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Key principles for pricing platforms products 

Guiding principles ... ... and implications 

Focus on the long-term 
overall value for Google 

Take into account the monetization and 
strategic value of the adoption of the products / 
features, not only their direct revenues 

Ensure ease of execution 
and scalability 

Factor in the value of simplicity in pricing -
accelerates execution and reduces costs (less 
manual work, less engineering effort, fewer 
non-standard deals) 

Price competitively and 
adequately to the value 
delivered to clients 

Price should in general not be an issue to close 
a deal - in each geography, it should be 
aligned with the value delivered to the client 
and the competitive environment 

CONFIDENTIAL 

Consider the effect of 
price in conveying value 
and quality to customers 

Below a certain price level, lower prices may 
lead to lower adoption I usage, not higher. In 
particular, "free" may hinder adoption I usage of 
some features 

Google Confidential & Proprietary Propreitary 
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Platforms overall: high growth and increasing prices in 
programmatic, slower growth and price erosion in ad serving 

•➔ %or total High growth • 01 ·14 vs 11 2013 marg1r1 % 
net re.vs ♦ 01 13 • • 2014E margin % 

Buy-side 

Bid 
Manager 

DCM 
DR~ 

Delk Search 

Googl■ 
Anllytlca 

Volume 
SM media, b 1 imps I qr 
or# customers 

125 

37 52 _BO_/' 't+57•/o 
4% ~ · 

01 01 0 1 01 
-------
2011 2012 2013 2014 

Avg price 
% media, ¢ eCPM or 
$k/rnon 

11 . 

~ f-+1 0A, 
78% 

01 0 1 0 1 0 1 - - ----
2011 2012 2013 2014 

Vol .. rnc r.; lld IOI' 1mpress1Q1 s for DCM a,~ DH' m~-d!J 5pt:rd j,i SM lor Bid M.t1·ag,:1 1Jo.1bk'Clllk Sc:Jrch Jl'cl "-dX 
l'fl<.(l IS <.>CPM , .. SC for DCM Jt'd UFI' "I, ol tn<:d1i l(;r Bod Ma1·.,gc,. O<i~b~->Cll\k Se.11c;t dl'C! AdX 

Net Revenues 
SM , quarter 

15 

~ - •59% 

01 o, 0 1 o, 
- -------
2011 2012 2013 2014 

-11 

64 
60 

57 

62 

59 
56 

na 

• lrcl .. des Racr Medk• .. pt,fl, 11,000 upfolt .,~cl au otllcr .icld•or·s curre,·rl)i c1·,1rg.:-d fo, O~P St!. vvI,,ne I11du<1cs fr<.-etmonaued, prices dOrl 
SO<JICC O<o~I C,,~IRCel!f'.IC..~. 0,1111 ~ AdX ~lll l,lbl<:~, dospwyo xlplHl'.i('l,.lhlC 

Google Cwh<lt-l'll,11 .l. Ptup1tl'l .. ,y 

GA: total free users (not customers) in Q1 2014: 37M, including inactive users (significant portion) 
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BIO MANAGER 

Strong product sold at a premium for larger clients, competition 
is from Turn, AppNexus and recently video DSPs 

Strengths/weaknesses of main players 

Price (o/o media) 

High vol Low vol 

11 12 15 18 
---···• 

<7 15 

TURn 

adf 8 
rm 

154 

,s.,, 6-7 154 

<6 15 
appnexus 

6 15 
- rocket 

Key changes since Nov 2013: 

Value I 
+ KCT, algorithms, 

• 
stack, infrastructure I 
- No access to some 
local exchanges3 

A + Openness to 3P 
• add-ons, own DMP 

0 + Strong local 
presence in EMEA 

Q + Friendly reporting 

- + Flexible API 

0 -Opaque pricing / 
arbitrage J 

% of DSP 
volume1 

Americas 

NACE 

SEEMEA -3• 

-

AU/NZ 40- % 

APAC 
SE Asia 3. 

IN, JP <5-~0% 

Key change since Nov 2013 

e H1gh 
Olo 

Top 
competitors 

1. Turn 
2. AppNexus 
3. MediaMath 

1. AppNexus 
2. Tum 
3. MediaMath 

1. MediaMath 
2. Tum 
3. AppNexus 

- . --
1. Turn 
2. Brandscreen 
3. Local players5 

SEEMEA share decreased from ~40%, driven largely by loss of AMNET video volume to Videology 
Videology, TubeMogul (priced as CPM/CPV) gaining share for video portion of media budgets 

1 IN:•0 e;1 TIJ!l-l; IOI ot •IC«>uf't fOI 811 JIMll.ibk proa ,ct~. llSlllat 'l;(lr-1,o.,se tools. od r lv,ori• dd 
2 W1t~oul HIX, 08M Will. percc1.«1 ol5 k.'SS VdluJbl•! t~J1· 1.im 3 In Oh'J. 11.l•l . lef'cer•I. S01a. 111 J.tp.ir euuerUy 11"!<.'!;t.tlll'!! w,U• MicroAd. ~L1tlurmlD Jrcl flalformOrt> .t 
Mcdl,lt.1Jtl' r,llc 1rc•...d~s some sc.-1,~ (1'.<ll 1 .. 11 c,11npJ1 ni.i1·.igl:1Ticrtl Adh,1 m r.ite for !,Ill.Iller spcrck?r ,o~g11 ~"I ~m.lt<! 
b C~ira Yoyt lpmyo, .. Mc'fll,l\l. jJpa, . M1cr0Ad, frc.1kO.~ M,,r~<:tOl'e Google Cwh<lt-rto.11 .l, Ptuprtl'ld,Y 
SO<Jrcc. S.>~ I <.'dill • lrl '~ 10, • 1'(,I b.1SCd 00 <l(t.i.11 met, I(~ 

- Video competitors are emerging, but not yet large enough to list as "top competitors" 

CONFIDENTIAL GOOG-AT-MDL-003839964 



Prices stabilizing with new volume at higher prices offsetti~g MANAGER 
the decrease from renegotiation of global contracts 

* 01 14 vs D D11courrt ('li)W1tllin 9wdance 
,.. 0113 D o,scount(%)ou1sfde 9u1dance 

Media spend, $M/quarter Price, % media 

Americas 75 Ill m 
44 55 

11 .9 11 7 11 .9 Overall: price 34 - --
1"-+38% 7.4 't+2% increasing slightly from 

new contracts (avg price 
NACE m lfl on new vol since 03 

11 .9 11 .7 11 .7 12.1 
2013-12.4%) 

27 ... - 't+4% 
3 7 12 _,,- +116% ..._,. 

SEEMEA: Vivaki --
SEEMEA m m France (~40% vol) 

moved to global Vivaki 

10.5 121 11.0 contract (10.5°/o to 9%) 

1 7 12 1"-+65% __,,, . -9% <1 -- Similar global contracts • -
APAC* II ID being negotiated for IPG, 

Aegis 
10.5 11 9 11.5 . 

11 1"+108% -3% 5 <1 
01 a, a, 0 1 a, 01 01 01 
' 11 '12 "13 14 '11 '12 ' 13 ' 14 

• APM: <Jrsco11rts ci!k~l.l100 re1auvc co ,.11ecarel pllOf to 201.i 02 tl pp io.•1<:1 fees ~nd IOwer ,-ol t~r~l'Old~: , ~rrcnt IJIO ,,,rd at par will' 
ou•~• •'1;101'; 

Google Cwh<lt'l'll,11 .l. Ptuprtl'l .. ,y 

NACE: Vivaki vol (at 9%) makes up -25% vol, rest at 13.3% 
SEEM EA: Vivaki vol (at avg 9%) makes up ~40% vol, rest at 12.4% 
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DCM: mature business with healthy margins, slower 
growth and decreasing prices 

DCM.ORM 

~ 01 vs Qt growth 

Others • 

RM& video 

Click tracking 

Base ad serving 

Profit 
margin 

Revenues 
$M/quarter 

+12% 

46 

+7% 

51 

11 

01 01 ---- ----
2011 2012 

60% 61% 

61 

55 
13 

11 
11 

01 01 ----
2013 2014 

65% 60% 

' lrd.d,;,sOplll'T'I/JltOO. R~pu!IS, A.;dttte, Cl~ & ft!>l U,,ks. DoJl.t !rJr.5kt, M•.>bllC Ndl'l'Otk t1.,1ldcr 
" lrQ1 2014l;l\:,bJIJs't:IJ~eCPMw,lS'337USOcerts 
so.Jr«: D<oal CuSIR<,vt,•ue._~ 

Change Q1 2014 vs Q1 2013 
% 

Volume 

+20% 41 

+27% 51 

- • . 12 

Avg price 

-1 5 

-16 

4 .. ~ 

> Base ad serving: moderate growth, 
limited price erosion 
> Rich media and click tracking: higher 
growth, greater price erosion 

Google Cwh<lt'l'll,11 .l. Ptuprtl'l .. ,y 
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DCM 
DCM is a superior product, competitors focus on price, 
especially in SEEM EA and APAC 

Key change since Nov 2013 

e H,gh 

% 3PAS 
volume* 

Top 
competitors 

Price VS DCM Qlon 

Americas 

NACE 

UK 

DACH, Benelux, 
Nordics 

SEEMEA 
FR/IT/ES 

1. Sizmek** 
50~ /o 

2. Atlas 

1. Sizmek** 

13_20% 2. Adform 
3. Mediaplex 
4. Atlas 
5. Facilitate 
6. AppNexus 

% 

.Jo to -40~o 

-----···-· -----· 

-50 

Other 
5-10% 7. Smart AdServer (FRITES) 

APAC 1. Sizmek** -20 to -50% 
AU/NZ so+•;. 2. Facilitate -20~~ 

3. Atlas Cheaper 
SE Asia 10-30% 4. Zedo Very cheap 

IN, JP 10-15% 

Key changes since Nov 2013: 

Strengths / weaknesses of main players 

dta ........,. 

_v _al_u_e _________ l 
• 

+ Features, stack, reliability - I 
- Nol very intuitive UI 

• 
+ Flexibility, reporting, RM, excl. 
relationship w/ some pubs 
- Less advanced tech 

~ • + DSP, flexible UI, localization 
appnuus _ Scale 

df • 
+ DSP, localization (Europe). 

a rm customization 

0 + User-friendly, search integr. 
C.-.Mt1ecn ,...,., .. , - Scale and localization 

atl~ ~~ Q - Lack of recent investment 

foc1hco~~ Q -No advanced reporting 

I I:. zEoo Q N.a. 

SEEMEA share decreased from ~40%, driven largely by loss of volume to Smart AdServer in France 
APAC share increase driven by new business in AU/NZ (former1y ~50% share) 

• Tt' ese <:'ilMn ICS do r,ol a~<O~l'I lorJll .wa,l.lbl.. prod JCLw i>Sttl-,~ (11' I Ouie loot.. .Kl ,,etwor~ cttl 

• • form~rty M,'tll.¼f.1•·<1 
• • • •20'N 11• lvJINZ. -~ 11 IN 
SO<Jrcc. s.,11.~ I cJrnr 1rt~~ 10,1, 11<,t b.1SCd or, d•.t.MI onl)lrt<.s 

Google Cwh<lt-rto.11 .l. Pruprtl'l"'Y 
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Ad serving volume largely from Americas, other regions 
driving growth, with price erosion 

DCM 

Volume, B imps/quarter Price, CPM USO¢ 

Americas Ell 638 
34 4.0 3.4 34 

- 0% 

NACE m 
40 3.5 3.8 

3 137 142 187 ... +31% 

SEEMEA m 
33 32 2.8 

91 . +36% 54 60 67 

APAC 

" 36 40 

19 35 36 50 t-+37% 

01 Q1 01 01 Qt 01 01 
11 ' 12 ' 13 u 11 ' 12 '13 

• Orsco .. ,·ts appear t,1gt>e1 tran o«r.cr 1cgi01·s tor s1mi1Jr «:!>Ms, pa,uy c .. e to r1g1·e1 IJ\o? c,vc! O'Ms 
• • Ut!ll«! fro,n oc,•lsu. ~ .iclvt'rt1wr; r,om St.ir,o,n 

m 
3.5 

m 
33 

-

.. 0114V$ 
♦ 0113 

t-+1 % 

• -14°/o 

2.4 • -15% 

m 
36 

• -19% 

01 
'14 

D 01scountC")wit111ngwdanee 
D D1scoon1(,i,)outs1degu1dance 

Americas vol: growth 
offset by losses from ~10 
of top 30 customers 

- loss of a few advertisers 
from client agencies•• 

- reduced display spend 
from a few advertisers 

Other regions: higher vol 
growth and increasing price 
erosion 

Google Cwh<lt-1'11,11 .l. Ptuprtl'l .. ,y 
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DoubleClick Rich Media is more expensive and has less service 
ORM 

than competitors 

Americas 

NACE 

SEEMEA 

% of3PAS 
volume1 

-25o/o 

-25% 

IT 100/4 

FR/ES/PT -0-5•1. 
& EE 

MENA 20-80% 

APAC 

AU/NZ 40°4 

Other 0-16o/o 

Price vs ORM 
Top competitors %2 

1. Slzmek3 

2. Flashtalking 
3. PointRoll 
4. SpongeCell 

-same NA. 
-60 LatAm 

Na 
-30 

5. AdMotion, Predicla 
(LatAm) 

-50 
-60 

1. Sizmek3 

2. Flashtalking 
3. Point players -40 

4. AdForm 

1. Sizmek3 

2. AdForm 
3. Weborama ~0 
4. Gemius 
5. AdRiver (EE) 
6. Smart AdServer (FRITES) 

1. Sizmek3 .so to ~o 
2. FlashTalking 
3. lnnovid 

Key changes since Nov 2013: 

