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Part 1 

19 
March 

Topic Trne Presenters 

Introduction: Product Portfolio, Team Structure 20 min Payam Max, Viad 

Business Overview: Ecosystem revenue 60 min Tobias Rosnan -
Product Demo DBM 40 min Roshan, kann 

( Part2 

28 
March 

Topic Time PrMenren; 

Production Demo: DCM 60 min Lisa . Katin Deepti 
Product Strategy: 2018 Stratey Overview, DV360  

( Part3 

29 
March 
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Topic Time Presenters 

Product Strategy: Pivot to Video, Other Bets 120 min Deepti, Glenn, Luke 
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Product Portfolio and 
Overarching Strategy 
Payam | 10 min 
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Product Portfolio for Buyside Team 

Industry 
Product-Category 

• 
Ad Server 

Demand Side Platform {DSP) 

Creative Authoring Platform 

Our Historic 
Product Port1oUo 

• 
DoubleClick 
Campaign Manager 
DoubJeCllck 
81d Manager 

DoubleChck 
Studio 

Data Management Platform (OMP) 0 Audience Center 

our Future 
PToduct Portfolio 

l 

Display & Video 360 

-··--
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Overarching Buyside Strategy: Be the Decision Engine 

Android. Be the leading mobile OS 

How? 
Open source I Free I Broad 
ecosystem support 

Drive 
O&O 
traffic 

DnveO&O 
& network 

spend 

OV3. Be the leading OS for large marketers 

• ----------- . 
~ I 

I ' • 
C I - -

---

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

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

Advertiser does not use OV3 Advertiser uses OV3 

Tu Sptfld SIOO 

Gross Revenue : S35 
NetRevenue:~S13 

$t0 

S25 
f8 

I , 
.a 
f8 

JP EJich!"i!! 

revenue doubles 

C Hogh11W911-(0&0) 

0 M'°"'"' nwg;n •- IN--"> 
O u,,w nwgin ,_. (ff) 

TOIAI $lll'ld S100 

• 

$76 
OVJ 

Gross Revenue:S75 
Net revenue: --s2s 

uo 
JP£ 
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Team Structure 
Pay am, Max, Vlad 110 min 
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Undated archival photograph, restored . 

~•••wr•• ► 

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 -;...~ -, 

Kann 1. Creative & Cronut 

2. Buying (Video & Mobile) 

ROShan 3. Deals. Audience & Planning 

4. Actionable Insights 

Glenn 5. YouTube and Video Network 

Tobias 6. Inventory Access & Quality 

-··--
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Engineering Team: ~280 engineers across KJR and NYC 

KIR team: DBM, Audience Center. -140 eng 
Vrvek 

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

Ganesh 
Brand, 25 eng Custom bidding 
forecasting, ex.penments. llft. 

David 
BE. 24 eng. Serving support for features, 
in11entory quality, programmatic TV 

Alek 
True View and Planning 22 eng. 
True View, Audio Ads, Planning 

Felix 
Reporting, 12 eng. Data processing 
business logic and billing Infra 1s being 
consolidated on top of common infre 

Chris 
Audience Center, 13 eng OAC, 
Audience Module in DV360 

-··-·--
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Engineering Team 

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

Viad 

Niranjan 
DCM 53 eng DCM, Cronut, CreatNes 
management for DCM/DBM 

Ranjeet 
Studio, Formats, 34 eng 

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

Ste11e 
Brand, 12 eng Reporting infra (Warp) 

Franky 
Venficatlon 15 eng. 

...... -.... 
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Ecosystem 
Tobias I 40 m1ns 
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Weare -- --•••• 
operating in . . 
a complex 
and highly 
inefficient p 

E ecosystem. 0 
p 

Google L 
E 

products in -
green. .. 
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Market Dynamics on Demand Side 
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Dynamic market with changing competitors every few years 

Main 
CompetJtors 

Competitors 
that 

been 
acquired 

OSPs Ad ServerNerification 

theTradeDesk INNO 
amazon 

AppNexus 

M 

,._.. TubeMogul atlas 

Network 

[;, videology 

cr1teo 
facebook 

L 

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

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

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

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

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

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

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

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

13. YAM+ (Yahoo)- see above. 

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

15. Appendix competitive mega company bubbles Slide 107: Competitive 
Landscape 
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(1.) the Trade Desk 
• $308.2M revenue at 16.4% margin ,n 2017 (52% YoY), 403M 2018 goal 
• Platform manages totaf of 1.SSbn spend (51% YoY), 1bn 2018 goal 

• 657 act,ve customers 

Focus on: 

• Growing omn,-channel (reporting> 100% growth In audio, connected TV, mobile video, native) 
• Global expansion, especially 1n China 
• Bu1ld1ng 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 revolutionize media, planning and buying. 

HIGHLY CONFIDENTIAL 

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°/o in Q4 ($102.6M}, 
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amazon.com· •Amazon's advertising business 
could reach $5 billion in revenue 
in 20 18" 

BUSINESS 
INSIGHTS 

• Second largest OSP, overall ads revenue expected to grow 4-Sx to $7bn In 2020 [SI] 
• Quality Intent data. FB knows who you are GOOG knows what you search, AMZN  knows what you buy" 
• Header bidding has made it easier for them to tap into large amounts of publisher inventory  

on: 

• 

--------
0 :oat 

. 

'. 

• S:MrdlllTJ Lllllo.1 
.,-, J:J(Od,ct 

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

CD smartclip 
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appn~icus 

.. 
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• ,. 

unity Plottofmlo (a•mo-bee) G M O ♦ KARGO nelsprht adacale © VOOPtA 

POWERUNKS INDEX cou 
LL• 
.COM 

dalymotion Yieldlab 

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 

0c• 

rub1con slashed take rate In half over 2017 

AppNexus reduced their take rate even further (8.5%) 

g, 
□•N>EXDCHANGE ~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 Italia and TF1 
Group The partnership is aimed al better ad 
planning, targeting, execution and 
measurement across screens. 
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Linear TV & Digital Video will coexist for next 5-10+ years 

100 

50 

Todllf Lll.w TV~ 
--

~ '°' of-~ 11ml' Otl ""- rv; 
rrdVomll TV o,011tk,n•.,.. & -~ 

,oA;t,0,,1 ,_ ~ts 

_.,__,,_, tl!dt,. lrld11CWIIII - d9ft/ 
~ H71 IO Ile d!f CtOl,-IClflVI 
~ ~ lonelll •OTT 

F.ai.n <12<- 'WIii Clil]lt.al ~ 

~ ol M"' e,slwp ,_ o,, OTT & 
edctffslllH 

1$ -~~"=:!,.._J!~ -----------0 --Hypothetic.al scenario 

SlM\ "'1111 lV 1M10ill0 .,,_. ... 
•·orm - 1-l'Ut 110'.IOfl!l 

f& Q FOX 
n1cli.cn . ucl RENT RAK i..ano i !\ 

lw11ur1pi.,,.,, w111Nf'Sot­
Olla•ClftCIIIC1"'0_U., i:!IClla) 

St. , to•,_. OJfflSIC'Y l'l'll fflll OAf>J? 

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

...,,.,. 
■ '1ilM 

■- f,.dWonh D6U lP &,y.B 

AdExd>4nge D.261 Sl.16,1 51404 

AdS.- U 741 1276 S20C 

Adi.lob $3.120 $112 S216 

3P Exchanges 1SOII SI 108 $3 616 
:r..t 

Youlube S7 20A $1 248 so 

Pier SI 20,I w so 
0 

Gft\bTI $361 so Ml 

Open Ecosystem Owned and Operated 

Esuma&es based on • x 01 ~ 3P llU',ers on 3P exchanges estmated as 2 x DBf,t revenue 
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Risks 

Go Inventory qualilY' 

' 

•, Erosion of identity on the open web"' 
T E ,...,,,i,., 

l~Jlllr.!lf1!10< '9 
neootlll 

Amazon threat ( lreai:ly cov red) 
Amlllrr,n µtr.lllfV ..,..,.., ,; on Rf 11 

Brand safety splllover• 
' and I y iu.utS Jrm)3t:Hl!U!ftl on • wtn t..covered In morede'-1111 

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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·15tgg~ Ad l'niud E\~r': Hucl.~ns Make ,s.\l A 03} U} Faking 
JOOM Video V1C\, 

Domain Spooflng Be Gone: Ada.Txt 
Will FIiter Out lmposlar Situ 

White Oi:41cp111ts IJust ad frlud botact 
blld Y't 'Mttbbot' tarezllla hiib-CPM • 
ilMntory 

UBER SUES DENTSU'S mCH 
MEDIA FOR FRAUD Big brands fund terror tJ1rough 

on line ad\'ertS 
::~•..::-.:,::-t.t•~ ... ••-• Adobe says it will help advertisef'S and • 

publishers find out if they are getting 
ripped off by ad tech compinies 

8 8 8 8 
M~hb01 Br ndSafmy Chcfbot Ads.txt 

8 
Supply Path 
Optlmlz uon 

...... -..... 
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Two major botnet attacks in 2017 led to major cleanup ~bSiY 
effort across Google and Industry 
Chefbot 

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

Blackout expertments 
• Showed that large amount of inventory continues to 

transact even when publisher ad server Is shut off 

-

I 

Googe 

What we did 

• We proactively refunded ~$32M net 
revenue impacted in 20 I 7 (02 + Q3) 

• Negotiated with all exchanges 10 have 30 
day refund terms; limited default buying to 
exchanges w/ refund terms 

• Initiated major internal effon to align spam 
crediting/debiting system (ongoing) 

• what protections 
we offer 

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

2018 

• Negotiating licensing deal w/ Whlte Ops 
• lnvestlng In Supply chain opum1za1ion 
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Header Bidding democratizes access to inventory­
while walled gardens are inaccessible to Google 

·Amazon pitches publishers a 
new headerb,ddtng wrapper • 

DIGIDAY 
·Facebook Js Finally Oflerrng 
HeaderB,ddtngto Pubfts/terson • 

Broader Seal• l!l ii'i'J 2 ~ ~I 

-AppNexus and Index Exchange 
Ara The Header Bidding Lead6'S • 

TlmesperumArips 

I Walled Gardens 

· --
I ---- -- _.,.. ..... .... ..,__ ~ ... _. ,. .... ~ ...... ......,....,._,,, -- ---48't, of US tracked GAIA do no1 open a blowser oo their mobile 

deviC8 In a given day. 20\. don't open a browse, ewer 3 weetts. 
Apps even more Important to capture NBU oppor1unlty. 

