revenue by Exchange

bk

Ao ys | ®
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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 management
» Auto budget allocation
¢ Realtime targeting

Measurement
* Unique reach reporting
e Comparable brand lift studies
e De-duped conversion tracking

Planning
¢ Cross-channel forecasts

. ComsYouTube . DypeiComChanesl TV Edemsion - Doy A Packagog

Google

e To realize gains from consolidation, our best features

must work across YT and non-YT (cross-channel)
seamlessly
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Date

Text

Lt

03/27/2018 023547

+deeptib@google com add prospective features 1007

- A/B testing
- R&F opt
- unified brand It studies
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3.

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

WA U e

Discovery Packaging

. " A
LET, ng W ¥ ingiac # MR 0 Vel T
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YouTube anchors our video offering with high-quality,
attentive reach at scale

Formats Audience Measurement
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Opportunity: capture video spend across digital, OTT and
traditional TV market as video market converges

I he Global TV + Dignal Video Ads Marketin 2027

S808

o appe

$183B

Traditional TV ads

S8 TV oTT S748 Yoululw

Immediate opportunity
YouTube, OTT, digital video (short-form, out
stream)

long-term opportunity
Addressable TV, programmatic TV

T P — S S a—
v niufe wvigsaton and [ MEA e hewies by Bobeit Curwen [ =00 ¢

Google

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 g Capture TV Opportunity

n linear

n YouTube ou O A _
il ' V 10 connected TV wit living room

digital video

Core YouTube X-Channel App Video Connected TV Programmatic TV

"113 } sdvertisers discover pré N ETv
N z

Google

- 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

AdWards oMM B ogle

buyer’s Assistant to technology to empower
Google Media buyers to holistically

manage all of their media

In order 10 differentiate the experience of buying Google media,
the media offering must be identical: Formats, Inventory, Audience and Measurement

T (o Cov Cranee 1V Externion Otacovery & Packagng
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Date

Text

L

0328/2018 143316

+bitetti@google com +eveg@googie com do you think we can work this into previous shde?

would rather frame this as a challenge than a finakzed segmentation, dont think all parties have
agreed 1o this yel

032872018 143316

move this out
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December 2018 Headlines

“The place to buy digital
video. Period.”
-AdExchanger

“Everyone is talking about
Display & Video 360...."
-Digiday

“You're really starting to see
advertisers leverage the power
of Google for the 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 DVAA.

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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