Key change slllee Noll 2013 
e H19h 
-) L., ' 

Strengths / weaknesses of main players 

dfa ., ... 

nuhtalklng "" 

© spongeceU 

POll~1ROLL 

Value 

• 

+ Integration with base ad 
serving, layouts (flexible/fast) 
- Service 

+ Innovative features, quality, 
A service (recent attempts at 
W scaling back), exclusive 

relationships w/ some pubs 

• 

+ Perceived as creative, 
dynamic, service oriented 
- Low scalability 

0 + Good video formats 
- Lack of innovation 

Q -Lack of base ad serving 

0 + Exel. relationships w/ pubs 
- Less sophisticated 

Share decrease in Americas (from 30%) due to mix shift towards video & mobile, where point players are 
strong competitors (Cellra for mobile, Vindico for video) 

1 Tl'l"Se esl_Nn;ile~ do rot d<C0.-1 t lor ah dvJ1klbk- pro<lvtl s.bs!Jl~tes '"' •ruse tool, • .Id rel'IOlkS. Cl<.) 
2 Mostly ,ctcrs tv k•P,lg<! ~I'd lt•·b,Wl'CI Vidro ORM 1,11<:S I<.. lr-Sllcdm a,c II'. g,. r.cr 11 dos-.· lo compcllbO!l 3 1-ormerly MeduMllld Google Coth<lt-1'11,11 .l. P1uprtl'1.,r,y 
SOJrce SJk-s I earns' 1rtu1l10n ~ot b.J~ or• itclwl m~u its 

- Mobile/video competitors are emerging, but not yet large enough to list as "top competitors" 
• Awaiting response from Nadia on driver for share loss in IT from 40% to 10% 
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D53 experiencing strong volume growth and slight price 
erosion. Billing improving quickly 

SEARCH 

In the last quarters, average effective price Is slightly declining, as deals 
with top agencies are being signed 

Price 
o/o of managed spend 

1 5 

10 ~-----
- ------- Avg. rate card' 

::l~---------------------
Managed spend 
$M / quarter 

----<Q-2%/yeaC) • 
C:71%/ye11C) 

888 892 

01 02 03 04 01 Q2 Q3 04 01 02 QJ 04 01 

Effectrve 
pnce 

Nol billed 

Bdled2 

2011 2012 2013 2014 

1 l!.lscd 01 <~111)111 t.lh? <.JCd I~ OI ~per•dJ for every q.Jtll:r Z EsllfflJICS uf'l" Q:! 1,r 2012 
J B.lscd or. e,p.~oo•p~, d ol sa OB a st,.1te or b,neuvol ;is or M,1rc11 2014 
SO<Jrcc O<oal C..~IRcver..ie ~. e.y-Snl•:P&t. OS31!1llu·g MJ<1<.:t Hie 

64% in 
March 

Increased% of billed volume & business 
growth drive Improved financials 

P&L3 
; - ·: If all vol •--

$M 2014 {% of fees) 
was billed 

(X%) Profit 
margin 

+5 
(+21%) 

·----·r---r-·-·, 
t I t t 
I I t t 
I I f I 

--------: 10 ;-: -...--.-
' ' 

.23 

U>SlS 

' ' ' ' 
~-~-·-•-- - -- I 

18 

Actual Lost fees' 
fees1 (36% of 

/
":!~~d 

spend) 

- 70% in 
2013 

-5 
(-30%) 

Margin 

-S12M 
or-
200% of 
lees In 
2013 

DS3: dip in price is from the big 6 agencies, who were using the product but not paying during the negotiations of their 
contracts (which came into effect late 2012/early 2013) 
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SEARCH 

In general, D53 continues to be priced at a discount vs. 
main competitors 

- Strength 
Parity 

- Weakness 

% Managed Top Price vs OS3 Strengths I weaknesses of main players 
search vol* competitors % 

1. Marin 30-150~'c, \I 
>' ~< 

Americas -3 2. Kenshoo -40% ~arin~ KENSHDO X 
' -3. Adobe na -Campaign mgmt - -- -- -- - -·•·----- ... ··--··---

NACE 1. Marin Inventory mgmt 
-3 2. Kenshoo na Performance 

3. Adobe Reporting & insights 
·--- --·-- - ·-··· ------------

SEEMEA 
-3, 

1. Marin 
30-190% .. Optimization 

2. Kenshoo -same Engine support 

3. Adobe 
na 

Social (FB) 
---- -·- - - --- -·----· Integration 

-2' 
-30to -60~~ APAC 1. Marin DCLK Platform 

2. Kenshoo na 

3. Adobe na 

• ,,,_ ••lin'at•s do rot acc:ourt tar att &Vll•labl& prod,"t •ubsblulft 
"Wdl', It• e,~ ol a Maun price point flO'l4i belol'I 0$3 CM.,r. al 1"4 w 0S3 el 2 5"41 

Google Cwh<lt-r-11,11 .l. Ptuprtl'l .. ,y 
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Volume and growth largely from Americas, APAC growing 
SEARCH 

fast from a low base 

Media spend, $M/quarter 

Americas 578 

319 304 378 
- -

-t-+53% 

NACE 

99 96 140 22.
7

. +62% 

SEEMEA 

20 24 28 54 . +91 % 

APAC 

4 6 9 33 . +257% 

01 Q1 01 01 
'11 ·12 ' 13 u 

' 01'5COv1'lS c;.Jl(.l.Jl(!(I re(JINC 10 rew r.•14'.! <iUCI (l!"cludll'g O.}'!t, Uerl 
SO<Jl<C O<O~l.,C..~lll<,vt1•.ie. ~ 

Price, % media 

&I 
0.9 0.9 

ID 
07 08 

Bl 
09 08 

nla 

01 03 
'13 

ml 

... 01 14 VS 
,4J 0113 

0.7 • -28% 

Ill 
0.7 • -3% 

m 
08 

• -15°/o 

. 
01 
'14 

II Orscounl <%>" within 0Uidance 
II O1scoun1(,i,)• outside guidance-

Two thirds of volume 
from Americas 

Decrease in prices due 
to acquisition of Big 6 
agencies 

Similar price levels 
across regions (highest 
in APAC), with largest 
discounts in EMEA 

Google Cwh<lt-r-11,11 .l. Ptuprtl'l .. ,y 
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DFP Premium: mature business with healthy margins, 
DFPPREMIUM 

slower growth and decreasing prices 

Revenues 
$M/quarter -

Other1----,\ 6 
Rich Media 
& Video 

Sales Manage/ 

Ad Serving 

Q1 
2011 

Variable 61 % 
margin4 

+1 5% 

51 53 

Q1 Q1 Q1 -2012 2013 2014 

72% 68% 62% 

~o,vs a, orowth 

Change Q1 2014 vs Q1 2013 
% 

Volume 

+13% 147 

Avg price 

-31 

+8% 2 2 1 

- -23 

> Base ad serving: significant vol growth 
with limited price erosion - represents 
~80% revenues 
> RM/video: higher growth, greater price 
erosion 

1 ir,t~dt.>S Opll TilldllOll Repo,ts, A:..d~•·ce, dds & rc,1 u,·,s. 0,,1.1 I r<11'.Sf~,. MoMc, NclWOfk t!,Jlltlt'I 
i k>t Sdlcs Ma rage:,, w1,.me is 1"J1Tiber or cuc,•ts .uld lll!R, pncc is morlhly spei,d per c~ert 
'3 Ir Q1 2014 &l-01>.ll J~t,lgl? •.<PM...,.,.. 2 19 USO v.r.ts 
4 t!,aS(-d on costs l<'flOllffi by Hypeno<' • ,ru,g,n a1e~IJl1ons do rot ~CIJde ~rg Op h. G&I\ drd M,H k~t,~g 
SOJt(e, Oco.L Cir.i!Rl!V<'(lu"C ~ 

Google Cwhtlt-1'11,11 .l. P1uprtl'l .. ,y 

- Margins from previous review: 2011 - 62%, 2012 - 63%, 201 3 - 58%. Difference is due to different sales cost estimates, which 
are based on diff versions of sales surveys 
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DFP acknowledged as the best ad server, competitors 
focus on rower prices and local support 

DFPPREMIUM 

Key change since Nov 2013 
e H,gh 

%3PAS 
volume* 

Americas 
N. Amer. 6 

LatAm0 

. 
NACE 

UK 

DACH, 
Benelux -

Price vs DFP 
Top competitors % 

1. AppNexus -35 
2. 24/7 (NA) .20 
3. 24/7, Smart, 
Eplanning (LatAm,5° 10 -05 

1. Real Media -20 
2. AdTech -20 
3. Adition -40 

• SEE·M~rdics -----···-----···----·--·-·-------
- ........ 

FR/IT/ES 

Israel & 
MENA ... 

Other 

APAC 
AU/NZ/SEA/IN 

JP 

30 

, 
c1O% 

CN ..... tioL 

1. Smart 
2. AdTech 
3. AdOcean 

1. Mediamind 
2. Al Match 
3. AdToma 

Key changes since Nov 2013: 

-40 
-30 

-60 

-20 
-20 
-15 

()Lew 

Strengths / weaknesses of main players 

Value 

- + Features, stack, infrastructure 
- No local billing in some 
countries, CPA discrepancies 

appnuus - + Integrated monetization, DSP 
- No forecasting 

~ m~ d - + Strong RM offer 
- Mostly targets buy-side 

AOITION 0 ___ .. + Real time reporting & trafficking 
- No optimization 

. 
0 ad.tech + Real time reporting 

0 
- Slow development, unclear 

24/ 7 roadmap 

Lat Am share increased from ~30%, driven by major customer wins largely in Brazil, some in Mexico 
Emerging point players in North America for video (FreeWheel, LiveRail, Adobe Auditude) and 

• rh •·~ mobile (Mo Pub, Ad Marvel) 
•• r,(ll II 1!1c11il, 30', l<'!>plA 0 " 10C..111T.-1key,<10'ildr1 
l;.1S1<11 I' E ,,op. Google Cwh<lt-l"lt,11 d. Ptuprtl'l .. ,y 
So...rce. SJles learns' 11 t,1d10t'. rot b.1s..'<1 on ~,tu.ii mctrn.~ 

- Mobile/video competitors are emerging, but not yet large enough to list as "top competitors" 
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Prices decreasing globally, Americas accounts for majority 
DFPPREMIUM 

of volume and growth 

Volume, B imps/quarter 

Americas 1,518 

1,032 1,165 
34 

1'+30% 

NACE 

3 265 242 242 _0% - -
SEEMEA 

103 125 182 2041-+12% 

APAC 

66 88 143 204 .... +42% 

o, 01 0 1 01 
11 12 ' 13 14 

• l:ltcct111c puce: !I'd.ides m,r,m~m t~Jrl,-<:S 
" Determ,red t>.1•0000 cu1te,·11.)le t.Jrd (• ffe<.t•~ cJS or J~ty2013l 
So~•c.i. [XO.JI c,is1Re-;c,·~· t 

• Q1'14vs 1:1 Discount(%)" within guldance 
4- 01 13 1:1 01scount(%)' ' outside guidance 

Price*, CPM USO ¢ 

m m 
3.2 2.7 2.5 2.4 • -4°/c, 

II D Overall: continued price 
erosion across regions 

2.2 2 1 20 
19 • -3% Americas: increased vol 

from organic growth of 

m m existing large customers 

24 
(increased ads by eBay, 

1 7 1.5 1 3 • -11 % Disney; movement of in-
house ad serving by CBS) 

m IJI 
3 1 2 .9 2.1 ...., 1 9 

• -9% 
....., ---

o, 01 01 01 
11 ' 12 '13 14 

Google Cwh<lt-1'11,11 .l. Ptup1tl'l .. ,y 
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DFP SB is acknowledged as the best. Competitors focus on 
lower price, higher free vol or local features/service 

DFPSB 

DFP SB share• Top competitors 
Strengths / weaknesses of main players,... e H1gh 

Olow 
% of volume Pnce vs. DFP SB Value 

. d~p - + Features (e.g. , dynamic allocation), 

·t 
1. OpenX {~same) reliability, stack 

Americas 2. AdZerk (N.a.) - No AM (exc. LPS), no local support 
3. AdJuggler (N.a.) - + Link to exchange and SSP ------------- - -- - . vpenX - Security (hacked in 2013) 

NACE 3-
1. OpenX ( cheaper) Rdzerk 0 N.a. 
2. Smart (-20 to -60%) 

0 ------------- 3. Emediate (cheaper) _.emedtefe + Service & support in local language 
4. AppNexus 

3- 0 SEEMEA 5. AdTech (~same) ad:tech + Real time reporting 

------------------ -------- ,:. z EDO 0 + Great tech support. 