-··--
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Google Accessible Display Inventory in Context 
OFP 

3PblhongK Cmall Reserva11on4-
• 

• 

Adnl.ob 

GO"QVU'I 
cm .... ,.,. 
"'9;•~ 
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External factors, such as Safari ITP, EU restrictions contribute to 
erosion of identity on the open web w/ many players having to 
decide to comply, do full-on fingerprinting or go under 

p,., ., 

WtltY'e ~""9 ~ Jbr1At- f f"J' C tr!I UKl«I! 

r ,._ '!'!ffl<1" "°' IQ ~ ,.... l 
• Apple announced and launched 

Within 3 months 
• 10% queries lmpacced 
• (27% I dayloss) 

* * * 
* * 

* * 
* * 

* * * 

GOPR 
[UC..,... D • P-at.-· • lte9-
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DBM Auction: Declining prices across the portfolio, not @ 
driven by any particular buyer segment 

Auction prices are decllnlng both ror Big 6 
and other buyers 
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Starting Q1 2017, Advertiser 

·Guardian pulls ads from Google 
aftertheywereplacedne,ctto 
extremist matenar 

•Taxpayef$ are funding extremism· 
At.re,, I Tu, 1011 

'-" 16: 20' " The Gu.ml Ian 

---

Go gle 
-~-~--

"'"'--a.,i.,-• c: ·,~ .... c._ ..... ,. __ .. 
__ ..,_.. ..... WO!llo .... 

... • .... u.~r...-s ~ 

--,,_, ... _ # C f ,..,. _ _, 
t 1 7 :r,.....,.,_..__, .... 

19 l# 

• 
• 

Tlll . ~ Tl\11.~ 

-.--... -.... -.............. ,.~ .. , 
..,... ..... 9 , .. 

Jilt .............. 

-'-•­
#It'll etr,Wlft 

•Advert,sersneed to go beck to 
basics to protect the,r brands from 
senousdamag,e(. .. J • 
Mire/' 17tit 2J)17 

-··-·--
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Revenue 
Roshan I 20 mins 
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Share of 2017 Revenue Growth coming from DBM + DCM 
OOM 

DOM 

DOM 

DOM DOM 
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DDM Revenue Overview 

Product  2017 Plan 2017 EoY% 
Achievement 

OBMMedJa S4,765M 102% 

DBM Fees $563M 100% 

DBMTot:al 101% 

DCM Fees $168M 111 

DRM Fees S70M 121% 

DOM Total 

2017 Actual 

S563M 

$187M 

S84M 

70M 

 

% mediacost. fee 
model 

CPM fee model 

COlll'lllU♦ JIAl ....,, 

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 

DSM •,tecitacost 2017 
08Mftet!S2017 ---

•cc•-• 

··-- --"""'"'-=--------~-- ------~---- -
Pf...,rlld Prtlr- Pr1>gr--'c DSM f 119 

Opal? Alldlon ~~JOwt~ _!DHh~ !,_- ~ A!!;uctlcN~ it ~etloft AeMtvadml 
10 ~2"' 10 ,, ,_ 9 !>9'.4 9 • ~ J r.s, t.A 

10 ·~ 91ft ,~ 
;) 6,l°' IIA AA tlA 

...... -..... 
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DBM 017 Performance v. Annua 

DBM on 3PE YoY ,. Grow.n 

c, 

II 2017 Plan: S1 .858 
2017 Acrual· $1 958 (105%) 

2017 Plan· $1 .848 
2017 Actual S1 738(94%) 

. 
,a on y 

DBM on YouTlbe YoY ,._ Growth 

C;llftl • ' 
• A. 

~ I / : 
v•; ~ : MAS,\ .,. 

D 2017 Plan: S1 088 
2017 Actual· S1168 (108CIC,) 

<iuo.G~ 
COlll'lllU♦ JIAl ....,, 

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

DBM on AdElcdlange 08Mon3PE 

™'" .,------- • • \ ,a.o ■ • :--.teo I 1 ... 

·~;i .1111 
pa Olept)f I I -

J 
I 

I 
~1 2016 2017 2016 I 

I 
I I 

I I 

760nl I I ~- ■ • W.O ■ . VJdto I I 

► e • Oisf , ■ DhiJ.1y I I 

il 
400m I I 

I ' 
o • ■■ l ■■ II I I 

- • ,• .. ~ -!I!~,'!- -
"" ' " 2017 

II AdExchange is very display• 
heavy, Y/Y growth coming 

D H2'16-H1 '17 saw major 
expansion of 3P video 

almost entirely from display business, H2'17 video 
headwinds, steady display 

DBM on YouTtile 

■ • Video 
■ Oi&pla, 

--· ■■ 111 :-016 2017 

■ • VldtO -~ 
---····· 10 , 17 

II YouTube is major DBM video 
growth driver. especially 
pronounced in H2'17 

<iuo.G~ 
COlll'lllU♦ JIAl ....,, 

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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DDM Revenue Overview 

Product 

OBMMedJa 

DBM Fees 

DBMTot:al 

DCM Fees 

DRM Fees 

DOM Total 

2017 Plan 

S4,765M 

SSS3M 

S5.303M 

S169M 

S70M 

2017EoY % 20170utJook 
Achievement 

102% 

100% S563M 

102% ss 395~ 

$187M 

121% S84M 

7Qf 

S726M 

S190M 

S87 ~ 

<iuo.G~ 
COlll'lllU♦ JIAl ....,, 
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DBM Revenue by Inventory 

3/4 or ir,e gro-;Jtn $ for 2018 ore de~ on 
T OUltU::Jt! and G0091e 0i1pl1y 

130'9 StJ93M 'f iY 

Goc)glc Ol11>h1y $0.58 /8,. $15-lMY;y 

$0.28 
S7" M YfY 

$1.29 

SOSB 

$1 .18 

2016 

.. 
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DBM mea,a only, 1nclua1ng YT 
n revenue In 2018 +39 Y/Y grovlth 

Revenue and Y/Y Growth % 
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Americas still dominates, but faster growth in ROW 
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DCM: Video is growing by 39% y/ y in 2018 

Average Hmenue Sn,/ qua11c1 4yr CAGR 

■ S ■ -• ■ ■ -Id-

563 S6I 

• 

-··--
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Demos 
Roshan, Karin 140 m1ns 
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• There are 12,000 active DCM networks/accounts, and 5,000 
DBM accounts 

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

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

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

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

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

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

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

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

creatives in D 8 M 
• In DCM, there are 68M active placements/creative tags 

generally. 
• Almost half of DCM MuM is programmatic, 
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• There are 12,000 active DCM networks/accounts, and 5,000 
DBM accounts 

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

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

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

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

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

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

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

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

creatives in D 8 M 
• In DCM, there are 68M active placements/creative tags 

generally. 
• Almost half of DCM MuM is programmatic, 
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Part 1 

19 
March 

Topic Trne Presenters 

lnttoducdon; P!'Odutl Pon!Obo, Team Structure 20 min. Payam Max, Viad 

Business Overview: Ecosystem Revenue 
• 

60 min Tobias Rosnan -
Product Demo· DBM 40 min Roshan Kann 

Part2 

Today 

Topic Time Presenters 

Product Demo: DCM 
Product Strategy: 2018 Strategy Overview, DY360  

60rnin . Luke, Karin Oeepci 

Part3 

29 

March 
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Buyside Product Strategy 
2018 Intro 
Luke 11 O m1ns 

HIGHLY CONFIDENTIAL 

Google 
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2018 Buyside Strategy: The Pyramid 

