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Go Agenda 

• AWBid Project Overview 

• Exchange Deal Overview 

• 8D Status 

• Product Status 

HIGHLY CONFIDENTIAL GOOG-DOJ-12768542 





G 3P Business Development Efforts 

Google needs to sign deals 1n order to purchase remarket1ng inventory 
from partner ad exchanges on behalf of our AdWords advertisers. 

• Google 1s better able to reta n the largest ano most strategic GDN 
spenders. grow their spend. and compete more effectively In the 
remarketing space 

• Many advertisers are spending significantly below their daily remarket1ng 
campaign budgets due to lack of available inventory. AWB1d w,11 help 
monetize part of that unfulfilled demand 

• Major exchanges (e g Pubmatic, Rubicon, OpenX) represent more than 1 
trillron monthly ImpressIons· 

• Greater demand on RTB will allow Google to optIm1ze on programmatic 
buying 
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Go Detailed Deal Terms 



AWBid Financial ode 

HIGHLY CONFIDENTIAL 

AWBId ts proJected to generate over $480M of annual incremental 
gross revenue run rate by mid-2015 
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Revenue Opportunity by Statt. 
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Improvement to Inventory Throttlir 9 

This is on OpenX, which dominates our current traffic. Other exchanges are worse off, e.g. 
Yieldlab times out 90% on non-GPA queries. 

HIGHLY CONFIDENTIAL GOOG-DOJ-12768550 



Challenges and Mitigation 

Cholleng• M1t1gotJon Status 

xCNng• b direct competitor 
oAdX 

• Pi:ot progr m apprOYed by Ad ckrship team 
(Susan N at Pn pp Joerg etc ) WOUid presented 
updated f nanoa fOI full lai.n:h pprova 

• AWBlddcmand 1s capped t 10'1. of MWords 
pend 

• AW8it1 IS con! dcma program 
• Goog!c noC obkga!cd to bid on ony trMl!l!Ol')' 
• Stratcg c COJ11)(llltors < g Cntco) off r er 

exchange buying making AWB:d delcnstVO 
pr 01,rv to, our remarket111g business 

N tel lbpr 
CXJ ng 
glvtn «!55 0 0 

oogte can not bid on majority 
available lmpr•••lonsJrom 
rtner excrnina-1 (e.,g. bidding 

meout) 

• Google Eng needs following to ll'Cll'CWO 

Ma ch ra J:"md emarke!Jng ad ror an 
c gible tlfl)lesslOO 
T mo ou 1i me lo Slbr I bid C'XPII t>cfarn
ut>m on 

fng wor g on b d 
mprovcfflt'l n QJ/Q4 

ch•OQe provkte1 more 
ublaher.favOf'able eucaon 
echanics:tllnn ,AdX 

• Googla Charging a lblbla rm g non I AWBid 
pll"Ch.1 I Cf\Sl¥e he ca,system 

E opt ml ngfo ma • O 

oogle l1 buying on behalf of 
r advania•ra, convef1ing 

PC to CPM bids 

• Excha:,oo must be II nspa,em on lloW ltletr 
oUdJon v.'Oft.s 

• ~ but ng oplJnv.zcd b ddcr 
oUdlon mectiani O OCCOUI 

All Exchanges

J1changetnventO<Y may be 
r quality 
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BO Statu., 

Google has signed 8 exchanges representing 19 billion monthly 
impressions and is projecting4 to 6 more exchanges In 2014 There Is 
enouoh 3rd party inventory for Gooole to solve throtthno issues 



Post-deal Performanc.e 





Next Step-, 

• Agree on clear success criteria 
• Revisit BO and Product status in 6 months 



Appendix 





Differences across Google Platforrr s 

GDN DBM 

RMKT only, CPO equalized   all campaign types 

supplemental inventory focused 
on performance results 

unfettered access 

32% margin lower marg in 

spam protections built-in no spam protection today 

simple opt-out for all exchanges per-exchange management 

no exchange-level reporting or 
optimization levers 

full reporting and optimization per 
exchange 

PRIVILEGED ANO CONFIDENTIAL 
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AWBid full launch criter 

1 15% incremental conversions at equal CPA 
2 Spam rate of purchased 1mpress1ons <15% onllne, <5% off11ne (compared 

to 10% , 1% AdX} 
3 Polley rating at least 6/1 0 (compared to 7/10 for AdX), subjective content 

quality at least 3/ 10 (compares lo AdX/AdSense long-tall) 
4 Sufficient level of ncren,ental inventory overlap purchased impressions 

with AdX/AdSense <=30% 
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a. Google needs maJonty of ImprcssIons that are net-new Otherwise, 
the cost of cann bahzing and resu lting increased cost to advertisers 
(due to additional margins) Is higher than the benefit of provIdIng 
add1t1onal inventory access 
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Deal Risks and Mitigation 



AWBid Auction Process 



AWBid Deal Requirements 



Strong Advertiser Interest in AWBid 

Advertiser report for April 2014: 
https://docs.google.com/a/google.com/spreadsheets/d/1 JpiNTL2P2MY7 J 1 Nw 
G_NO1JwDfWDJxbDdsGa84Mc5LcM/edit#gid=1564235217 



Product Status - Query VolulT ~ 

Exchanges are providing lSbn daily 
queries, 33% growth to GDN top 
funnel, 6% bottom of funnel 
(pre/post throttles and spam filtering) 

https://docs.google.com/a/google.com/presentation/d/1 mxQMZ­
L2XYCy5K8N5oj6upEFOCZdf--­
KbRD9dWsZvo/edit#slide=id.g275351530_1250 



Inventory Quality Meeds AdX Policy Ratings 

Inventory Quality compares to Adsense Longtail 

https://docs.google.com/a/google.com/document/d/1 Oe2MMiLAo2RF43vVm462s Dxe 
9i2jS 1 HJkMylN07nSP8/edit 



Incremental Inventory 

Mainly via 
OpenX, AWBid 
providing top 
unique 
Impressions 

Full Inventory 
Details can be 
found here 



Exchange Value Proposition 

Extend your remarketing reach beyond the Google 
Display Network 
Adwords cross exchange buvini for Remarketing 1s a pilot program that automatically extends 
the reach of customers Adwords remarketing campaings across multiple exchanges to source 
additional impressions 

Ad exchanges are technology platforms that facil itate the bidded buying and sell ing of online media 
advertising inventory from multiple ad nerworks 



Exchange Objection Handling 

Top Objections & FAQs 

(Please see comm doc for more) 
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