2ot 

1 . Baidu (free) 

0 APAC 2. MicroAd (free) 24/ 7 + Rich Media support 
3. Zedo (~same) C 

•• 0 + Monetization in China, RM support 
Bal~ M - Features 

• Est,mo:es lx>sed on the penelrooon of DFP SB on Tie, I OPG partners. assuming th.It OPG partners cover 1Cl0%. 80%. 80% and 40% 
of lhe 101:11 display volume respeci1vety tn the rour reg10ns 
•• OFP Premium competitors (e.g. AppNexus) a so compete for DFP SB target publishers Google Cw h<lt'rt,.11 .i. Ptupitl'l"I)' 
Source· Sa~ Teams· 1ntu,1tot1. not b3sed on actual memcs 
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AdX: fastest growing DoubleClick product, starting to face price Aox 

pressure on open auction revenue share ~a,vsa,orowth 

Revenues 
SM/quarter 

+150% 

MWords on MX r 
AdX on AdX 

AdX on AdSense \ 

01 
2011 

Profit 54% 
margin 

212 

01 
2012 

59% 

416 

+67% 

+93% 

-01 01 
2013 2014 

59% 56% 

Prices (rev share) 
% 

29.6 27.9 29.2 29.0 

31.2 29.5 322 32.2 

20 0 19 8 19 2 19 0 

32.1 32.2 32 4 32.7 

2011 2012 2013 2014 Q1 

Google Cwh<lt'l'll,11 .l. Ptuprtl'l .. ,y 

-AW on AdX rev share deviation from standard driven largely by pCTR prediction accuracy (not Bernanke, confirmed w/ Nirmal) 
-AdX on AdX rev share deviation from standard driven by discounts (~75%) and impact of pref deals (-25%). 1 new pub was 
given an open auction discount (Answers.com) since the previous analysis 
-AdX on AdSense rev share increase (vs 32% standard) driven by lower share of spend on AFC (increasing% mix from video and 
mobile ads, which have higher rev share) 
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AdX faces strong competition, particularly for private auction, 
but sti ll maintains a premium 

ADX 

Key change since Nov 2013 
e H19h 

% of RTB 
volume* 

Americas -2~ 

Top 
competitors 

Qlow 

Strengths/weaknesses of main players 

Price Value 
% media~ 

Open: 20 
Private: 20 -
Pref.: 10 

+ Stack, features, scale, higher RPMs 
- Reporting in some cases/countries•"" 

NACE 
1. Rubicon 
2. AppNexus 

·-·--·-··-·- 3. OpenX 

SEEMEA 4. RighlMedia 
5. Pubmatic 

APAC 
, 

~5% 

Key changes since Nov 2013: 

PubMahc . -

vpenX 

-
-Open: 10-20 

Private: -5 
Pref.: -o in Q 
some cases 

0 

+ Strong service, mobile capabilities, 
advanced features for private auction 
- Less buy-side focus 

+ Mobile capabilities, service, private 
auction/preferred deal capabilities 
- No buy-side offering, small scale 

+ Stack, advanced features (esp. for 
private auction) 
- Poor support, lack of local sales in 
some countries, bandwidth constraints 

+ Both buy and sell side ad serving 
___, 

Emerging competition for non-traditional deal and inventory types (Rubicon for private auction, MoPub for mobile} 

• ll'ew estllllilk'. do not ~,co .. ,·t for JII JvJ11.lblC' p<Od.K1 so l,slttwt~ ltr-l·o.s\? toots. .ir.l ,•etworl<s, ~tc) '• So111c 
competdors cl ·"fl<' rceso,, U,e buy-side • • • Op,:,, Jwcll<ir Llrge st,a,e ol Al.Nlords buys reported to pJb.ts "OU·co 
,1d\>.rusc,~·t~'SJX'<l.Jllyo:.itsode of Amer11,,1sl. Prdcrred r.1e,1~ ,..,porlecl 1.1(~ 01c1J111y I, U·•: lJJ11'cr from Oltert-d 11npr=1v,·s to llwi;11t 
lmp""SSIOl'5 Google Cwh<lt'l'll,11 .l, Pruprtl'l,<,Y 
SOu<CI:. S,11(,~ lcJ111r 1rt~~IO•l, 11(,t b.1SCd 00 d•.t..1,11 ,nl)lrtsS, IOC/P-l>M,•ht lo:potl 

- Mobile competitors are emerging, but not yet large enough to list as "top competitors" 
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Reducing AdX rev share likely value destroying except in 
<30% of current volume 

ADX 

Type of pub 

LPS pubs with 
< 20% vol on AdX 

27 

LPS pubs with 
20-40% vol on AdX 

14 

LPS pubs with 

Expected 
elasticity* Rationale 

> Based on experience 
2 - 3 with pubs currently at 

discounted rates 

> Limited potential increase 
~1 in vol given higher share 

already on Adx-

> 40% vol on AdX < 1 

> Unlikely to have enough 
programmatic inventory in 
addition to the one already 
on AdX to compensate for 
the price decrease** I 16 

OPG pubs ~0 

143 

Total blended <1 

> Unlikely to have any 
programmatic inventory in 
addition to the one 
already on AdX 

' r-u, 12~ rcduCliOI' If' prKC .,,., todJyU1001C.i11~I·t "0% It> 1,~ rev S~.lfl) 
• • Pr~r.ionmatI< on .r,/Jl <~ ()( tot~l ir,~1•to1y or uw p~blislier 
•" l:Ml,.dM·g il p l>S wah dt¼Out·tcd r.ltc-S 

Value creating, promotes a 
step increase in SoW of 
programmatic 

Value neutral, likely 
promoting only an 
incremental increase in 
SoW of programmatic 

Value destroying, current 
SoW of programmatic 
already very high 

Google Cwh<lt-1'11,11 .l. Ptuprtl'l .. ,y 

CONFIDENTIAL GOOG-AT-MDL-003839979 



Most volume and growth from the Americas whi le other 
regions are growing as fast 

ADX 

Media spend 
100°/o = $702M, 01 2014 

Americas 60 

NACE 

SEEMEA 

APAC 

Media spend growth 
100% :: $286M, 01 '14 vs 01 '13 

% 0 1 2014 vs 0 1 2013 
volume growth 

59 67% 

56% 

63% 

96% 

Google Cwh<lt'l'll,11 .l. Ptuprtl'l .. ,y 
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GAP: price is key for the avg client - a flat price increase is 
counterproductive (despite GAP being a strong product) 

GAP 

Top 15 features Importance GAP Adobe 

Conversion tracking 94 65 45 

Integration with ad server 85 75 62 

Price level 80 80 47 

Visualization UI  74 89 54 

Customizable dashboards 68 58 45 

Multiple site reporting 65 66 57 

Customer journey analysis 65 66 52 

Data collection + reports 62 77 54 

Adv. Admin  controls 60 11 83 

24/7 phone support 58 71 75 

Data freshness 58 45 80 

Price structure 58 80 52 

Std var definitions 57 100 100 

Account mngt 57 78 75 

Training 57 63 55 

Remaining features Importance GAP Adobe 

Unsampled data reports 54 57 78

Custom metrics 54 69 46

X-channel attribution 51 82 51

Monthly hit vol limit 51 63 68

Custom vars definition 51 80 75

X-dev1ce reports 49 72 57

Mobile app tracking 49 69 48

Rule based modeling 45 51 45

X-channel reports 45 74 55

E-commerce tracking 45 11 62

Content analytics 43 60 48

Data driven attribution 42 86 47

Implementation support 40 51 46

AB & Multivar. testing 22 52 49

• GAP outperforms competition on most features and is improving on the remaining ones 
• However, price weighs heavily on the avg purchase decision, making a flat price Increase for 

everyone not an attractive option, as it would likely hurt adoption 

Importance=% respondents who rate the feature very / extremely important in the purchase decision (5 point scale)  - % / 
GAP /Adobe =% respondents who rate the product very good /excellent on each feature (5 point scale) 
Based on a survey to current and potential GAP clients - detail here 

CONFIDENTIAL 

Google Confidential & Proprietary 
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However, price and product features sensitivity vary widely 
with client's size, suggesting a segmented approach 

GAP 

■ Size or segment 
% of LCS 300 

Small clients 
< 500M hits/mo 

27% 
.. 

Top15f eatures Imp. G A 

Conversion tracking 94 67 55

Price level 89 74 77 

Visualization UI 78 75 50

Price structure 67 69 44

Multiple site reports 
Integ w/ad server 
Custom dashboards 

67 

61

61

72

65

72

67

61

50

Training 
Std vars 

61

56

72

100

67

100

Cusl journey analysis 56 67 55

Data collection+reports 
Custom metrics 

50

44

80

75

67

50

Content analytics 
Rule based modeling 

44

44

50

44

44

42

Data freshness 44 69 57

• Price Is a key factor 
• Product and service requirements 

are simpler and met by GAP 

Medium Clients 
500M - 1B hits/mo 

47% 

Top 15 features Imp G A 

lnteg w/ ad server 93  67 59 

Conversion trracking 93 70 52

Price level 89 78 11

Visualization UI 70 81 67

Account mngt 70 99 85

Cust Journey analysis 67 70 63

X-device reports 63 74 59

Custom dashboards 63 74 63

Data collection+reports 63 85 59

Price structure 63 85 52

Adv admin controls 63 76 78

24/7  dedicated support 59 67 74

Training 59 85 70

X-channel reports 56 81 63

Std vars 52 100 100

Price Is Important 
• stricter product & service 

requirements, mostly met by GAP 

Large Clients 
> 1B hits/mo 26% 

Top 15 features Imp G A 

Monthly hit vol limit >1B 100 50 80

lnteg w/ ad server 55 89 65

Multiple  site reports 95 67 45

Conversion tracking 95 55 40

X-channel attribution 90 90  65

Custom vars 90 75 70

Unsampled data reports 90 35 75

Adv admin controls 85 30 90

Data freshness 85 25 90

Custom dashboards 80 25 5

Mobile app tracking 88 65 75

24 /7 dedicated support 80 80 65

Visualization UI 75 80 49

Data dnven attribution 70 90 35

E-commerce tracking  70 30 65

• Price NOT among top factors 

• strict product & service requirements, 
not entirely met by GAP 

Importance = % respondents who rate the feature very / extremely important in the purchase decision (5 point scale) 
GAP /Adobe = % respondents who rate the product very good /excellent on each feature (5 point scale) 
Based on a survey to current and potential GAP clients - detail here 

CONFIDENTIAL 

. 
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Proposed rate card is tiered based on the needs and 
price sensitivity of different segments 

GAP 

Volume Fees 
Hits/month $th/year $/month 

< 100M 90 7,500 

100M - 200M 105 8,750 

200M - 300M 120 10,000 

300M - 400M 135 11 ,250 

400M - 500M 150 12,500 

500M - 600M 180 15,000 

600M - 700M 210 17,500 

700M - 800M 240 20,000 

800M-900M 270 22,500 

900M - 1.0B 300 25,000 

For each 500M +52,500 

Minimum 
commitment 
$th/year 

Product 
features* 

Available only through resellers 

Sales & Service 

90 • Data refresh < 4h • Resellers only 

• Unsampled reports < 4h 
• Custom variables - 30 

150 • Data refresh < 1 h • 
• Unsampled reports < 4h • 
• Adv. admin controls • 
• Custom variables - 100 
• Big Query integration 

300 • Data refresh < 15m • 
• Unsampled reports < 1 h • 
• Adv. admin controls • 
• Custom variables - 200+ 
• Big Query integration • 

Google AMs + Resellers 
24/7 Technical Assistance 
Implementation: 1st site 
free. Additional $25K/site 

Google AMs 
24/7 Technical Assistance 
Implementation: 1st site 
free. Additional S25K/site 
Consulting svcs: 
S25K/mo/consultant 

Higher min commitment (300 vs 150 vs 90M /hits/mo) 
incentivized through better product features / sales & service, not 
lower unit price 

Flexibility for sales teams to use discounts if/when appropriate to 
further incant other / higher min commitments 

Note: Same discount criteria and +30k process as for buy-side platforms. 20% discount allowed at Sales Director level, higher discounts 
1 need GBX approval. Google Confidential & Proprietary 
• Data driven attribution, DFA/DFP integration and SLAs available in all paid versions (not available on Free) 
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Pricing priorities 

Topic Description 

DOM Stack Integrated pricing for select use cases of multiple 
DOM products 

Open Studio Strategy for RM ads on DOM - open platform to 3P 
ad creation tools? 