/\ 
tdenUty 

Code Yellow Projects 
20% of eng resources 

Big Bets 
60% of eng resoun:es 

Other Bets 
20% of eng resources Apps 

App VldltO 
Rewarded 
App-lnstal 

latency 
- -------- lnventoryquellty/ttCCess 

Business Sef'\lfceabi&ty 
Imperatives Brano Safety 

OV31aunch 
- ------------ Promlnent modu1es 

Display & 
Vkleo 360 

Google 
lntelhgence 

Auto-Bidding 
Atb bWfno 
Alerts/Reo 

Pivot to 
Video 

Prepare fOf" mlgr&tiOnS 

YouTube 
X.Channel 

_ _...., ___ Llvfng~ 

Emerging 
and O&O 

GmlllVMllP$ 
Audio 
000H 

Olsc:ove,y. Pec:kllgr"Q 
& Forecasllng 

Enterprise ~ 

CustomAlgo 
APIJScrtpty 
ADH 

-·-
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Display & 
Video 360 

Karin & Luke 
35 mfn 

l)'s,tl.y Ii 
Vldilo360 

Creative 
https:/ /docs. google .com/presentation/d/1 Y8pRpXe 7igg 191 tdZfizDkX8ovgKRQ5g Njftnr2C8 3o/e 
dit#slide=id .g259e59bee2_0_349 

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

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

Measurement 
https:/ /docs. google .com/presentation/d/1 bpW60UI EkwUMp­
ZXthbxRlfYxNLL T 11 S E4iQ27yg Tuc/edit#sl ide=id. p 
Show less 
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Id Date Text  

2 03/27/2018 17 56 16 I guess we could make that point in voiceover on slide 60 but given the pnor session I think 
Suresh will be interested in the reservations >> programmatic margin opportunity 

1 03/28/2018 14 22 13 I can voice over this but the margin thing is acually tricky because he very keenly noticed the 
gross vs net thing so it's not purely a margin story 

1 0312812018 14 26 08 +kannb@google.com Working through these slides todav (sorry for the delay) I think we need 
to include a side on the poinl of Cronut from our strategy perspective (i. e long term goal of 
shelling reservation >> deals >> programmatic) I think that's an important point 10 make with 
Suresh upfront 
Reassigned to Kann Hennessy_ 

3 03/28/2018 14 26 08 Well, yes, not margin % age but 11 definitely leads to more margin $S for Google 

But yeah, 'lfU call 

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

Our Product PortfoflO 
Today 

• 
DoubleClick 
Campa1c,n Manager 

DoubleChck 
B,d Manager 
DoubleClick 
Studio 

(!) Audience Center 

. ...,...______ . 

- -

----

Display & Video 360 

Auned to be the lead ng OS for large adverusers 
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Display & Video 360 benefits 

Optimize brand objectives 
nd make data d n 

dl'>r,,:,10 t media and 
croatl\le togeth01 

Direct 
Advertiser 

s 

. . . . . 
r,1ore efficiency of da l:,i tasks. 

beuer understanding ;>end 
, and Insights across buying types 

and creatJves 

operallonalefftelencles 
r ......... ,. 
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Live 2018 

-··--
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Display & Video 360 @ Google Mar eting Live 2018 
July 2018 

00M. Sll.00 & AC mqatlOn ~ I -~~~=== ========= 
G oogle Marketing Platform 

Display & Video 360 
- ------ -----a 

Campaign (DBM. DCM) 

Cleatlve (DCM. Studio) 

===~ 
Inventory (DBM, DCM) 

= ====I 
Audience (AC) 

::: 
MeaNement & Altrlbt.ltlOO (DOM, GA) 

Search 
Ads360 AnalYtlcs 360 

Optimize 360 

1 Taq Man8ge, 360 

I Sutveys 360 

Measurement 
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Google Display & Video 360 

0 
Creat1v 
e 

0 
Inventory 

0 0 
Campaign ~Aeasurement 

e 
Audience 

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

Campat s 
.:.._ ~as 

I! 0. fop , a,np11 bl< fop . . 
~ .. ... 
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Creative Workspace 

• Personalization - your most recent 
campaigns and creatives rront and 
center. 

• campaign Home - Goals and 
ob1ect1ves, creative bner, insights, 
and 1he launchpad ror creative 
tasks. 

• Collaboration - mtegrated activity 
reed keeps media and creative 
agencies looped in 

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

HIGHLY CONFIDENTIAL 

Confidential and Propreitary 

-- A ,, _ 

·­--- . 

·­o -- --
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Google 

GOOG-AT-MDL-003977371 



Format Gallery 

• High Impact Formats - Discover 
new innovative formats. 

• Test Onve - See how your assets 
look In different fOfmats. 

• Integrated - Format 
recommendations based on your 
campaign goals and past 
per r ormance. 

HIGHLY CONFIDENTIAL 

------,,_ 
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Asset Library 

• OrganQed - sme11 asset 1agglng 
makes finding and reusing assets a 
Cinch. 

• Collections - build moodboards, 
collect 1nspirauons, and 
collaborate on Cfeauve ideas. 

• Powerful - Image and video 
transcoding, live hot swapping, 
Machine Learning for e1ea1ive 
insights. 

• Concepting - (flesh out) 

HIGHLY CONFIDENTIAL 
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DCM has been the "Operating System"  for large, traditional 
digital advertisers for 15 years 

Advertisers use 
DCM to measure 

$21B+ 
of display & video ads 
(& $168+ of Search ads via DS) 

lnctudlng: 

$2.38 on YouTube 
$2.18 of ads bought by non-Google OSP.s 
$800M-1.3B on Facebook 
$860M on AOL/Yahoo 
$480M on Amazon 
S400M on Hulu 
S265M on NFLcom 
$265M on Pandora 
S80-300M on Snapchat 
S2 lOM on NBC sites & content 
$180M on CBS sites & content 
S100-200M on Twitter 
S100M on Spottfy 

~ - 'r9MOIOCM "-.,,_ 
W..o; 1 .,...., ... ~ at , ........ ,aa11 - ite 0$ 
- .... ~••I.CS$M.rell•~•·~--- .. • t• t• OOII' 

Google 

Pixel Non-DBM DBM Total 
non-1x1 198,553,196,653 

316,342,870,149 
117,789,673,496 

1x1 231,136,718,192 
266,256,925,422 

35,120,207,230 

Total 429,689,914,845 
582,599,795,571 

152,909,880,726 

1 x1 /total 54% 23% 46% 

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

Increasing success 
hon1 point players in 
brand, Hrtbut1ou, opp 

; T 
visual 

Tune 

Facebook tncreas ugly 
'closed' to measurl:men1 
standards dueto fearc. 
bout VICWllhUity 

group1Tl. 

■ 
/,get\Cics looking to 
dlf r erenuate with cross 
plotfOfm approaches 

• 

-··--
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For GML, we're pushing DV3 measurement end-to-end 

Data & covera9e 

CJ 1. CoUedion 

L unctl Tr acldng 
Ads nDV360 
(mca::Jrcmcn1 

np31gns} 

L:umch c10$SdU!nnnl UIUQ\lt Rucn 
Launc.ti 8rand llftcami> ton goats 

!,, 3 PtrfOfmanc• musur ment 

-~ focus 011 upcomlflO non•last-dlck 
bldJling lntogntlon with Attrfbul Oil 360 

~ • Co,. meas-1Jt tmont 

/\nno"Jnce new Quality Hub /6Jand 
Safo yCent In 0\/360 

0 5. f.~asurcnncun UX 

Lounch lnst1n1 R..,ort,ng in DV360 

A 6 CU'1om mui:ur11mcm•at11cal• 

i-u-i l • mch Ur11fi11d Data Tran:ifer • Ad O ta 
Hub ntogra1lorn1 

7 Automuion damiOn r;uppo11 

LoUJ'lch OV360 1ntomg9ne• ddwar \•,,u, 
opt n11 ,1!011~ons 

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

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

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

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

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

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

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

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

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

creatives in D 8 M 
• In DCM, there are 68M active placements/creative tags 

generally. 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977380 



Id Date Text 

4 03/27/2018 18 08 40 +kannb@google.com Suggest we cut for time 

Google .__ 
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Display & Video 360 Unification Principles 

Simplify account, product and commercial states while build Ing for users of the 
future 

Single Product Experience 

Offer a single product to our module customers. 
Customers may decide to use a subset of 
in modules. 

S1ngl1 Account 

Metge run stock custome•s where possible to 
help reali1e value of consohdat1on. 

Unified Contract I 

Oflet a simpler, unilled con1rac1. l11.J1 
grnndfatller customer tJas" 10 enable 1nrgru1lon 

Keep our customers 

Making thoughtful cost/benefit trade offs and 1ry 
ro satisfy or improve customl'f use cases 

Google 

Slide 148 
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Id Date Text 

5 03/28/2018 14 06 34 +kannb@google.com Suggest we keep this as the last slide it's probably an important 
discussion to have with Suresh but we won't make it past this slide ) 

2 03/21/2018 14 06 34 fine with me. moved at 
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Part 1 

19 
March 

Topic Trne Presenters 

lnttoducdon; Product Portfolio, Team Structure 20 min Payam Max, Vlad 

Business Overview: Ecosystem Revenue 
• 
Product Demo· DBM 

60 min 

40 min 

Tobias, Rosnan 
-

Roshan, Kann 

( 

28 
March 

Part2 

Topic Time Presenters

Product Demo: DCM 
Product Strategy: 2018 Strategy Overview, DV360 

60 min Lisa, . Katin Oeepci 

Today 

Part3 
( 

Topic Time Presenters 

Product Strategy: Pivot to Video, Other Bets  20 min Eve, Sara, Deepti, Glenn  

l _ 
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Video 
Deepti & Glenn 
90 min m1nU1es 

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

TraditionaJ TV 

Unesr TV A.ddler.snb!e TV 
IP TV DVR. VOO 

Ada $1808 
Market: $1928 (2022) 

Over-the-Top (OTT) Servicas 

.....,.,... .,l.lon (VOD) 

NETFLIX 8!rl8J n 
Vlnu3t MVP:0- . , " l 

You~ TV 

Dlre::t to COl'la:.irm (live TV vn , 

B l&il e! 
S~B 

$208 (2022) 

Digit.al Vid.o & Apps 

WalcCll, SClolL Snap, Tw, Pla 
listen 

$20 248 
$608 (2022) 

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

Pla_n . Bu.y. ) ,~~asu_re . 

D,g,tatApps, OTT, TY 
l 

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

TV-c ntnc, Cti ann.l•f irst pb nnlng Aucf'tnee•fll'SI planning 
• Max OU1 TV reset, ttlen ri ISd Ollllr1e 'V1doo 

Fa~'OfS TV 110l reflect h! Ol t!mo Cl)efll 
• Dig 101 ano TV I ams execu " media plans 

separately 

• B ng a unlvor I TV~ Vidro plannlng sym n 
ta !al -Y he OAN TV Staci<." to 01)1 mile bU<lgel.S :o 
ma.tmtze a.idience reach on nny scra->n 

• Uni ly TV an<! dig tnl ,,. ms 

----- T, MQO, -- iTtGUtn 
llCA t 
CIJINt; 

-··--

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 

TradlUonalTV buy rs lmto maximum reach to, 
tllelr target  demographic (" g., Adutts 18-54 

COMMON T /&CTICS 
• TV 

Non-skippable pre-roll 

Mathmedias 

EXAMPLE KPIs: 
• Cost per Point (CPP) 
• Total unique reach  {TTIP GRP) and frequency 

~ORl=:AL GEICO - .Iii 
Sophisticated digital-first buyers use precise  
targeti ng to reach peopl • most 1 .:eiy to conven 

COMMON TACTICS · 
• Pre-rost digital  fin.1 loon:ltS (TrueView, Bumwn) 
• 1 st party targeting (lncl. remarketing)  

EXAMPLE KPie: 

• Completed views (viewable and audible ) 
• Conversions. CPA 

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

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

• 

I 
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-··--

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

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

performance use cases, each with different strengths 

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

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

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

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

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

And they are going for aggressive partnerships with 3rd parties on the OTT front. 
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2017 in Review: $2.28 on DBM video, 86% YoY Growth 

DBM occooots for 231; ol total Go0Qtev1<leo r~ Video now 
RCCOIJtllS fOf 40\, of total DBM reV<."fltK! 
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m:ijonty of grow1h and oow acC01Jnts lor 
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-··--

- 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 .28 driven by TrueV1ew 

20 I 8 OKR to deliver S 1.88 of YT revenue vm 
DBM - 50% VoV G1owth, With -90% rron, 

aucuon TrueV1ew 
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Key reasons driving lncrementallty. 
• Media & work flow consolidation 
• Accessing new dollars allocated to programmati 
• Unique feature sets {freq capping ac,oss media) 
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...... -..... 
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2017 in Review non YouTube· 40% of spend on Google 
Media, accelerated by ads.txt 

AdX captured 40't of non YT video-spend in 
2017 
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On the non·YT side, here's how the revenue splits by exchange and by deal type 

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

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

i( All Media Buyers 
Buyer ndoinJngDBM tarYTnndnon 

YT medla 

Mo:.t cJcS r&bl" st-o,,,e!Yl· access to 
{:,nd Win bfoade! m!JO btJl1Q{:l 

You Tube Only Spenders 

AcU'v'tllUW' --~ 
l OCper,d St71M 

■ Voulu?M ■ MX ■ 3rd P<lrtY oxcnang11~ 

3P Media Centric 

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

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977398 



SWOT for DBM Video 

Strengths 
• Unique access to YouTube as  anchor for digital 

video buying 
• Leading buy-side platform {DOM) across search 

and display, with strong client adoption 
• Partnership with DRX offers unique opportunity for 

unique inventory across and  efficiency 

Weaknesses 
• Lack of penetration in traditional TV solutions  

(inventory, planning, measurement) 
• Limited e-media adoption for impact based 

measurement solutions (brand/search lift)  
• Video capabilities not yet fully front and center in 

platform. 

HIGHLY CONFIDENTIAL 

Opportunities 
• Unique Google cross device Identity & measurement  
• Leverage strong adoption with consumer products 

(Chromecast, YouTube TV, android TV) to disrupt TV 
market, and accelerate digital/ connected TV growth 

• Expand our display performance business to video 
• Move to addressable / data-driven TV buying creates  

Oppurtunity to capture incremental TV budgets. 

Threats 
• Inability to access premium inventory due to walled 

gardens, relationship dynamics (e.g FW Amazon, F B} 
• Strong competition from walled gardens TV 

incumbents and agile video point - players 
• Inability to prove efficacy over existing TV models and 

change the currency (or others do it first / better) 
• "Lignt-touch" investment in linear TV may not be enough 

to win market long-term. 

G 

- 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 $2008 
in video revenue converging across TV and Digital 

key goals ----------
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-··--

- 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 You Tube 1n DBM in 2015 to capture incremental 
budgets as the industry adopted programmatic platforms 

AdWo,ds 
You Tube SIJCllon API iDBM . ~ - .. 

BART O.J mo!\ st,t Cl -, GA 
•- z .. , _,.,,.,., YooTube suction & reserve , 

Non You Tube video sucCJon & 

Benefits of You Tube via DBM today: 

• Manage All You Tube+ non YouTube Video media across auction and rese,ve ,none place 
• Compare performance or all media using key n1e1rios like Brand Lih, Unique Reaeh and de­

duped conversions 
• Consolidated reponmg and billing across all media in one system 
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DBM offers the same key formats and targeting for 
YouTube as AdWords and BART 
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Cross Channel Video leverages our tech and data to realize 
the benefits of consolidation across YT and non-YT 
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- Cross channel is a very important pillar of our strategy 
- Advertisers buy YT in DBM and pay a tech fee to consolidate their video spending in 
one platform 
- In return they expect to realize gains in efficiency and effectiveness 
- To realize these gains, our best features must work across YT and non-YT (cross-
channel) seamlessly 
- If all channels are siloed, there is no advantage over buying via multiple platforms 
- Being strong in cross-channel allows sales to upsell DBM buyers who mostly bu1y 
YT, getting larger share of wallet 

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

- Lastly on the measurement front, having unified reporting helps you understand your 
unified reach 
- If the campaign goal is brand awareness, comparable brand lift studies help you 
understand the effectiveness of spend on driving awareness 
- And if your goal is conversions, conversion tracking attributes conversions 
appropriately, de-duplicating across all your impressions 
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You Tube in DBM: Areas of Opportunities 
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Apps· 86%+ of daily user time is now spent in apps, creating a 
pool of quality video inventory for buyers 
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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 uyes" by creating packages of video-focused inventory th1at 
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 

Mt:1keC1V 8 first-class citizen in 
DBM (device t.~ t . lllewsbl11ty, 

l('l)O(llnO, lf?Dtn} 

- 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 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977 408 



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

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

Discovery 
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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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App 
Google Emerging 

lntelHgence andO&O 

ReachuHrs O.hver better Consobdatenew 
where they are outcomes with channels through 
spending their Google machine DBM. build on 
bll'Ht intelfigence O&Osuccess 

Enterprise 

Empowerthe 
largest mariteters 
to create v•lue on 
top of our platform 

As Luke talked about, these are our other bets 

App 
critical innovation bucket 
user time dominated by apps 

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

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

1 03/26/2018 18 21 06 +deepti@google.com  FYI, added the follwoing 3 slides 

Google .__ 
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There is an untapped growth opportunity in apps 

While OBl.1 demand ror app Inventory sleadlly Increases, there is a very large percentage of 
demand that Is excluding app Inventory altogether 

-. ... 
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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°/o 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 rout 
on apps 
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How do we unlock more apps spend? Fix the plumbing 
and focus on brand. 
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- 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 viewabHity 
Instead of going to customers and asking them "why aren't you opted in", we want to 
go to them with this package and see how they react 

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

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

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

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

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

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

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

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

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

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

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

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

Direct Access, while still providing the broadest access to inventory, we want to be 
more explicit about the quality of our access and actively work on ensuring we have 
the best shot at winning each impression. 
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Id Date Text 

 6 03/ 19/2018 1819 45 +tmaurer@google.com  not along about Demand Product on Day 1, here's another 
place we could add any key points on Day 2 
_Reassigned to Tobias Maurer 

7 03/19/2018 18 19 45 +deeptib@google.com FYI 

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

Audio lets advertisers reach mobile users in 
new context 

197 
minutes per day 
spent on mobile 

HIGHLY CONFIDENTIAL 

27% 
spent in audio 
only mode 

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

Digital Audio Drives Brand Results 
Audio drive +60% Brand Recall and +52% Brand Interest over 
benchmark Nielsen Catalina Solutions found that fix top 
brands, each $1 to spend drove $6 in sales. 