DoubleClick Audience 
Center 

Pricing strategy for OMP to launch in 03 

Adometry Pricing strategy to integrate attribution solution with 
OoubleClick suite 

Project Jordan Pricing for reservation buys on OBM-AdX-DFP 

GRP Pricing for vCE (comScore) and OCR (Nielsen) 
metrics for video and display 

AdX open auction Evaluate lowering AdX rev share and compensating 
with higher & dynamic AdW fee 

---------------------- --------------- ---------------- - ------------------------- -- ----- - ---------- ---------
AdMob Evaluate lowering rev share to same level as 

AdSense (from 40 to 32%) 
----------------------------------------------------------------------------------------------------------
mDialog Pricing strategy for company acquired in 02 2014, to 

serve as DFP add on 

Q -

Google Confidential & Proprietary 
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Pricing priorities 

-

Topic 

DOM Stack 

Description 

Integrated pricing for select use cases of multiple 
DOM products 

......................................................................................................... . 
• 

Open Studio 

Project Jordan 

GRP 

Strategy for RM ads on DOM • open platform to 3P 
ad creation tools? 

Pricing for reservation buys on DBM-AdX-DFP 

Pricing for vCE (comScore) and OCR (Nielsen) 
metrics for video and display 

AdX open auction Evaluate lowering AdX rev share and 
compensating with higher & dynamic AdW fee 

0 ......................................................................................................... 

• _, _, AdMob Evaluate lowering rev share to same level as 
AdSense {from 40 to 32%) 

•••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••••• 

mDialog 

DoubleClick Audience 

Pricing strategy for company acquired in 02 2014, 
to serve as DFP add on 

Pricing strategy for DMP to launch in Q3 
Center 
·························································-················································ 
Adometry Pricing strategy for company acquired in 02 2014, 

to integrate attribute solution with DoubleClick suite 

remove? 

remove? 

Google Confidential & Proprietary 
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Google Ongoing / recent platforms pricing projects 

Topic 

DoubleClick Audience Center: pricing 
strategy for DMP to launch in 03 

Hypotheses / recommendations 

License fee pricing model (flat rate tiered by 
vol out) 

. 
DOM Stack: integrated pricing for select use 
cases of multiple DOM products 

No rate card change, updated discount 
guidance to allow waiving of ad serving fees in 
certain cases . 

Open Studio: strategy for RM ads on DOM -
open platform to 3P ad creation tools? 

Project Jordan: pricing for reservation buys 
on DBM-AdX-DFP 

GRP: pricing for vCE (comScore) and OCR 
(Nielsen) metrics for video and display 

Platforms Pricing Review: overview of 
Google performance and competitive 
landscape 

AdX open auction: lower AdX rev share and 
compensate with higher & dynamic AdW fee? 

Double down on internal resources and 
open Studio to select 3P RM players 

6-9% media fee on DBM, 3-5% rev share on 
DFP 

vCE: free (except on DCM), OCR: pass 
through 

Currently gathering data for a 
comprehensive pricing overview for the 
Display Steering Committee on Jun 17 

No change to current rev share, except 
when negotiated by pubs with vol >$1M/month 
and low current SoW 

AdMob: lower rev share to same level as 
AdSense (from 40 to 32%)? 

AdMob has a relatively low share today; 
competitors price lower for key pubs 

Google Confidential 
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CONFIDENTIAL 

Go gle Overview of recent pricing efforts 

Product / topic Description Current status 

Platforms pricing 
review 

Annual comprehensive pricing review of buy 
and sell side platfonns for the Display Steering 

Presented Q4 2013 

DBM Pricing 
Strategy 

Self vs full-service rates, Premium rates, lower 
rates for very high volume 

Launched Apr '14 

Enhanced formats 
/ filesize 

RM In page in DCM (no studio, self service), no 
filesize fees 

Launched 01 2014 

DCLK Search Stricter pricing guidance, same rate card Launched 01 2014 

Analytics 
Premium 

Segmented pricing to increase overall avg price Approved in concept, process for 
final approval underway 

Audience Center 
Detennined rate card (flat rate, tiered by vol of 

data exported out of Google) 
Approved in concept, rate card to 

be finalized based on pilot 

Jordan 
Determine pricing for reservation buys using 

DBM - AdX - DFP 
Buyside pricing agreed upon, to 

request approval in Q2 2014 

DOM Stack Pricing 
Determine integrated pricing for DOM products 

in specific use cases 
Agreed on no major price 

changes• 

GRP Pricing 
Determine pricing tor GRP metrics from 

Comscore/Nielsen on platforms products Price ranges agreed upon, to 
finalize pnce points ** in Q2 2014 

YouTube on 
DBM/AdW 

Determine pnc,ng change {it any) to enable 
migration of YT spend from AdW to DBM Evaluating option of offering YT 

through Project Jordan 

Open Studio 
Assess the attractiveness of opening Studio to 

other ad authoring tools Evaluating the long-term strategic 
implications and risks 

• 2 mmor adjustments identified to be implemented in 02 2014 
•• Final price point to be determined based on comp intel 

Google - Confidential and Proprietary  
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Back ups 

Google Confidential & Proprietary 
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Platforms overall: high growth and increasing prices in 
programmatic, slower growth and price erosion in ad serving 

Buy-side 

Bid 
Manager 

4% 

DCM 
ORM* 

18% 

Delk 
Search 

1% 

a.a 
DFP 
Premium" 

18% 

Volume 
$M media or bi imps / qr 

1256 
- _I;? _80_/' ■+57% 

3~ 

Avg price 

,.➔ %ohotal 
net revs 

% media or ¢ eCPM 

11 8% 118% ... 
~ . ... 10-,, 

78% 

,., 871 15~68 6·5¢ 5 9¢ 5 7¢ 5 7¢ 
69.!..r----' " ...... 121!-o - - f' + 1 o/o 

High growth 

Net Revenues 
$M l quarter 

15 

~ · •59% 

46 51 55 61 
~ .... ... 13°0 

892 0 9% 41 36 

~ · 60% \ 02%04%. +77% \ 1.3 / f'+185% 

2 1n 
11.41 .551 1~ 1.~-

* •23qo 

~ ~ 
51 53 61 

4~:-----------

.. 01 ·14 vs 
♦ 01 ·13 

-30 

Margin 
~'«> 

18 

60 

7 ---------------------------------------------------------- ------- -------------- -------------------
DF·p SB* t.234 0.4¢ 0.4¢ 1 6 1 7 1 5 

835 995 ~¢ ----.... 

62 

<t% ~ . 24<¼o •-25% • -10% 

M 702 275% 290% 203 

~ 8~ · •69% 297% 285% . +2% 
~

. +72°/c 
59% 

2 0 

01 01 01 01 01 01 01 01 01 01 01 01 
-------- - --------
2011 2012 2013 2014 2011 2012 2013 2014 201120122013 2014 

Vol .. rnc l'i lld IOI' unpresslQl'S for UCM J!'< UH' on~-ot,l ~pt:rd jo, SM lor aid M.t1·ag,:1 IJ0-1blcc:litk 5':Jrch Jl'cl "'d~ 
1'11...:, IS <.>CPM , .. SC for DCM ,)I'd UFI', 9" ol rll<:Clli f(;r Bid Ma1·.,gc,. O<i~bk!Cll\k Se.lrch dl'C! AdX 

56 

• rrct .. des Rrcr Medk• .. pt,fl, 110000 upfoft .,~cl au otllcr .icJd,or·s cc111e,·11)i cr,1rg,:-d fo, O~P Sil. vvI,me I11du<1cs fr<.-etmonaued, prices dOrl 
SO<JICC O<o~I C,,~tR;,,c,,ae._~. 11,1111 ~ Ad)( ~l,4 t.1bf<:~, d1spwyo xlplHl'.i('l,lhlC 

Google Cwh<lt'l'll,11 .l. Pruprtl'l .. ,y 
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DBM: prices for DBM Standard stabilizing, margin 
increased by growth and new rate card 

BID MANAGER 

Rates Increased since the Q2 2011 rate card 
introduction, are now stabilizing 

18 

16 

14 

12 

10 

8 

Rates on new contracts• 
(low I high vol tiers) 

1' 
Errectl'.le 
pnce 

0:J----------------

Media spend ($M / quarter) 

_____ ...._Q-49%/ YO 

44 
D 

141 125 
57 52 62 64 91 80 91 96 n n 
□□□□ DD □□--

03 04 01 02 03 04 01 02 03 04 01 
2011 2012 2013 2014 

Growth and new rates (charge for new features & service) 
will allow healthy margin 

% media 

11.8 

Fees 

32 Foced(eng, - 20-25% 
mkt, PM) ofnetrevs 

2 1 Tech I 
Full Service 2 7 to 

Sales o 6 to 1 2 3.3 
I I 

[ 1.1 -
23 

-1.3 

Costs Margin Vol Completed New Margin 
H12013 growth stack rates 2014E 

73%/yr,. migra- (features w/ new 
tion & rates 

service) 

New rate card launched 02 2014: charge 6-12pp higher 
for service & 3pp for premium features package (ICM. 
GRP. search lift ... ), lower price for high volume 

Nole. Ci;rre, 1 DBM rah, CJld ~nj)icfll!.'l'l<-d U1 02 2011 OetJ•ol rew 1,lle (ilfd 10 be la .. r,tL'U O"f 201J i ,e 
J 

• l!MSAt81(1 M~r~g,:01 S~llll"..I! AgrccJTl()rlJ cortt.v.ts o,,ty Ooc-s l'Ol u•dud!.' IOs AAA5 81:la Agfl't!tn,:,nls •• GrOVIII• JS5ul0pll0t w. Ul!M'l, P<l.l lrom SJk:s ~in.wee 
Gro;.1h lo 2012 WdS 41'1(,, tr 2013 49'1!>. !JIOYlt~ ,rcludcs SJk"S ell,,:1crq, l'TIP,01/Ctn<!l'l, Jirc ddy ICJfllCd 1n 2H 2013 • • • 1t·cl..ce-; lower r,ll!'S JI d ,1,ar,:e '°' Prem,~m JOO full 
5<1111,ui M11• (0.61mp,lC.lt olS1i Jll{/S ~ ~d091 oi, or Pr-.m~mvet$1011 i!I EoY ~rd"" dier ts 11• ~~N scrw M.t, (1 2 r.irg~: ass~mes ~Jdoptoor of Pre,n,~m version ,,•a .1~ 
(ll~rl5 c.rr~rlly In h,llS-:1\Ke p.Jj,Itg ,~ I <-,v,ce uy loY ~,ce. Ot!P,41!1"mg. S.-iles~orl~. Bay•SiOt' P&l Google Cwlidert,al .l. Ptupltl'l-',Y 

- early 2012 price slightly above trending levels due to high vol from a client at legacy 23% rate (Camelot Communiications), 
renegotiated in Q3 2013 
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Effective fee increased slightly from the impact of new 
volume at higher prices 

BID MANAGER 

% media 

> Renegotiation of Vivaki contract to 
global contract (reducing rate at high vol 
from 10.5% to 9% for Vivaki France, 
Germany) 
> IPG, Aegis currently negotiating similar 
global deals 

11.7 

2013 03 price Contract 
renegotiation• 

Growth from 
existing customers 

15-20% vol is from 
new customers, at an 
avg price of 12.4% 

New contracts 

11.8 

2014 01 price 

Google Cwh<lt-r-11,11 .l. Ptuprtl'l .. ,y 
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BIO MANAGER 

Strong product sold at a premium for larger clients, competition 
is from Turn, AppNexus and recently video DSPs e H1gh 

0LI" 

% DSP vol1 

Strengths/weaknesses of main players 

TURn 

adf rm 

appnexus 

--rocket 

Price (% media) 

High vol Low vol 

1112 15 18 --- ···• 
<7 15 

8 154 

6-7 154 

<6 15 

6 15 

Key changes since Nov 2013: 

Americas 
Value 

+ KCT, algorithms, 
~ stack, infrastructure NACE 
W - No access to some 

local exchanges3 

A + Openness to 3P 
W add-ons, own DMP 

4'° 
-· 

UK 

DACH 2~ 

Benelux 3---

Nordics 1f % 

0 + Strong local 
presence in EMEA 

SEEME/RITES 
25. 0/4 

29t>% 

Q + Friendly reporting 

- + Flexible API 

0 -Opaque pricing / 
arbitrage 

APAC 

MENA, IL 

Others 3~ % 

AU/~-~ ~ - % 

SE Asia 3. 