Seamless  
Direct Integration with DBM allows buyers to use this new 

format with the same programmatic functionality they know 

and love. and time 

We are fully launched whn Soundcloud Spotify and Google 
Play Music 
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Id Date Text 

1 03/27/2018 14 38 31 27% mobile tuner client is in audio only mode 
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OUT OF HOME is the fastest growing traditional media ($428 market, +6% Y /Y) 

- OOH is also a perfect example of the kind of disruptive thinking we can bring to a 
new industry and also generate incremental budgets for Google 
- We can use the assets we have like the location history, GAIA identity and the 
audience data to change how advertisers buy this inventory 
- Let's say a user was at time square at 2pm and saw a BMW ad and later visit the 
BMW website 
- We can put all of that together for the customer and provide the level of insights that 
no one can 
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O&O properties collectively have monetization goats exce.dlng ... s, 8 ARR for 2018 and -S38+ by 2020. 
Each of the-se propenle.s have the potential to be $8+ propertJes as evidenced by similar-sized competitors. 

Coogl"' 

M 

G 
G 

Gmall 

Image 
Search 

fud 

2017 DAU 

450M 

340M 

110M 

Photos 120M 

e .. News 2.0 

@) 
© Pi e, 

2017 Revenue 

$400M 

SO (dfoplay) 
l1,0M(P1.,\sl 

so 
$0 

$0 

&t2018 ARR Est20Z0 ARR 

S750M $18 

$100M (display) $650M (dfsplay) 

$SOM $830M 

$SOM S350M 

S50M S220M• 

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

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

Gmail 2020 ARR: 
Momentum: $900M 
Assuming 20% YoY: $1 .08bn . So let's use a round $1 bn 

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

Feed Ads estimates are $1 .88 ARR by EOY 2020, $2.58 ARR by EOY 2021 , $3.08 
ARR by EOY 2022. 
Here is the modeling we did with the Finance team: 
https://docs.google.com/spreadsheets/d/1 KSkwhMsdCmmv7920RFNDiqz61 YpJ0jSD 
3xfuyZgq6mo 

SNAP: Brian Nowak, a Morgan Stanley who covers tech well (and usually asks Ruth 
a question on our earnings calls), has them at 1.38 for 2018E (59% YoY). 

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

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

ARPU check for 2017 numbers: 
lnsta = $7 .28 
Snap= $4.41 
FB overall= $29.04 
Pinterest = $11.95 

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

-
Glotiat l,QefqShacof lolal 00M SpeflS 
So..a.s...•-.a • ...,. 

52' ~~ 

. • . ........ 
...... 

-
2015 2016 

- Tu4c CIIIISN,,d 

$5.6 bn. - -... ,.., 

2011 

~S--•OI - -~~ 

• A1 the end of 2017, Big 5 Global agencies 
accounted for 60 of total OBP..1 revenue 

• The share or revenue has consistenllygrown 
over the last 3 years 

Google 

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 ... 

oi-a.....,~- .... 

.... 

• 

,.., 

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

1. Trade Desk Is agency favorite for quality of services 
usability/ease or use point of view Though they don'l 
have any proprietary data or full-slack offerings 

: Appnexus allows really deep customization where 
agendeS 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 

c Amazon AAP offers their shopping data In a way that 
helps us predict future buys and targeting They close 
the gap betwten ads & shopping for true ROI 

o Adobe is emerging a stroog full stack player, with a 
slew of recent acquisitions and Is offering 
strong/ closed loop solutions to agencies 

Google 

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

• Write API (limited) 

• St,oowed Oa1a files 

• S<:npts 

.. Jd,af:Ur 
Pf•,_,,r, 

• Custom algorithms 

• AdsOata Hub 

Adso.ta..., 

Afl'tt'C(• 
1--• A♦ fJJ 

dal:.ri 

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 tlhe 
margin they charge customers 
- Custom algorithms is a really cool feature that helps customers use their 1 P 
data or unique insights to optimize towards a business objective 
- We've seen some really good success with our early customers and our goal 
is to scale that more broadly this year 

And then we have ads data hub, that lets customers bring in their 1 P data 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 
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Three focus areas (further detail) 
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What they're asking for ... 

Every agency lS aim ng to {a) Automate Workf ow (b) Generate Advanced Insights and (c) 
Activate/Optimize Audience 01fferenuat1on for an agency 1s derived v,a data. talent & flawtess/ speed 
of execution 

OltmOSPs 

carrcr·, .:e 111...,, 
Ptlt;. Ct I.I ffnta d lt4 

I 

I nv1sioned AgtJ!CY/Cioogfr ln~ar1m 

c:i.,.T AOH 
u, .,..., 

u a 

Smt r :flmC1 "f'M"lll kl 
~ltd,~ .. b; 1,,--d 
,-tf:rtN«.r, llltfl'IQ 

I 

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 
tt1e benefits of consolidation across YT and non-YT 

' . 

-··--

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

7 Event Sync 
Media synced 

WYWY civolution 

TVadSync :tee,p se 
C LIGKON 

1 Brand Format 
( n:!at:t ,_,.. ) 

3 Ad verification 
( !?~ adlooJC ~,t.,e,1ra1 

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 

AD SERVER ACCESS BUYERS 

I I 
l j • 

Headerbiddlng &ehan ~ l OSPs -
~ 'I',.' 

-..... __ .._, --~ 

I ':; DBM 
lleatttiltOI -- '~,~~ I I . ..._ 

AdX ~'~ .. 
Orl First Look 0 

1= ••· I~-- EDA (TAOX 8ack11ll) 
' a.ct;UI ---- 2°' ......... I 

OFA -El«:hanve, Bidding - ~ 

------
~ Netwcrk Uneltems I 

•• ~ 
00.Mtrflll GQ9(;1LCQI IAI. 00 NOT SHARE 
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Executive Summary 
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Display Ads Landscape (go/dlsplayadslandscape) 
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Display Ads Landscape (go/dlsplayadslandscape) 
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Overarching Buyside Strategy 

Step 1: Be a media-agnostic 
platform forlarge marketers 
Why" Laroe buyers contrOI vas1 majority 
of speod and want media.agnostic tOOls 
10 manage thell business. 

DV3 
Ope_ratfng Sys1em for 

l arge Muketen 

Step 2: Consolidate all channels 
through programmatic technology 
Wh'f! So we can maximize shar~r-wallet 
With 1arge aaveruser. 

Step 3: Deliver superior ROI across all channels 
Why? So we can Influence sPMd and orow Google 
0&0/netwOtk revenue.. 

...... -..... 
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rub1con 
""0J l CT 

• S155.5M 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 EBIT A 
positive in 04, 2018 

• Eliminated buyer fees (OBM was impacted by this) 
• Revamped auction to be first pnce as default 

Google 

http://investor.rubiconproject.com/news-releases/news-release-details/rubicon­
project-reports-fourth-quarter-and-full-year-2017 
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Inventory quality major concern starting early 2017 

"What gives advertisers pause 
on programmatic? 

eAdvertiser 
Perceptions 

Media Buyers 

1 Bots/Fraud 21~. 

2 Venttcauon w. 
3 Laci< or human lnterac1ion 22% 

4 Placement uansparency 19% 

5 Poor inventory quality 19% 

6 Brand safety 170.. 

7 Pnc,ng transparency l '?Oo 

Based on O t 2017 PfOQ!111'M\3ttC k'lleligence ~ coleclf1Q feedt>K fTOn'I 10P 200 ~ 1n US and > 1000 key GeeiSa0n makers 

-··--
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·15tgg~ Ad l'niud E\~r': Hucl.~ns Make ,s.\l A 03} U} Faking 
JOOM Video V1C\, 

Domain Spooflng Be Gone: Ada.Txt 
Will FIiter Out lmposlar Situ 

White Oi:41cp111ts IJust ad frlud botact 
blld Y't 'Mttbbot' tarezllla hiib-CPM • 
ilMntory 

UBER SUES DENTSU'S mCH 
MEDIA FOR FRAUD Big brands fund terror tJ1rough 

on line ad\'ertS 
::~•..::-.:,::-t.t•~ ... ••-• Adobe says it will help advertisef'S and • 

publishers find out if they are getting 
ripped off by ad tech compinies 

8 8 8 8 
M~hb01 Br ndSafmy Ads.Txt Accountablli:y 

8 
Moving Forward 

...... -..... 
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Two major attacks over 2017, impact in excess of $32N@ 
• We proactively refunded ~$32M net 

revenue impacted In 2017 (Q2 + Q3) 
Chefbot.: large, sophisticated botnet anack, likelyvia 
Infected residential computers; ~S32M net revenue 
impacted In -t 

.. 
2017 (Q2 Q3); bomet was discovered by 

-
• Negotlated with all exchanges to have 30 

day 1efund terms; limited default buying 
to exchanges w/ refund terms 

• lnit,ated n1aJorintemal effort to align 
spam creduing/debitlng system 
(ongoing) 

White Ops (third party ad fraud) 

- -I 

l 

• what 
protections we offer 

• In active negoliations with White Ops to 
strengthen our ability to detect botnets 
pre-bid 

Nissan via OMG Impacted w/ $5. 7M spend in 02 el one.. 
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Misrepresented/Counterfeit Inventory 
Blackout uperlments: when turning off publisher ad 
seNing for 5 minutes, impressions on many exchanges 
continued to serve. 

Established Adx.txt as Industry standard, 
launched suppon across Buy- and SeU-s1de. 