IN, JP <5-~0% 

Key cha~e since Nov 2013 

Top competitors 

1. Turn 
2. AppNexus 
3. MediaMath 

1. AppNexus 
2. Tum 
3. MediaMath 

1. MediaMath 
2. Tum 
3. AppNexus 

. . ·----
1. Turn 
2. Brandscreen 
3. Local playerss 

SEEMEA share decreased from ~40%, driven largely by loss of AMNET video volume to Videology 
Videology, TubeMogul (priced as CPM/CPV) gaining share for video portion of media budgets 

1 TI esi? ~,. 1.11"' dor 01 ,IC( vrl IOI ah .. ,.Ill.lb~ p10(1,,<I Sul>!,lllale'illl -l·o..~E' toots, dCl 1 ~l ... -.>rl.~ .le) 
l w,u·o .. 1 H!X. uBM w,1 P<!"<'IVOO. k,<·, ¥~1 .. ,,blt• ll'JI T.,rr 3 Ir 0,1, ,1 e.,.i. r~« 'Ill SIM, lnJ.1p.1r cu11er11y 1r1c-s,,U1rg wot Ml 101\d, Pl 110111110 .,rd P1.1Uo1,n011e -I 
M~lllMJlhr.i\e ll'CI.;~ 5ornese1111ce (l'Ol lvff Wl1lil<Jl8f' 111ur.:ise111~11l) ACFOntl i.1le for S1t1Jner spe11<1<,. 1o~gt• esl11n.Jte 
6 C~u'ld. Yoyr. lp111yo11 M~ch>V jdp.11 M1uo.t1t:1. FreJkO~l MM~CLO,,e Google Cwh<lt-rll,11 .l. Ptup1tl'l"I)' 
Sovr,~ S,>leS h: •ms' ll"lvoho 1'01 b..l\00 OIi .l'1 ••I melrlcs 

- Video competitors are emerging, but not yet large enough to list as "top competitors" 
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NACE: while impressions volume are declining overall, Q1 
2014 saw unusually high growth 

DCM 

Volume from large existing customers and new 
customers increased significantly in Q1 2014 ... 

Ad serving volume 
B imps 

142 _____ ____ .m,,----m----· 
187 

2013 01 Existing New All other 2014 01 
large customers• customers 

customers 

T 
> Growth from 7 major agencies­
> Decline from 3 major agencies 
and 1 marketer" .. 

• l.Jrg~lylro.n d lllil,Ot r~-,1wstuIncr< TJll<ldl~ bwu f(U.1, CiOklbJct- h'U:tol<INC 
• • Rt:11.'rs to WPP. Aegis. IPG. oon,·ocom. P,..1>11c..._ Ptofe10. OQ&A 
''' R,:le,5 lo Ro<.kcl. Hd\lJ', JCe, IOI' 1.ige,·-dc~) JNI Sporhrg h'cle~ U/11~("(1 (111.l1kct<>rl 

.. . however longer term trends Indicate 
declining volume 

Vol growth 
0/o YoY 

01 

02 

2013 

03 

04 

2014 01 

+4 

-2 

-8 

-5 

+31 

> Overall volume 
decline from shift 
towards click 
tracking, 
programmatic, 
other media (video 
/ mobile) 

> 01 2014 growth 
from unusually 
high agency spend 
(which doesn't 
appear to carry 
over to 02) 

Google Cwh<lt-1"11,11 .l. Ptuprtl'l .. ,y 
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Americas: declining volume from 13 of top 30 customers 
offset by new volume and existing customer growth 

DCM 

Ad serving volume 
B1mps 

710 

140 

-119 

36 
118 

17 

2013 01 Impact of dechrnng Impact of growing 
customers.. customers""" 

• Repres.<rlcd ~ oo serv1rg vol.,me 111 2013 Ql 
• • 1rd~t1~ 13 Of lvp 30 ,.,~tome,s 
•" lrd..<JM , 1 ollc,p 30 CwSIOITICIS 

710 
17 

150 

2014 01 

New customers 

Remaining - 300 customers 

• Top 30 customers* 

> Vol decline from customers 
among top 30 due to 

- loss of advertisers (ING 
Direct, United from Dentsu, 3 
advertisers from Starcom) 

- reduced display budgets 
of a few advertisers (Verizon, 
Intuit) 
- vol shift towards 

programmatic (LowerMyBills, 
University of Phoenix) 

> Impact of decline offset by 
existing smaller customers 
and new customers 

Google Cwh<lt'l'll,11 .l. Ptuprtl'l .. ,y 

vol decline from 13 of top 30 customers offset growth. Declines were due to loss of a few key advertisers (ING Direct, 3 
advertisers on Starcom) and reduced display spend from a few advertisers (Intuit shifted towards text links, Verizon reduced 
display budget by S0°A>). 5-10% declines from loss of vol to 3P DSPs or RM (LowerMyBills, University of Pheonix) 
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DCM is a superior product, competitors focus on price, 
especially in SEEM EA and APAC 

DCM 

Key change s1nee Nov 2013 
e High 
Olow 

% 3PAS vol* Top 
competitors 

Price vs DCM 
% Strengths / weaknesses of main players 

Americas 
6t 

1. Slzmek** 
2. Atlas 

-30 to -40% 

- ... --- . ....... .. -
NACE UK s► 

DACH 28'/4 

Benelux 1t% 

Nordics 1l% 

SEEMEA .._ 
FR/IT/ES 3o~ o.4 

APAC 

MENNIL 29t>% 

Other 0-10% 

AU/NZ s9t­
SEAsia 10~ % 

IN, JP 10~ 5o/o 

1. Sizmek** 
2. Adform 
3. Mediaplex 
4. AUas -50 
5. Facilitate 
6. AppNexus 
7. Smart AdServer (FRITES) 

1. Slzmek** 
2. Facilitate 
3. Alias 
4. Zedo 

-20lo -50% 
-20% 

Cheaper 
Very cheap 

Key changes since Nov 2013: 

Value 

dfa A + Features, stack, reliability 
.......,.. W - Not very intuitive UI 

A + Flexibility, reporting, RM, excl. 
i-1►1uMa W relationship w/ some pubs 

- Less advanced tech 

~ • + DSP, flexible UI, localization 
appnuus - Scale 

df • 
+ DSP, localization (Europe), 

a rm customization 

0 + User-friendly, search integr. 
0-=,._.,,,.., "'""' ""' ••• - Scale and localization 

etlS: 0 -Lack of recent investment 

foc,1,co~~ 0 -No advanced reporting 

I 1:.zEoo Q N.a. 

SEEMEA share decreased from ~40%, driven largely by loss of volume to Smart AdServer in France 
APAC share increase driven by new business in AU/NZ (former1y ~50% share) 

• Tl" ese <,'jlMn ICS do r,ol a~<O~l'I lorJll .wa,l.lbl.. prod JCLw i>sttl-,~ (If' I Ouie loot.. .Kl ,,etwor~ cttl 

• • form~rty M,'tll.¼f-1•·<1 
• • • •20'N to' lvJINZ. -~ 11 IN 
SO<Jrcc. s.,11.~ I cJrnr ,rt~~ 10,1, 11<,t b.1SCd or, d•.t..1.,1 ml)lrt<.s 

Google Cwh<lt'r•to,11 .l. Ptup,tl'l,<,Y 
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DoubleClick Rich Media is more expensive and has less service 
ORM 

than competitors Keych.lnges~Nov 2013 
e H1gh 
..) 

% of3PAS 
vol1 

Top competitors Price vs ORM 
%2 

Strengths I weaknesses of main players 

Americas -25% 

1. Slzmek3 -same NA, 

2. Flash talking -60 LatAm 

3. PointRoll 
4. Sponge Cell 
5. AdMotion, Predicta 
(LatAm) 

Na 
-30 

-50 
-60 

------·-·------··----- --- .. --- --
1. Slzmek3 

NACE 2. Flashtalking 
3. Point players -40 
4. AdForm 

SEEMEA IT 1i . 1. Slzmek3 

2. AdForm 
FR/ES/PT 

-0~01o 3. Weborama -80 
&EE 4. Gemius 

2.,/o 
5. AdRiver (EE) 

MENA 6. Smart AdServer (FRITES) 

APACAU/NZ 4- -
1. Sizmek3 

1t. 
-SO to -80 

SEA 2. Flash Talking 
Other 

o . .to/. 
3. lnnovid 

Key changes since Nov 2013: 

dfa 
.,o:;.,p 

flashtalklng "" 

@ weborama 

@spongeceU 

ROLL ..___ 

Value 

•
+ Integration with base ad 
serving, layouts (flexible/fast) 
- Service 

+ Innovative features, quality, 
A service (recent attempts at 
W scaling back), exclusive 

relationships w/ some pubs 

A + Perceived as creative, 
9' dynamic, service oriented 

- Low scalability 

0 + Good video formats 
- Lack of innovation 

Q - Lack of base ad serving 

0 + Exel. relationships w/ pubs 
- Less sophisticated 

Share decrease in Americas (from 30%) due to mix shift towards video & mobile, where point players are 
strong comeetitors (Celtra for mobile, Vindico for video) 

1 11-ese eU111JkS do• ot <l<CO~rt '°' an dVJIIJbl<, prod· ,Cl s~llslll~les(,r -I o.,se tool,, dd r<,(,,-o,~. cl,) 
2 Mostly 1cle<S Iv k•P,1g,e ~Pd h•·b,) !'Cl Vic.le<> ORM l,llt'.:S 1, 1, Sllt::dlO arc ,r ii,_ r.-, 11 dos-.· lo compcllhot1 3 1-ormerly MeduMllld Google C~th<lt'l'lr,11 .l. Ptuprtl'l .. ,y 
SOJrce SJl<.-s I earns" 1rtu1l10n ~ot b.Js«,(f Of' itclwl m~u its 

- Mobile/video competitors are emerging, but not yet large enough to list as "top competitors" 
- Awaiting response from Nadia on driver for share loss in IT from 40% to 10% 
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Go gle 
Google Analytics 
Premium Pricing Strategy 

Proposal for discussion 

November 22, 2013 
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Go gle 
Key principles for pricing Google Analytics Premium 

Key principles for platforms pricing ... . . . and implications for GAP 

Focus on the long-term 
overall value from the 
adoption of the products / 
features 

Optimize the rate card for both adoption 
(value of owning the analytics layer) and 
direct revenues 

Ensure ease of execution and 
scalability 

Ensure a simple fee structure to avoid 
time consuming negotiations that add little 
value vs the value of fast adoption 

Price competitively and 
adequately to the value 
delivered to the client 

Ensure the rate card is well adapted to 
the competitive environment and value for 
the different types of clients 

CONFIDENTIAL 

Consider the signaling effects 
of price in conveying value 
and quality to clients 

Charge for the use cases that clients 
expect to pay - too low pricing ( or "free") 
may actually lead to lower adoption 

Google Confidential & Proprietary P 
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Go gle 
Google Analytics Premium: how to increase price without 
hindering growth in adoption? 

Cheaper than 
competitors 

and 

Perceived 
favorably 

but 

Price. Sth / yr Fl I t a ee same 
for all chents 

150 

Product value*,% respondents 

92 

0 

Adoption, % or LCS 300 

Volume based 
(hits/mo) 

100- 500 

89 

32% 

3 

• Exct lerl 

li9 Ver1good 
□Good 

[3 Ac=iallle 

• Poor 

I 
■ 

Needs to grow 
adoption 
significantly 

11%0 ) ---------- J --··-~······-·l -----_-_-t @ 

GoJgle , ~~ Adobe· 

• D,sregardmg pnoe. Based on a survey to current and potential GAP clients - detail !:!fil!! 
• Premium (paid) vers10n only. In adclitJon, 22% have a free version of GA 
Note: GA Premium Oat fee applies up to 1 billion hits I month 

1'3oogfe CO nfiC! E!l'll ia I P eia 
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CONFIDENTIAL 

Goo gle 
Client survey to assess perceptions on price and product 
features for Google and competitors 

Aspects assessed 

• Current analytics products, annual spend 
• Features that drive purchase decision 

• Feature level performance rating of GAP vs competitors 
• Price perception of GAP and competitors 

Sample 

• Surveyed 90 GAP clients and 30 non-cl ients in Sep-Oct 2013 
• 65 respondents (55% response rate) 

o 25 only use GAP 
o 26 use GAP as primary & Adobe as secondary 

o 9 use Adobe as primary & GAP as secondary 

o 5 use Adobe only 

-

Survey details here Google Confidential & Proprietary 
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Go gle 
Price is key for the avg client - a flat price increase is 
counterproductive ( despite GAP being a strong product) 
% respondents 

Top 15 features Importance GAP Adobe Remaining features Importance GAP Adobe 

Conversion tracking Unsampted data reports 

Integration with ad server Custom metrics El I Price level I X-channol attribution Ell 
v,su ... ltzahon UI ',.1 

Monthly hit vol hm1t Ell 
Customizable dashboards • Im Custom vars definition 
Multiple site reporting tit, 

X-dev1ce reports .. 2 
Customer journey analysis 

t 1obile 3PP trac 111g 1B 69 
Data collection + eoorts 

Rule based modeltng Im Adv Admm controls .. ~ m 24r7 phone support Ell X-channel reports 

Data freshness Ell E-commerce tracking El 
Price structure Ell Content analytics 

Std var definitions Ea .... Data dnven aftnbut1on 

Account mngt EJI 75 Implementation support 

Tra1rnng AB & Mulhvar testing 

I : GAP outperforms competition on most features and is Improving on the remaining ones 
However, price weighs heavily on the avg purchase decision, making a flat price increase for 
everyone not an attractive option, as it would likely hurt adoption 

Importance=% respondents who rate the leeture very/ extremely impol'tElnl In the purchase declsiOn (5 point scale} 
GAP / Adobe: % respondents who rate the product very good I excellent on each feature (5 point scale) 1'3oogfe COnliC!E!l'llial 
Based on a sul\ley lo current and potent,a! GAP Clients • detail h!fil! 

P eia 
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Go gle 
--

However, price and product features sensitivity vary widely with 
client's size, suggesting a segmented approach ■ _ Sizeo,segmeni 

~ofLCS300 

Small clients 
< 500M h1ls/mo 

27% Medium clients 
500M - 1 B hits/mo 

47% 
Large. clients•; 
>18 h;tsi ino 

Top15features Imp. G A Top15features Imp G A Top15features 

Conve<sJOn tracking lnteg wl ad server Monthly hit vol hmtt :> 1 B 
IPrice level ! Conversion tracking I nteg wt ad server 
':-V:-1s- ,-:dlil8ti~ ~o-n~U-::I----~~---+----- ~!P~rl_c_• ~le_v~• I--'!'~---=-~"'!"""---'! Multiple srte reports 
Prces. , .. i-. .. lu e B Visualization UI Conversion tracking 
Multiple site reports [rl Account mngt IZil X-channe, attnblruon 
lnteg w ad server m Cust JOumey analysis III Custom vars 
Custom dashboards El X-dev1ce reports m Unsampled data reports 

Training El Custom dashboards m Advadmrnconlrols 
Std vars Data col!ect1on .. reports m Data freshness 
Cust Journey analysis Pnce structwe m Custom dashboards 
Data co .ection,..reports Adv adm1n controls m Mobile app tracking 
l,USIOn ffi"l rs Cl 24 7 dedicated support m 24(! dedicated support 
Content analytics l!J Training ID' V~alrzation Ul 
Rule based model ng m X-channel reports El Data driven attribution 
Data freshness CJ Std vars EJ - E-commerce tracking 

26% 

Imp G A 

• Price is a key factor • 
• 

Price is important n: Price NOT among top factors 
• Product and service requirements 

are simpler and met by GAP 
___,JJ_ 

Stricter product & service 
requirements, mostly met by GAP 

• Strict product & service requirements, 
not entirely met by GAP 

lmportanoe = % respondents who rate the feature very/ extremely important in I.he purchase decision (5 point scale) 
GAP I Adobe = % respondents who rate the product VefY good/ excellent on each feature (5 pomt scale) 13oogte COnliC!E!l'lliat 
Based on e survey to current and potentJal GAP clients • detail here 

P eia 
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Go gle 
Clients' current behavior further suggests the need for a 
segmented pricing approach ■ _ s rzeofsegment 

(% of LCS 300) 

·: Small clients I • "' • . . .. • . . . I 
< 500M hits/mo 27 Vo 

~ .. . . . 
Medium ,clients' . . . . .. .. . ···- . ~' 
. sooM...:-1 B hits/mo 

- • a • L • • ' >- • • • 

47% 

- - .. 
Large clients 
>1Bh1ts/mo 26% 

Total spend 
~410 

on analytics"" ~220 

$th / yr •••• 1· ... :--.1 ~-Q •••• r· ........ ·_· -_· -_-· __ E __ - __ .... )_· ·_· ·_·····. -_·-_··_--__ -_-_-_-_-·_·-_· ◄_ ~1'fo:nce 

Penetration 
of analytics 
providers 
%ofLCS 300 

58 

High price sensitivity and lenient product & 
service requirements result in high adoption 
of free version (despite lim. 10M hits/mo) 

59 

··I 25 
16 

T 
Price & product mostly aligned 
with clients' requirements, highest 
GAP penetration of all segments 

Slightly decrease price to Slightly increase price, keep 
upgrade larger clients to paid improving product 

T 

D GA free only 
D Other 
■ Adobe 

■ GAPremium 
Also use GA free 

High willingness to pay visible in the 
much higher spend and high penetration 
of Adobe (more expensive product) 

Significantly Increase price IF 
product features & service improve 

• Esbmate, based on seff reported spend for clients on paid versions (data conected 1hrough a survey - detan here> 
Detail of the estimate of the size of the segments and penetmt10n of the different providers here ~ ogle COnliC!E!l'l!ial P eia 
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Go gle 
In summary, provided the needs of the larger segments are 
met, price should be increased 

Segments 

Large Client 
>1B hits/mo 

Critical product & 
service improvements Other improvements 

• Monthly hit vol > 1 B • Multiple site reports 
• Unsampled data reports • Conversion tracking 
• Adv admin controls • Integration w/ ad server 
• Data freshness 
• Mobile app tracking 
• 24/7 dedicated support ! 26% I • e-commerce tracking 

Medium Client 
500M - 1B 
hits/mo 

Small Client* 
~10 • 500M 
hits/mo 

• Adv admin controls 
• 24/7 dedicated support 

• Data freshness 

• Integration w/ ad server 
• Conversion tracking 
• Customer journey 

analysis 

• Conversion tracking 
• Multiple site reports 

Q_. % of LCS 300 

Target price range 
S th / year 

300 - 500 

150-300 

I 
I 
I 
I 
I 
I 
90 - 150 
I 
I 
I 
I 
I ... 

Current GAP pnce S150k 
Very small clients (<10M hits/month} are well served by GA rree 

1'3oogfe CO nfiC! E!l'll ia I P eia 
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Go gle 
Services, if/when offered, should be priced to cover our costs 
and not lower than competitors 

Current GAP 
offer 

Cost Driver 

Cost, 

Competitor 
offers 

Proposed 
services 
pricing 

. 
Implementation support 

• Only offered to direct clients 

• Only offered for 1 site per 
client 

• # of sites 

• Complexity of sites 

• $9k- 12k per site 

• First site implementation free 
• Additional sites charged at 

$25k - 35k per site 

First site free for direct clients. 
Additional sites priced in line 
with competition ($25k/site) 

Ongoing Technical 
Assistance 

• Included in 150K price 

• # of tickets 

• # of authorized users 

• $4k - 6k/clienVyear 

• Most competitors include 
this service in analytics fee 

Given low cost and competitor 
pricing, continue to include 
this service in analytics price 

1· Estimates based on eXtstJng G-Tech headcount costs. Details m 

Consulting services 

• Not offered 

• # of hours 

• $10-151</month/consultant 

• Charged as add-on service 
• Billed as monthly retainer o f 

$25-30k per consultant 

If we offer this service, price as 
monthly retainer in line with 
competition 
($25k/mo/consultant) 

1'3oogfe COnfid, E!l'll ia 1· p 
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Go gle 
Proposed pricing: volume based rate card with differentiation in 
product and services 

GA Premium GA Free 

Large Cl ients Medium Clients Small Clients Non-paying Clients 
>lBhits/mo SOOM·18 hits/mo 10M·500M hits/mo <JOM hits/mo 

Volume Flat Fee ($K/yr) $3001C $1501( $901( Free 

based Vol cap (Hits/mo) 18 SOOM 100M lOM 
prlclngm 1 

Sl0K per 500M $151( per lOOM upto SOOM Fee> cap ($IC/yr) $30K per lOOM upto 18 * 
Dau freshness <lSmins <lh <4h 24h+ 

Unsampled reports < lh <4h <4h • ... with 
✓ ✓ • • differenti Adv Adm in controls 

atlonln Custom variables 2oo+ 100 30 20 
product 

✓ ✓ ✓ • features Data driven attribution 

OFA/DFP Integration ✓ ✓ ✓ • 2 
✓ ✓ • • Big Query lntPgration 

Sales channel GoogleAMs Google AM+ Resellers Reseller only Online 

Implementation 
1st site free. Additional 1st site free. Additional • • ... and In s,tes$25K sltes$25K 

sales & 24/7 Tech Support ./ ✓ • • services 
✓ ✓ • • Account Mgr 

Consulting Svcs $25K/mo,,• • • • 
1 • E.g., a cliem with SOOk flat fee that goes above 100M hits/mo will be charged S15k lor each 100M hits up 10 500M hits, 
I hen $30K per 100M hlts up to 18 and then S30K per 500M h~s above I B Google COnfidetllial 
2· Feature not tested In cuStomer survey. • No dote processed above cap - Monthly reta,ner fee per consultsnt 

P eia 
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Go gle 
Proposed rate card 

Volume Fees -Hits/month $th/year $/month 

< 100M 90 7,500 

100M - 200M 105 8,750 

200M - 300M 120 10,000 

300M - 400M 135 11 ,250 

400M - 500M 150 12,500 

500M - 600M 180 15,000 

600M - 700M 210 17,500 

700M - 800M 240 20,000 

800M - 900M 270 22,500 

900M - 1.0B 300 25,000 

For each 500M +S2,500 

Available only through resellers 

Minimum 
commitment Product Sales & Service 

Sth/year features* 

90 • Data refresh < 4h • Resellers only 
• Unsampled reports < 4h 
• Custom variables - 30 

150 • Data refresh < 1 h • 
• Unsampled reports < 4h • 
• Adv. admin controls • 
• Custom variables - 100 
• Big Query integration 

300 • Data refresh < 15m • 
• Unsampled reports< 1h • 
• Adv. admin controls • 
• Custom variables - 200+ 
• Big Query integration • 

-

Google AMs + Resellers 
24/7 Technical Assistance 
Implementation: 1st site 
free. Additional S25K/site 

GoogleAMs 
24/7 Technical Assistance 
Implementation: 1st site 
free. Additional $25K/site 
Consulting svcs: 
$25K/mo/consultant 

Higher min commitment (300 vs 150 vs 90M /hits/mo) 
incentivized through better product features / sales & service, not 
lower unit price 

Flexibility for sales teams to use discounts if/when appropriate to 
further incent other I higher min commitments 

Note. Same dJscount crrteria end escalatlon proce1;5 as for buy-side platforms: 20% discount allowed at Sales 
Director level, higher dlscoun~@lssx approval 1'3oog!e COnliC!E!l'llial P eia 
• 0818 driven attribution, DFA/DFP integration end SL.As eveffable In all paid versions (not avatlabfe on Free) 
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Go gle ESTIMATES 
--

The proposed pricing results in a target margin of -70% in 
2014, in line with the margin of other platforms products 

Assumptions 

-

• Fixed costs (Eng, Product, Marketing 
HC) and variable costs/client (Sales & 
Support HC + Tech costs) sourced 
from Sales Finance 2014 P&L 

• Assumes 100% penetration of LCS 
300 with expected distribution 

o 80 small clients 
o 140 medium clients 
o 80 large clients 

• Avg. revenue per client per year 
o Small clients: S120k, 50:50 

reseller share 
o Medium clients: $225k 
o Large clients: S400k 

• 20% of med and large clients use paid 
implementation service for 1-2 sites2 

Financials1 (2014 run rate) 
$ M / yr 

Revenues 
Small clients 
Medium clients 
Large clients 

Costs 
Sales & support 
Small clients 
Medium clients 
Large clients 
Fixed costs1 

Profit 

Profit Margin 

71 
5 

34 
32 

20 
18 
0 
7 

11 
2 

51 

70% 

1- Includes paid 1mplementatlon services, but not paid consulting serviees 
2- Based on G-Tech estimates 

DFA: ~70% 
DFP: ~60% 

1'3oogfe CO, . 
P eia 
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Goo gle 
--

Pre Ii min a ry product roadmap 

Q1 2014 Q2 2014 

Hit volume - 208/mo/property 

Unsampled offline report <1 hr 

Unsampled data - custom aggregates 

Unsampled data in UI - 20M (all queries) 

Big Query integration - V2 features 

Unsampled data freshness <15 min 

Reprocessing - 30 days prior 

Group / Account Management / Provisioning ACLs 

DFP integration 

Rollup reporting 

E-commerce 

Source: Google Analytics Premium Product Team 

Q3 2014 

1'3oogfe CO nfiC! E!l'll ia I P eia 
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Goo gle 
Next steps 

Pricing Strategy 

• Regionalize pricing proposal for 
markets outside North America 

• Define the pricing strategy for the 
remaining Analytics Suite 
products 

• Define how Analytics pricing 
should be integrated in the DOM 
stack pricing 

Product & Sales Strategy 

• Agree on a product roadmap 
that addresses the key 
development areas identified in 
the survey 

• Define the re-seller strategy to 
complement our direct sales & 
service channel 

Google Confidential & Proprietary 
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Go gle AdX Pricing 
Impact of a decrease in the rev share 

March 2014 
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CONFIDENTIAL 

Should AdX rev share be decreased? If so, how? 