-
-

• 80% of DBM spent adopted. 
• Unaulhorized inventory overlappedw/ 

botnet traffic. 
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Buy-side and spec1f1cally DSPs (DBM) used to be prtmarily focused on secunng access 
However this position is challenged· 

1. kwt11tt11Y ~1111 la a~ ct1al11n9• 
6otneumod:ci, pam,diu:u:pancydel~lcdto 111 uohstiout95Movet2017 mi»tohvt chna Gfnccbcfflmnlga1ed.lnlli,rtof 
llrUl!O nieiy ontl~ In earlv 2017 octrertl.GeJs dfflWld bf:ncr f)fotee1I0!1$ nn:s Q1131a.ntec on how ti S ls spend. 

2. ~"°" M.S c:han94d •lvnlflcantty 
• t!Jl'ld.i?;i~ CCl~tlltt 

3, U1Mnal ~ -,•ca.lltentlychall~•DOCM~ 
Ntt'I lnvcnto,y~t II wa~ work w I wf1t1exJ,n1ooolky q,am p,ocesaeflll!lCIOltcfll~ to revenue not U,011{; def I t 
EcO')'!otffl11Reguii10f) chang!!S t VI!~ Cl ( ont1 Safl!fy ITP CDPRJ 

...... -..... 
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By accelerating the move to programmatic deal types, 
Project Cronut creates a more efficient marketplace, 
defensible product offering and profitable business. 

DCM Jordan\ 

Traditional Efficient 
Reservations Reservations 

IOO~.,venlo1Y<luaro.111ee 
100% Revcnue<.raani •ee to&,, Re-.enue Guatlnlff 

fwlt loo Fl'Sll* 
Te~t 

P9ymer. C arance 

Buyer Carnes More Risk 
lneffiaent Matching of Demand to Supply 
Google Takes 1% 

DBM Jordan , 

Programmatic Programmatic 
Reservations Flex-Reserve 

I~ nventllt)' Guara11tee ~ ~ ra y :, 
I®% RevefWe Guarln!ee SO!NI Reveft&tt GUaromee 

f"ntloo fntloo\ 
T~ Taglns 

Paymetll Oearan« Payment Clearance 
:~lffJAIQ:l Opt C~911 Opt 

Project Cronut 
Accelerates Shift 

Private Auction Open 
Preferred Deal Exchange 

,.., • ' .. 1,0 ln~entl)C'.YGuarantee 
I R •~ Gue1111UU tlo Revenue Gual'llllee 

?reterrecl.oot Fntlolll 
T1gle» Tegless 

Plyr0iej't Qe11en« Payment CSe•ra.nce 
C~Opt Cron-Ca~gn Opt 

Seller Carnes More Risk 
Effiaent Matching of Demand to Supply 

Google Takes 15% to 36% 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977 453 



Id Date Text 

9 03/27/2018 18 29 28 Taken from https:docs/ google/compresentation/detail
m50YOYpaMrcfdoegZ57bPxdlG6NgG0btW88wedt-de=tdg2a5p7948c_(x)

8 03/28/2018 14 23 04 +karinb@google.comThis slide is probably overlot but it's whal I had in mind about the margin 
side of Why Cronut" 
_Reassagned to Karin Hennessy_ 

3 03/28/2018 14 23 04 yeah I think this takes away a little bit from the product story, moving appendix, we'll cover via 
discussioni if needed 
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0 Creative 

• Ad canvas 

• Rich media 

• Custom dynamic 

• Google Web Designer 
Integration 

• Creative User Role 

• Format gallery 

• Storytelling 

·-·-
" --
·­·---

---- _...._ .. 
-- - --- ----
Ill 

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

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

A3 
- Format gallery highlights Google's newest high impact formats 
- Storytelling allows cross format creative sequencing - allow brands to create 

personalized messaging as they move their consumers down the marketing funnel 
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Id Date Text 

11 03/27/2018 18 01 21 Maybe we cut this section and just have 1-2 slides each on creative measurement only? 

12 03/27/2018 18 02 33 +kannb@google.com 

10 03/28/2018  14 15 44 I think maybe we cut work these five slides? The launches arent going to be meaningful in this 
form to Suresh without contented & slide 67 already gives the concept 

4 03/28/2018 14 15 44 11 appendix the 1 slide versions 

------

- - - - - -
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Ci) Inventory 

HEARIN .. -- 1.:- ' 

• Unified nevotiarlons across 
deal lYl)es Md pubhshe18 

• Deal type simphfication 

• Tracked inventory 

• Spo11igh1 in Discovery 

• Inventory planning 
wo1k.spac.e 

• Reach plaMing workspace 

STRETCH 

• Packages 1n Discovery 

. ._ --·- .. Tplill. -
II ..... a -- -

--•o 

--- • 

11£3 0-... 

~ ~-------~ .. - . --- -

-----
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0 Campaign 

HEARIN- -- 1.~• 

• Campaign object 

• CCO/CAO across RTB and 
r~M1lion$ 

• Campaign 1roff'id<in9 view 
(CE) 

• Reservations in Campaign 
Context 

~ETCH 

• Full Reservations buyino 
workflow 

·­·-
--

<, • a 

-.......... _ ._ - - ------ _ , .. ·- -·-
8 I ...... -. 
If -.. -

• 
• 
• 
• 

--- -
[]] - -------

• 

- - -
- - --- ·--- -- - -- -- - --
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e Audience ·- - $$ 

·- -
INAA SS 

• supporting s,goed-ln users 
• New BuildinQ EXl)erience 

• Event based audience 
bUJidino 

• GAlA fist management 

PUNNED 

• ACCOIJJll Linking (Settffl{ls 
Tab} 

• More Google Data 

• Aud~ Composlrion 

·- -...... ---
-- · -- -- - a -- -- - •• • • --- - - •• • --- - - • • -- - - ·• • -- • -- -- - II .. --- -- _ .. 

•• ·• - • -- - - •• • -- --- - "'D .. ----- - - •• • ---
• 

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

INAAOGf:lE:SS 

• 1ns1ant Reporting 

• Ads Data Hub Integration 

• U-nified FloodfiO)ll 
worlcflow 

• unified Reporting 

• Date Transfer V3 

ITltflCH 

• Landing Page 

-
------------------
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Id Date Text 

13 03/28/2018 1617 40 +kannb@google.com suggest we cut this section for time 

5 03/28/2018 16 17 40 k 

Google .__ 

HIGHLY CONFIDENTIAL GOOG-AT-MIDL-003977 462 



An Audience Builder to Rule Them All 

--

~------------·----

• -­................... ._.. -
e 

--..... ---~ --

Alalae.-i ....... c.-.. 
~ ....... .. --·-

e 
...,,..,._ ... -·-·---------

__ .., 
QI-. .......... __..._.. --- -­................... ... :-.... .--........ 
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A New Audience Building Experience 

Create - -audience 
once.use in • many -
campaigns -- . ------.... - -- • - - • Oynaml~lly -- • - I I updated metrics as -- -·- Audience is 

Bring in DAC UX - defined: -- • -,c for cornbming -
audiences. • Demographics 
with DBM -- - Compos Ilion 
audience --- - C = Eligibiluy 

creation in REAL • 
TIME -- - - -- . ---- -- • 

1$ 
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Competitive Landscape 

I Media. Entertainment Communications 

AT&T 

Verizon 

Sing Tel 

Facebook 

Atlu 
Utt~ 

ll!llqi;I 
i'Jha!J:,l,t:o 
au>J\,.•• 

Tech 
Amazon 

E!MnenuTtdl 

Oracle 

1• 
!ffldM 
ffcr.tif 
~ 
~ 

- -

, 

-··--

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

Advertiser enables Connected lV device type 
tatgeting and au9n1ents add1t1onal detailed ta,ycts 
ul the Make & Model level (i c.. Roku, Apple TV, etc.) 

------
·--
............ ......_..,_ 

., _.., ____ ....., 

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

-"" ---
..,_. .---, "WU .. .tilba!!II 

Advt?nise. contlgu,es audh10nat 1argeung & notes 
that 1he1r viewability 1arge1in9 will not p1oh1b1t C JV 
buying while still being resp ~ted ocross other device 

G•-­
• 

-- ✓--

-
~ .................. 
• t_,...,_,r;, .. •----..­.. _ -.... -

Othe1 cTV effonsacross· 
• Reporting 
• Creative n1anage1nen1 
• AdSp.in1 
• Sell side/ uud,encc data collaborallon 
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Price Gouging 

There are roughly three types ol m101,011s 

• Scc:oncl price (buye, bids lruthlully) 
• First p11cc(huyc, has 10 slmvc bids) 
• D,ny (called second pnce, 
• but really more like trrs1 puce) 

CINr,ng 11'1('• ls 1--1 pnce abo',e 
IIOfl lloot, Int p11ce ti.low .oft floGr . 
.i.-.lwldfloGr 

... 11\fttauc:IOftt•• 
'I KClft4 s,me' II~ II\♦ 

Project Poirot ~
uses machine Jeaming 10 detect non \(SJ 
second price auctions and adjusts bids 
down to wrn the same impression at 
lowest price 

• • 

Impact: 

• • 

• 
• 

+7o/o AdX ($210M ARR) 

• 

• 
• 

" 

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=O) to 1st price (soft­
floor=infinity), opaque to the advertiser 
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3P 
SSP 

AWBid 

AW 

OP 

AdX 
RTB 

• 3P l 
SSP 

~ --_c_e __ 

AppAd 
Netw. 

SITH 
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Inflated Queries 

Exchangers send multiple calls for single query 
to get multiple shots at budget thronling and 
then choose highest bid. 

Actual Inflated 

Project Elmo 
leverage cookie based budget throttling to 
ensure rnore consistent bids aaoss calls 

-. 7 .8\ ($220M) ,ncrease on AdX 

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

Head-of-head 
Custom bidding + S1toed 
models+ CPM bidding 

Transparency / control 
sensitive use cases 

Siloed models ~ CPM b1ddmg 

Shared models+ 
CPM bidding 

RMKT use cases 

Shored models+ 
PPO bidding 

Tomorrow 
{goal) 

-··--
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Outcome-based buying {PPO) delivers better performance 
to advertisers, brings margin flexibility 

~ 

HIGHLY CONFIDENTIAL 

- 7 
AdWords j,.. ______ _,, Atb1trage 

j ✓ PPO 

[ DBM Flat Fee 

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

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

Four options In GON today 
• Pay per engagement 
• Pay per click 
• Perperconverslon 
• Pay per acbve view 

Google 
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Publisher Ecosystem is Changing ... 
00 
Q 

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

Some strateg c 
publishers moving 

offOFPto 
propnetary Ad 

Servers 

We"ed Gardens 
refuse to work with 
Google Platform 

technologies 

Buyers are now 
able to bid on a per 

mpress10n besis 
as a result of 

Header Bidd ng 

Lorge buyers 
(Amazon 

Fac:ebook& Cnteo) 
are estabfish1ng 

direct reillltionsh ps 
with pubs 

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

Platf9rm. prodt;K:ts· 

• ~~·-~- . 

~- ­

Demond.Product 

• Direct pub 
'~el~tlo.nshlp' 

- . 

X X 

... 
O'O 
Q 

---• 

1Googie I 
- !~~_rgi_~ 
---

High 

High 

LOW 

High 
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DBM to remain a largely auction driven business with Preferred Deals,PG and TG 
contributing to less than < 1 5% of revenue 

~• Gto'Mh on Aa[xth.1,ve (2016\"S 2017 •,r.; 2018) l){!.sl Gto-.v:11 on UM Goop'n {2016vs 2017 vs 2018) 

: JI. 3g•4 46% 45% 170 
z Y/Y 

UII 

,.a. m 

o• 

0 

IC 

a.. 

• 

i~,.. Y/Y Y/Y YfY 

~»,.. 
u, ""

716j)I ~t ~".., 
)151,,, 

M - - =• p I :o ... ..... ,: ... 
"'lll'.! uy Audlon (2016vs :i.'OH vs 20161 

19o/, 
vrv, ... 210., 

Y/Y 
60o/, 
Y/Y 

15 
Yf"I 

84~ 
Y/Y 

I 

0 

0 

8% 
YN , .. 20% 

YfY 
53o/, 
V/Y 

78o/. 
YfY 

tqP)t tr 

~ 

• P<YTG last y~ar we did llOI see a lot cl holiday spend c;ome 
V1i11 deals Possble the5e ecMlltlSer5 haYc CWKI ret.lnonshps 

• $.Ian fTP milgll:te a lol of latVf!l"III efforts on IOS v.eb 
Oellli canhcfp bodge the~ BrowserbMed POde.lls can 
help~ reach'°' 1he ~ and not ~n11t11 Pf!Clllg 
tOflhept.mlsher 
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·­·-• =-= =---·--:c.......-........ , .. __ ,. 

--
Device Preftrvnc• tor Watching TV Seri• 
U.S ,20lSE,P~ 

Do 
Cb 
c;J - .... -

-··--

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

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

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

OTT wi ll eventually lead, but this will take time 

Silo'd TV and Digital ad budgets will dissolve, as buyers think cross-screen for audience reach. 
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DIGIDAY 

- -
The FT warns advertisers after discovering high 

levels of dom.atn spoofing 

OpenS&atc 
I 

......... IIJt, 

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

Afla ., oflr't ngtoprove~ ~ t . llix pu11Inr, 
~, from d/roct dais wllh pub/ ,erg Ott the hum ll "on 
nd GJ)e!ld wnsn'l warth I.he ROI lll(!y 00 I i 00 Video 

pid,;B, nd vJtst1 1 v:as morn sen b glob.1Dy 

NETFLIX 

DtGJDAY 

- . . --
Ads.txt, croatod to Mlp publishers fight froud, Isn't being 

adopted by publishers 

...... -..... 
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Doubl• J~rdy uiw 

I - __ , 
I 

-··--

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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• 111h 

• tudl?• 
· ~h• 

e tlidlWIIM ·~ 
• eud:~l'IO . -""'~ 
• tritr~ • 

I --~- -- -- - - - ---- ~ - - --- - --- - ----- - ---=--=---=~-1 

1:Ana&ar,,,'c,veri20J"8l01'1 
1

/' 
•• --r., ·" -- 1'-1,•·-· _j -· •• , .1 I ' . -- -~ - ------=:::::::.------------- =-~--- - _----- --=-- ----= - - - - ---

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

PLAN 

• Reacll plann ng ond 
forecasllng (mc1en1ental. 
qlJillity reach) 

e 01SCOVef lrlVff It Ory & 
deals 

a 
Google 

• Op1lm11e to target 1e-ach & 
frequency 

• Brood reach 011 pren11urr1 
lnvento1y (FEP TV, 0011, 
et"') 

• Eitens1ons to linear 1V 
• 6u1k can1pa1gn and 

placement m:ui;,gement 

t 

• M.EASURE--; 1 

I I r - "'.'. 

- --

• Brand lift 
• Attnbutlon 
• Sales hit 
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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 
Ir has 11r\'en10") • commrrmnus from broadcasc,rs and STI ~ s.-r.1op btn 
part,wn and BT', You l'w, , alJd nd~-on-.1.tmon I fl 'OD) occ.w to 
D1.uo, a'), and ot1161 It s l1H•parmus l1T~ c111rem(1 ltmu~d to fi .:-t-tf>.~nr srn,c. 
TI -Pim n ar.d STI' but GrollJJ.\l promun thm ''"'"" ari.' com mg soon. 
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Make video front-and-center in DBM to deliver $3.28"' in 2018 

S1 .89 on You Tube via DBM 

Invest m our bigg~1 area of 910W1h 

S560M video deals; 
Align & execute linear TV 

Jnventory acquisition strategy 

Extend access 10 premium 
content beyondYouTube. 

including linear TV 

$3.29 on DBM Video 

Cross Channel Video 

Discovery & Packaging 
I • 

spend their budgets eff•ctlvely on 
ihe m,~tory lhal already (>)tS(S 

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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You Tube performance review 

DBM-YouTubeMonthlyRevenue 

IJIXjrmO'i) 

IOC,OCO, 

-: .. udulll II 1 ....... . ., 
• Sl.21BiOFV20I7(87 uc11on.1n.rosav 
• $431M ln Qt "11 rept\1!:e!!I O 75,;. YOY Of0\-.1h 
• 72'- of mvem.te on mobne,~••no 34~ of u 

DBM mob " 1iwt=r1 w (04 17) 

DBM You Tube Monthly Business Contributions 
- 08M Yi A1C101 u elf 11:$111 YT~• 
- DBM YT Rtww u,ol l(U! 'fT-

-
• DBM VTwa 16\. ot fY 171otal YT ui.:tloo .. ~erv 

I •·rltlC (17'i. o' ftl)ci on.11\ of I\: :efl ~ 
• DBM YT "'EW 221'. 01 FV ·11101111 DBM rE.>V '11 oocl 

5S of rrunf DSM \idoo ll'VMOO 

2018 DBM YT revenue OKRs: $1 79B total, $1 59B aucbon, S194M reseNe 

-··-·--

* TrueView + bumpers only. Non-skips, sparkles, etc not included. 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-003977 486 



Incremental ity Analysis - Counterf actual Methodologies 

G •~~~~=1 a Fargo Forecasting Une.ar Regression 

Use Faigo lo fcxecast A<JW01ds TrV 
~ for DBM r,v cJoptl'lfs 10 oea1e 
counlerlactual. Contpare With &C.IUal 
DBM•AWlrVapmd 100 s·JTe 
lnci e.rnentahty 

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

F0tecast MWort19 T1V spend us!ng 
a statlstieal rclatlonsttlp bt>tw.,.,.n 
DBM ru!op• $ and noo-adoptc,s 
CQmpare '°' a I \';llh ctunlS 0 
meusu,,. ,nc:tementat 1y 

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

----·--•• --

Sel lbsl d>1te ol DBM r,v spend OS 
dayO (t.0) r,atna llnear 
regi esslon modcl to lorecas1 
AdWOfCS TtV rev ... -nue and meQltlfe 
lnc,~nlaflty 

- - - . . . . . - . ----- -- - - -· 
M Uc at nnv TtV SI an bK:ttmffltal t ~ rif every IJUM TTV $1 uni tmmtal ~fn d ... toO.. umalitY hnvad 

Result: 60-80cof every DBM TrVS1 are Incremental Our best est/mare forfuwre Impact Is - 60c . 