Focus of this 
document 

Context 

> Price pressure from competitors 
- AdX @ 20% rev share while 

direct competitors @ 10-20% 
- 8 large AdX pubs (~13% of AdX 

vol.) at negotiated rates ( down to 
15% ), 6 of which were negotiated 
in 2013 

> Rev share decrease likely to 
increase AdX volume, GDN fee* 
could be increased dynamically to 
offset the AdX price reduction 

> Question is whether and in what 
conditions this pricing change 
would be value creating 

Potential pricing 
changes 

Decrease AdX 
rev share from 
current 20% 

+ 

Increase GDN fee 
keeping the 
blended AdX+GON 
constant@ 32%** 

Impact to assess 

> Increase in AdX 
volume due to the 
decrease in AdX rev 
share (price elasticity 
of demand) 

+ 

> Decrease in the 
GDN win rate due to 
the increase in the 
GDN fee 

• Currently at 14% 10 be increased to 15% 
•• Applies only to the AdX volume at the reduced rev share and such that the blended rev share (AdX + GDN) remains unchanged vs today 
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Reducing AdX rev share likely value destroying except in 
<30% of current volume 

Expected 
Type of pub elasticity" Rationale 

LPS pubs with > Based on experience 
< 20% vol on AdX 

27 

2 - 3 with pubs currently at 
discounted rates** 

LPS pubs with 
20-40% vol on AdX ~1 

14 

LPS pubs with 
> 40°/c, vol on AdX < 1 

I 1e 

OPG pubs __ ~0 

I 43 

Total blended <1 

> Limited potential increase 
in vol given higher share 
already on AdX"** 

- - -
> Unlikely to have enough 
programmatic inventory in 
addition to the one already 
on AdX to compensate for 
the price decrease*** 

> Unlikely to have any 
programmatic inventory in 
addition to the one 
already on AdX 

r::J . %AdX 
L.G"+gross 

rev111
-• · 

Value creating, promotes a 
step increase in SoW of 
programmatic 

Value neutral, likely 
promoting only an 
incremental increase in 
SoW of programmatic 

Value destroying, current 
SoW of programmatic 
already very high 

• For e 25% reduction 1n price vs today (from current 20% to 15% rev share) 
.. Detailed next 

• • • • Excluding 8 pubs with discounted rates 

·•· Programmatic on ev9 <50% o-ftotat inventory of the publisher 
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For pubs with <20% volume on AdX, evidence so far 
suggests a rev share decrease is value creating (£=2-3) 

Publishers % vol on AdX Price change Impact, calculated2 

@ (before negotiation) 
discounted 
rates of total1 of Negotiated rate Change in Gross rev Elasticity 

program- bav r1 on gr J% rev blended 0 ch 1 lf!e 
matic4 :111mo rate 

ESPN 1% -40% <$0.5M: 20% -8% +68% 9 
$0.5-0.SM: 18°/o 
$0.8-1M: 16% 
> $1M: 15% 

....... -
The Weather 11% -70% <$2M: 20% -25% +46% 2 
Channel $2-4M: 17.5% 

> $2M: 15% 
. - . - - ... . ... - - -

Gumtree 17°/4 -70% 15% -25% +30% 1 

CBS 17% -80% <$0.5M: 20% -21% +105% 5 
$0.5-0.75M: 17.5% 
> $0. 75M: 15% 

Total blended -24% +51% □ 
1 For a gM!n pub~sher. 10131 inventory volume IS .assumed lo be indlCilted by tmpress10n volume on OFP for that pubhsher 
2 Rerers to caloulated avg mon1h'y gross revenue lnclease relat,ve ID O\lerall growth rates from und1SCOunted LPS pubs 
3 Refers 10 sa~ team estimate of avg monthly gro" revenue increase relabw to e~pected revenue wnhOut dlS(XJunts 
4 Sales team estu,1ate 

Impact, estimated by 
sales3 

Gross rev Elasticity 
le ch, nc.w 

+137% 18 

+100°/4 4 

+43% 2 

+14% 1 

+80% □ 
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Volume tiering alone is not sufficient to ensure the price 
decrease applies only to the target segment 
Current volume distribution @+ % AdX 

% of total gross monthly revenue, Jan-Oct 2013 ' gross rev 

LPS pubs with 
< 20% vol on AdX 28% 23°'& 

I 27 
- 14<lo 

I I 
15% 12% -

I I 
9% i 

I I I I I I 0% I I 

LPS pubs with 
Monthly 20-40% vol on AdX 28% 

I I 
18% 16% 22% volume per 

! 14 I 70/o 7% I I I I pub only I I I 2o/o I I I I helps 

LPS pubs with differentiate 

> 40% vol on AdX LPSfrom 

9% 
16% 1s~o 111\o 13% 18% 18% OPG pubs I 1e I I I I I I I I I I I I I I 

41% 

OPG pubs 

I I 
26% 

I I 
13<!0 9% I 43 2~o 4% 411/o I I I I I I I I 

<$100k $100- $250- S500- $750k-1M S1-2M $2M+ 
250k 500k 750k 

Gross monthly revenues per pub 
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If the rev share is decreased, it should be done reactively 
and the lower rates should apply only for vol > $1 M/month 

Assumptions 

I > Tiered rate card J 
- 15°/o rate at very high 

volume (> $2M/ month), 
competitive with 
Rubicon/ Pubmatic 
- 20% for low vol 

(same as today) 
- 17 .5% in between 

> Elasticity for each 
segment as calculated 
previously: 

- 2.5 for LPS pubs with 
<20% vol on AdX 
- 1 for LPS pubs with 

20-40% vol on AdX 
• 0 for all other pubs 

Change in net revenues for Google vs today 

Net rev change 

. . 
• 

+12% • • • 
• . . . . 

• • • 

. • 

+4°/o • 
. 

r Maxnet 
+1 % rev impact 

0% ' 
. so 2 

-4%· 

• -, 

' 
S06 

... 
• • • 

' . . 
S1 0 

• • • • • 
• 

~%· -----------------• -
Threshold for 17 5% rate 
SM/month 

Gross rev +1 0% +7% 
(

0/4 change) 
+5% +4% +2% 

Price 
(p.p change) 

-1 .8 ·1 .1 -0.7 -0.6 -0.5 

- - - Value creating segment 

- - - Value destroying segments 

- Total 

> Net revs remain 
approx constant, 
volume increases by 
-5% 

> A tiered rate card 
should be offered 
only reactively on a 
case-by-ease basis, 
unless we start 
facing significant 
pricing pressure on 
pub acquisitions 
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Similar prices across regions, -60% of volume and ~45% 
of growth from Americas 

% 

BID MANAGER 

01 2014 vs 01 2013 
media spend growth 

Price Media spend Media spend growth 
% of media, 01 2014 100% = $125M, 01 '14 100% = $45M, 01 ·14•• 

Americas 
13.7 ---- ---11 .9 _____ . _'f ( -14%' 

- -- 60 

NACE 
14.6 

----- ---12.1 -------" , -17% 

-----. 
14.3 __ _____ 11.0 _____ ~ 

SEEMEA I 1 .. -23°/4, -
-··-· ---

14.7 r · ______ 11 .5 ___ ----" -
I -21 % 

APAC* 

Rate card Price charged 

• APA£ 1.itc c.1rtl •~ cvuertly Jt J)Jf ,,1111, oet·er 1egK>Iu.A11cr~i:<? rate c~1d rec would be 12.2~ wilt\ p1e1110.,s rate card t lp.p 1= lees 
Jrd lower ·,olume tl11t?Sh;ldS) 
" GtUN11' tJk1,1Jtoo cJ5 Ql 201.! V'S Q 1 .1013 
SO<JICC DBM 81 1,•g. go/tM1li!1Cpo!l 

45 38% 

116% 

65% 

108% 

Google (Whtlt'l'll,11 .l. Ptup1tl'l"'Y 
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Americas represents~ 70% of ad serving volume, growth 
coming from other regions 