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

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

1 03/26/2018 15 54 07 Move this stat to the previous slide and then delete this slide 

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

~OREAL 
PARI S 

We can h ho have ... 

facebook. Go gle " verizon✓ MCAST 

libd beaUty purchased sNRhetl for beauty watched lntarf!Sts IO 
pages beauty products l)(Oducts. beauty ston,s &hows related to utyfrom 

(people (purchase dal11) Of W8lched beauty beauty &TV 
markel videos (STBdata) 

(search dala) 
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~ "' petitors are aggressively building solutions 
to ca-..... e the video + TV opportunity 

lnv ntOf)' 

PGMlnO ,.~ 

MON 
"MatktunO advtrtialng 
doud across TV & dlvial' 

Uncllf"TVSSP5 
Facebooli. lnst19em, 
fr~ 

Tli>emogul c,or;s-m 
reach p4anolng 

l.dobe 
!risen 

.AtnltldW-Vey1i 
Nle!~XCR 
Sales ft 101 X) 

• t41nt 
•JCP n • mam•unv· 

• L l!Cal 
0: F aod>ook,. IC 

· AOl.A Nclwor►. 

06th (AOL One I AdiJQ.tv 
OSP) Soolalgraptr 

Mot, ,.. & TV Sib;,:,~ dal • 
N lelllCfl pa«nerGhip 

Convemo Gtllibulloo 
• Site lll&ltallcn h h 

• Rem customer. who 
surd'I & buy on Amazon• 

Amazon 

~· ft 

-··--

The Trade Desk (maybe just for talking) --> doubling down in flexibility for PG/reservation and 
identity solutions (e.g. cTV announcement) 
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,, __ be I Tubemogul is gaining traction with plann · ,n4'W 

& me rement that spans TV and digital 

- -- -------• • 

• • • • - -- .. - ... -.. 

"",,..IV" to optimiz tor mc;romontal r•adl 
• UplO d • lV plitn, Of CltOOSt! from IOl'lclll ptiln 

• PIIUll~ tO IOOI nlOdelll dt."'Skfop mobile. TV lo the nf?tWOrt! 
ivcl us1ng N SllO XCR panel d&tn 

~ ~mp .. gna aeson TV nd premium dlg,al In~ tor)' 
r.in,,,rn,f And local nea, TV: fiJtl Episode cornent 

mec. !l, Foceoook.. lnstngram. etc 
• Targttl Nk-tscn 00 mf MRI (cg 'm.£sal"B lovess") 

Mn.wr• recu-ru. of your pl.In 
• N~~lfled demo 
• SaiesUII 

iiliiiiil"-

-··--

IM 

Next evolution of the PTV product is cross screen planner 
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Id Date Ted 

1 03/26/2018 22 49 27 missing competitors 

videology 
TTD (include content on CTV investments) 

+bltell@google. com are there existing slides we ca use 10 bolster this section? 

1 03/26/2018 22 49 27 we decided in the meeting 10 consolidate the competitive update into one simpler slide that just 
hits on the highlights for tech competitors while also addressing the media angle Check slide 
109 (just added) and lmk what you think! 

Google .__ 
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TV /Video is a $200B+ global market; Video viewership and 
growth will be driven by OTT and Digital Video & Apps 

TraditJonal TV 

Unesr TV A.ddler.snble TV 
IP TV DVR. VOO 

Ada $1808 
Market: $1928 (2022) 

Over-th.-Top (OTT) Services 

Sutlsa r,l.lon (VOD) 

NETFLIX 8!rl8J n 
Vlnu3t MVP:0- . , " l 

You~ TV 

Dlre::t to COl'la:.irm (live TV vn , 

B l&il e! 
S~B 

$208(2022) 

Olgi~I Vi* & Apps 

WalcCll, SClolL Snap, Tw, Pla 
listen 

$20 248 
$608(2022) 
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Opportunity: Capture video spend across digital, OTT and 
traditional TV market as video market converges 

ThcGtobaS TV' DigitaiV-ldeoAdsMa,keun,on 

$1838 
"l, lldikNr TV ads 

$808 
Olgn.- V'ldei>I 

Ai>PI 

- $2 
our 

'" ftd 

5comn Mff"1..,,. •r¥1' J, .. -..FIIC;E:~,..,.._ffCU_ =a 
"™ ll ... --CUEA .. _a,_c.- Or. ., 

O..rrent Google 0191tal Video Opponunlty: 
• VouTube 
• OTT (Live Streaming. On-Demand) 
• Other Olglt81 VldeO 

• Shon-forrnCllr>s 
~ Out~ueamVldeo(App 

lntertllliak. Rt'Warded, In. 
feed/Jn-&nlcle) 

Pot•ntlal Google TV Oppor11.1nftr. 
• Addressable TV 
• Programmatic TV 

-··--

Expected to increase fast; 
As per my projection tV OTT est to grow to $198 YT faster to $258 
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Traditional TV still dominates watchtime, but will decline in favor of OTT 
& Digital Video & Apps, especially with the younger demographic 

- -- -

Trao,tional TVviewershlp Is still at>out 4.5 hours per day.but 
young« clemo9faphlcs are spending more ume on d1g1tal 

video vs Uve TV 

Maroh Madness vie'Ntnhlp flt!W - V Y OVilf·iiJJ driven by 
dloltal devices (roku. apple TV. deSt(lop. tabk!I) bUt trad1Uonal 
Linear 1V SIIII dOmlnated W8lchUme 

• Olgltal Devfoes•• YoY 42<»(v,ewerr; 
• UnearTV. -n Yo 8.3MY1ewe-r1 
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Id Date Text 

1 03/26/2018 21 26 51 tbltent@google .com The donut chart on the left always bothers me because its so difficult to 
road 1he legend of the percentages. Can we just make the point that TV still dominates on the 
previous slide as voice over? +deeptib@google,com 

2 03/26/2018  21 26 51 I agree with you! 

I thought 1,W? were deleting this slide (#101 and 102), and just keeping t03 (The Global 1V -
Digital Video Ads Market ,n 2022)? 
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DBM non-TrV video revenue 

2017 Revenue by deal type 2017 Revenue by Exchange 

• $1BlnFY2017 
• 7:r4 B lC1 on (DP'~ .. prtv It" 77 r~ 

...... -..... 
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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 
• 8.udg•t pacing 
• frequency manag•ment 
• Auto budget allocatlon 
• R•altlm• tarolltlno 

Cross-dlaMtl 
f1awr1s only DeM 

can offer 

Planning 
• Cron-channel forecasta 

Measurement 
• Unique r•ach reponing 
• Comparable brand lift swdles 
• De-duped convQBlon tnddng 

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

2 03/27/2018 02 55 47 +deeptib@google.com add prospective features too? 

AB testing 
• R&F opt 
· unified brand lift slides 

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

-- ---,_ 
-- -- ;a -

-
.. 

- .. - - - -- -· - ... 
• ----.. -- -- -..... , - - - ---..... - --­- - - ~--

-- -----

-- --· --

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

--

. -

-··--
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YouTube anchors our video offering with high-quality, 
attentive reach at scale 

• 

(' 

' 
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Opportunity: capture video spend across digital, OTT and 
traditional TV market as video market converges 

S80B 
d1g1tal video & apps 

C108 tvOIT -s:z~ vourwe 
75'\ ~ .. ,0\ ~•.i 

~ol~ ~oldlg::M 

Immediate opponunity 
YouTube on; dlgltatvldeo(sll<>tf.fo,m our­

sueam) 

"9 
N» ... TV 
lSIIO!a 

$1838 
T~ nalTV ada 

long-term opportunity 
Adclr(!.$$al)le rv. progremmar/c TV 

5comn Mff"1..,,. •r¥1' J, .. _,.P'IIC;E:~,..,.._ffCU_ =a 
"™ ll ... --CUEA .. _a,_c.- Or. ., 

-··--

Expected to increase fast; 
As per my projection tV OTT est to grow to $198 YT faster to $258 

Long tern opportunity 
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201 8 Video Strategy 

Continue growth of dlgftal video 

Invest In VouTutw Ot.Jr bigge?St anm of 
growth and ,hl1errm1ta1ion 

♦ 

Olfcs holis11c Plrumino and IJuylng 
aero !'l all digital video c:hamtels 

CoreYouTube I AppVldeo 

(~ -=-3

Ca- pt•u•r••TV•O•p•p•o~•u•ni•ty--

['il3btc eamk?sa transition from IIMar 
TV 10 connec:te-d TV With a living room 

p ckag 

Pro9rammadc TV 

(3) Help ndvert,ser d'scover r•• t.. --• ry ocross d u.:al Gnd lV 

- Dlsco'iary I, Pacbglng 

-··--

- 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 

•tiFM 

AcJWor!Js 
buyer's Assistant to 

Google Media 

narJ:),_, ogle 
technology to emP-ower 

buy:ers to holistically 
manage all of their media 

I\ J I • d •t tr ,J t l t flf.'llCC 4 f I '/ 1 ( O qi t J 

' media ofterfng must be Identical: Formats, lnventory,Audlenceand Measuremen1 
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Id Date Text 

3 0328/2018 14 33 16 +belle@google.com  +eveng@google.com do you think we can work this into previous slide 7 

would rather frame this as a challenge than a finalized segmentation don't think at parties have 
agreed to this yet 

1 03/28/2018 14 33 16 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 

"So fast, so beautiful.u 
- Anonymous Customer 

"How do we drive the best results 
for our advertisers? Easy We extend 
the best technology Google has to 
offer with our proprietary insights " 

- Agency Holding Company 

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

-Business Insider 

You're roally starting to see 
advertisers lovorage the power 
of Googto for the good of 
users.'' 

-AdAgo 

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

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