DCM 

Price 
CPM, USO cents, 0 1 2014 

Americas 

524" 
• i -------3.46----_-_t -

-34% 

4.32 
NACE 

SEEMEA 
..---

4
·-
1
-
6
---------2.40----·1 -4201 

--~ 10 
~~~_J_ __ _ 

-·- . - ....... - ......... 
4.80 

APAC 

Rate card Price charged 

• Gfowtl' LJk~latcd as QI :!014 Ir. QI 2013 

% 0 1 2014 vs 01 2013 
volume growth 

Volume Volume growth 
100% = 1 OT imps, 0 1 '14 100% = 0.08 T imps, 01 '14 vs 01 

'13 

68 0 0% 

54 31% 

9 36% 

5 37% 

.. H.gMr tra~ oth.u •'1810,,s ch~ to II d1ff~rc,1 ll.iteard (rc)t~e, 11-.11 <1INc1e, 1 m,x i;,r cliel"l sllesJ 
SOv1(c 0<0~1 c..stR~·.,:r.ie ~ 

Google Cwh<lel'll,11 .l. Ptuprtl'l .. ,y 

• Flat vol in Americas: vol decline from 13 of top 30 customers offset growth. Declines were due to loss of a few key advertisers 
(ING Direct, United from Dentsu, 3 advertisers on Starcom) and reduced display spend from a few advertisers (Intuit shifted 
towards text links, Verizon reduced display budget by 50%). 5-10% declines from loss of vol to 3P DSPs or RM (LowerMyBills, 
University of Pheonix) 
other fees: 
Click tracking rev growth: 90% from Americas (some large customers which were spending very little/zero on it have recently 
been increasing spend) 
RM growth: mostly from In-Page (accounts for -30% RM revenues, grew at -60%), and increasingly from video (currently 
accounts for -12%, growing fast at 230%) 
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Americas are 65°/4 of managed search spend and are still 
driving growth. Fast growth in APAC, from a low base 

SEARCH 

Americas 

NACE 

SEEMEA 

APAC 

Price 
0/4 media, 01 2014 

0.97 

1.03 

1.38 

1.46 

---····0.65····_-_t ~ 

------·0.80···--i ~ 
• • "I: ~ 

Rate card* Price charged 

• ~kW rat~ CJrel (l~(l.,du•g O 7~ tietl 
SO<Jrcc O<o~ t G.~tRcv~~· .. e ~ 

Volume 
100% = $892M spend 

65 

6 

4 

% 0 1 2014 vs 0 1 2013 
volume growth 

Volume growth 
100% = $336M spend 

59 53% 

62% 

8 91% 

7 257% 

Google Cwh<lt'l'll,11 .l. Ptuprtl'l .. ,y 
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DFPPREMIUM 

Americas contributed 70% to volume and ~80% to growth 

Price* 
CPM, USO cents, 01 2014 

3.00 

Americas [ 

2.09 
NACE 

_______ 1.90 _______ ~@ 

....... .. . ... 
1.74 

SEEMEA 
_______ 1.33 _______ ~~ 

APAC 

Rate card.. Price charged 

Nok 1c,uls tn.ly rol JCJ4 up m,e to rou,dirg 
' l:JfcdM!' pt KC n·d ... dcs m1r1m-,rn Cfl.a,i,,'l?S 
• • Ddcrmtrcd Med or c,,r,c,·t r,llc wrd (c[fe(.IM.• oi ol July 2013) 

% 

Volume Volume growth 

0 1 2014 vs 01 2013 
volume growth 

100°1o = 2.2 T imps, 01 '14 100% = o 4 T imps. a, '14 vs 01 '13 

70 
30% 

0 0% 

5 12% 

14 42% 

' ' ' w,g,.,ly 1,01n ~•<HIii' ol 111.lj<.>I , .. storncrs • org.1ni,; grow ti' leg, N!Jy) JI d Ol.l'l<:~•·t ol ll'•hOu~C ,l(J S'.rvlrg lo Off' tci: CBS),o;t~tl I l'C\11 p.ib 
IA•·swc,~ Cc.till Google Cwh<lt-f'll,11 .l. Ptuprtl'l .. ry 
So .. rc.i. [)(Cul C,ISlRe-;c,•~• t 

> ~60% of Americas growth comes from growth in 5 large pubs (eBay, Disney, CBS, Gorilla Nation Media & Move.com) & 1 new 
pub (Answer.com) 
> existing pub vol growth was from vol previously non-addressable by OFP - organic impression growth (eg, Disney's property 
Playdom increased ad refresh rates. eBay properties added more ad units in existing properties) and movement of in-house ad 
serving to DFP(eg, CBS) 
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BIO MANAGER 

Strong product sold at a premium for larger clients, competition 
is from Turn, AppNexus and recently video DSPs 

Strengths/weaknesses of main players 

Price (% media) 

High vol Low vol 

doi.cleC"Jck 11 12 15 
• bid mlll"-'lgCI ••• 

TURn 

adf rm 

appnexus 

., ,ocket 

<7 15 

8 154 

6-7 154 

<6 15 

6 15 

Key changes since Nov 2013: 

Value 

+ KCT, algorithms. 
~ stack, infrastructure 
W' - No access to some 

local exchanges3 

A + Openness to 3P 
• add-ons, own DMP 

0 + Strong local 
presence in EMEA 

Q + Friendly reporting 

- + Flexible API 

0 -Opaque pricing / 
arbitrage j 

% of DSP 
volume1 

Americas 

NACE 

SEEMEA 

-

AU/NZ 40- % 

APAC .. 
SE Asia 38111 

IN, JP <5-~0% 

Key change since Nov 2013 

e H1gh 
Olo 

Top 
competitors 

1. Turn 
2. AppNexus 
3. MediaMath 

1. AppNexus 
2. Tum 
3. MediaMath 

1. MediaMath 
2. Tum 
3. AppNexus 

1. Turn 
2. Brandscreen 
3. Local players5 

SEEMEA share decreased from ~40%, driven largely by loss of AMNET video volume to Videology 
Videology, TubeMogul (priced as CPM/CPV) gaining share for video portion of media budgets 

1 IN:•0 e;1 TIJll-S IOI ot •IC«>uf't '°' 811 JIMll.ibk proa ,ct~- llSlllal 'l;(lr-I,o.,se tools. td I lv,ori· dd 
2 w,t~oul HIX, 08M Will. petCcl.-ec:I ol5 k.-ss VdluJbl•! t~JI" 1.im 3 In 011,J. 11.l•l . lef'cet·I. S01a. 111 J.tp.ir euuerUy I1"I<.'!;f.tlll'!! w,u, MicroAd. ~L•tlurmlD Jrcl flalformOrt> -I 
Mcdlolt,.1Jtl' r,llc 1rc•...d~s some sc.-1<~ (1'.<ll 1 .. 11 c;J1np.11 ni.i1·.igl:1Ticrtl Adh,1 m r.ite for !,Ill.Iller spcrck?r ,o~g11 ~"I ~m.ll<! 
b C~ira Yoyt lpmyo, .. Mc'fll,l\l. jdpaI . M1cr0Ad, frC,1kO.~ M,,r~<:IOl'e Google Cwh<lt-rll,11 .l, Ptuprtl'ld,Y 
SO<Jrcc. S.>~ I <.'dill • lrl '~ '°' . 1'(,I b.1SCd 00 <l(t.i.11 met, I(~ 

- Video competitors are emerging, but not yet large enough to list as "top competitors" 
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Effective fee increased slightly from the impact of new 
volume at higher prices 

% media 

11 7 

Customers in each 
fee bracket in 2013 
Q3 paid on avg lower 
in 2014 0 1 

\ 
03 

Vol at >14% rates 
contributed 5 p.p. 
higher• to 2014 Q1 
vol 

l 
03 

15-20% vol is from 
new customers, at an 
avg price of 12.4°/o 

I 
0 1 

BID MANAGER 

11.8 

2013 Q3 price Price decrease Mix shift towards 
higher paying vol 

Pnce increase 2014 Q1 pnce 

Impact of growth from existing 
volume 

' 2013 Q3 vol di$1flWIIOt1 by 111i,.e • "10% <J'ii>, ID-12'i4 !>2.~ 1i-1.i lo 2. l<ii>, '-1.l•~ 18'i4, "°' 
dtStnb.tion or s.ltll,! c~sto1ncrs ,., 201.i Ql -9'4, .ic,%, 2~. 23% 

Impact of new 
volume 

Google Cwh<lt-rto.11 .l. Ptupttl'l .. ,y 
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DFP Small Business: value primarily from monetization, 
growing ~50% yoy 
Net revenues 
$M 

Monetization 6 

Ad serving\ 

Volume 
Billion imps / quarter 

+44% 
> ... 

• APPLY NEW RATE CARD 
• DEEP DIVE ON ENFORCING AND 

SHOW FREE/PAID SPLIT 

DFPSB 

+24% 
1 ..._ ______________ __, 

Monetized by Google (free) 

Not 
monetized 
by Google 

< cap (free) 

> cap, waived 

> cap, paid 

01 01 01 
----- -----
2012 2013 2014 

Note: current cap on OFP SB free impressions 90M Imps I month (excluding imps monet,zed t:ty Google) 
Source Ocout CustRevenue F. d1splayd xfpbaset.:tble. AdX dashboa!d 

+26% 

◄##P» 
♦4•» 

Google Cwh<lt-rto.11 .l. Ptuprtl'l"'Y 
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DFPSB 

Regional breakdown for DFP Small Business 

Americas 

NACE 

SEEMEA 

APAC 

Price* 
CPM, USO cents, 9M 2013 

0.94 

1.12 

0.80 

N.a. Na. 

Rate card Price charged 

Prices to be checked 

•UfedNepuce k'cl"'d~ m1rmum<hdf~ 
• • Dclcrm1rcd bas,.'(! on ,.,rrerl r.J\~ c.ud (ell~U'it' d~ uf J.,ty 1013l 
'" GrOW1hc.Jlcul.lled,HQI 2014~Q12013 
Sourc.i. ()(0.11 C,ISIReYCn,~ F 

% 0 1 2014 vs 0 1 2013 
volume growth 

Volume Volume growth 
100% = 136 B imps, 01 '14 100°/4 = -35 B imps, 01 '14 .... 

68 129 -33% 

5 1 6% 

27 28 37% 

0 0 42% 

Google Cwh<lt-1'11,11 .l. Ptuprtl'l .. ,y 
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Tools for slide making 

• 0 
0 
0 

Google Confidential & Proprietary 
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Unlike the other DoubleClick products, D53 is currently 
priced at a discount vs. main competitors - Strength 

Parity 

OoubleClick Search is on avg ~30% 
cheaper than competitors4 .. . 

Rate card 
% of search spend 

6.5 
Kenshoo1 

5 5 -f-.3-------l 
', - Mann2 

4.5 -·i--,----'-.;:----; - 0S3 ... 
35 -1-__., ____ ....,... _____ ~ 

2.5 

1.5 +--------------~~~ 

05 +---~ 

0 1 2 3 4 
Search spend3 

SM/month 

- Weakness 

... but current product5 and market position 
don't allow for price parity with competitors 

Campaign mgmt 

Inventory mgmt 

Performance 

Reporting & 

Opti~MtRJri 

Engine support 

Social (FB) 

Integration 

OCLK Platform 

Americas NACE SEEMEA APAC 

0S3 % 
Managed 
search vol 

-3 -3 

I Rme card goes from 6% to < 1°A>. Average paid rate ac,oss !lets Is -2%. Effech~e pnce for a customer spending -S500K, 1 Mlmonlh was 2'll.. Kenshoo 
also charges extra for some opttons 2 R.;ites for Mann are not known above S2M/monlh 3 Above S4M/month rates are alWaY$ negotiated 
4 Tle!S and competitors weighted by managed spend. exCIUdes Adobe 5 Current status Expected EoY 2014 a I areas strer1gmcfo£OSl~jjtPruprtl'l"'Y 
Eoaine Su rt & lot rat,on an and SOC1at -eakness Source Sa!e!l Teams P,odllci Teams 
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SEARCH 

D53: comparison to competitors 

DoubleClick Search is on avg ~30% 
cheaper than competitors4 ... 

Rate card 
% of search spend 

6.5 

5.5 

4.5 

3.5 

2.5 

0.5 

I'-

0 

.. 
' 

L, 
' ' ~ 

' 
I 

• 

I 

1 

' 

.... 
Kenshoo -- Marin 

- 0S3 -
- .... 
.... -

2 

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

" 

3 4 

Search spend3 

SM/month 

- Strength 
Par1ty 

- Weakness 

... but current product5 and market position 
don't allow for price parity with competitors 

'V 

oilieclic:k A \ orin ~• KENSHOD 
~ .. < 
",( 

ii8!J'd1 t O f ' ■ 4 t I -...... 
Campaign mgmt 

Inventory mgmt 

Performance 

Reporting & 

Optirffiz!R~~ 

Engine support 

Social (FB) 

Integration 

DCLK Platform 

Managed 3.9 
search spend 2.2 2.1 1 5 {est.) 
SB/yr, Q1 2013 

I Rme card goes from 6% to <1°A>. Average paid rate ac,oss !lets Is -2%. ElfecM'pfet~r D customer spending -S500K, 1 Mlmonlh was 2'll.. Kenshoo 
also charges extra for some opttons 2 R.;ites for Mann are not known above S2M/monlh 3 Above S4M/month rates are alWaY$ negotiated 
4 Tle!S and competitors weighted by managed spend. exCIUdes Adobe 5 Current status Expected EoY 2014 o I areas strer1gmcfo£OSl~jjtPruprtl'l"'Y 
Eoaine Su rt & lot mt,on an and SOC1at -eakness Source Sa!e!l Teams P,odllci Teams 
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Effects driving price dip in Q4 2013 for DBM 
% of media fee 

11.9% 

,0.4%1 __ 

10.2%1 

-' 

.-

Q2 2013 Decreasing Low price, . . 
/ pnce increasing 

vol 

... Q.0% 
-

Other 

1>6ftner PrlceQ2 PrlceQ4 Vol Q4 (SM ) 

~melot 19.0% 11.5% 1.9 
!(ellogg 15.s,6 8.0% 2.4 
t:adreo AU 9.0% 0.0% 1.2 
1/lvakl &AU/NZ 10.5% 9.0% 7.0 
rafkTa 15.0% 12.8% 0.8 

Partner VolQ2 VolQ4 Price 00: 
:::adreon 0.1 1 .3 0.09' 

1/iVakiUK o.o 4.4 9.09' 
Motorola o.o 3.8 9.09' 

j . 
WE ARE CHECKING THE CONTRACTS TO 
SEE IF THESE ARE TRUE 

- u, 1 %1 !0.2%1 
Jo.3%J 

-
11 .3% 

- ... 
.-

04 2013 High price, Low price, Other 
increased decreased 

' !~ volume volume 

•artner VolQ2 VolQ4 

~otorola 3.8 0.9 
(elloa" 2.4 0.4 

~e ~rketln.t 1.8 l J. 
c.dreon 1.3 0.8 
•oker Stars 0.7 0.3 
~OOAme_i 1.2 0.3 

•artner VolQ2 VolQ4 PrlceQ4 
~MNETIT 0..3 1.4 12.091 

Nalmart 0.0 0.8 o.o, 
Adconlon 0.1 1.S 15 091 

IAAnk of America 1.1 1.5 20.051 

onversant 26 4.4 12.m. 

➔ill Holllday 0.1 06 15.091 

- 11 .7% 

- ... 
- ~ 

Q12014 

PriceQ4 

9.0" 
8.0 
00 
o.o 

9.0" 

Google Cwlirlt'l'll,11 .l. Ptuprtl'l .. ,y 
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Current rate cards 

(I) 

32 
Cl) 

:,.. 
::, 
al 

GI 
32 
<I) 

(I) 
Cl) 

DCM / ORM lien Ofany) 

mps/mo 

1-chance<I- oone. CPC USO e 
~•a111rtiem e,gtn11-1m ps.tno 

8nlc11d••111 .. P~ USO c 

'.'P" USO ,. 

Emanc .......... ...,. .. •~ USO• 

1lAllupN :Pu USO 

......... , mpsltno • PIO • 

Prlce11 

Aaianced Mature Emer11ng 

4 -21 

,o 
1'. 12$ 

i.anes by 
l)rmati 

,.9 

1-2 

3 

OS 

8 7 

1•-110 wnesby 
brma11 

1 750~ 000/!fe • ,25-0-3.000/al 3 f1e.s 

Paalll>c-•alGi o 1,500' 

P1CHldw U.AetaJIQ 1,SOO 

'nilllc .. 19 _.<lc II I .700 

Discount allowance (with approval): 20% (manager).40% (regional director. sales/finance), 
40%+ (GBX) 

Tl«s Of an)') 

Irr ps/lno 

Smllllll--•lld lrTps,tmo .. p , US':l ; 

••111 Yd~ounpdno CP uso e 

C ioksJmo .. P. USO ~ 

A::dtrl - ••'3rd par1y 
CPI.' U <J e 

DAIi-
LP USO 

Mwed\lldloulllll ~p uc:r 

llnlt:Vldlio- CPlol us;;; t ......... , lrtiwmo • ,....._. tPaMers 5 "10 

Pa_,::cu&a "PII up! t 

Pnoes 

Altianced Mat1.n1 Emerging 

1-6 1-4 

17 1t>r •80Ck "deo mps,'mo 

1 (ID< >30Ct dro.s/mo riAd'.enoed,>SOOk O'ICtskno 
ri Emergrig/1,!lllllre) 

1• • 12S("811H 
bybrmaU 

10 

6S/ 3S l hosied /non hos led) 
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