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Key principles for pricing platforms products

Guiding principles...

Focus on the long-term

W  overall value for Google

Price competitively and

i adequately to the value
' delivered to clients

Consider the effect of
" price in conveying value

and quality to customers

and scalability

Ensure ease of execution

... and implications

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

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

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

Below a certain price level, lower prices may

lead to lower adoption / usage, not higher. In
particular, “free” may hinder adoption / usage of
some features
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Platforms overall: high growth and increasing prices in
programmatic, slower growth and price erosion in ad serving

% of total & Q114 vs | 2013 margin %
Fnetrevs  HOhgOWh 003 Jk 2014E margin %
Volume Avg price Net Revenues
$M media, bi imps / qr % media, ¢ eCPM or SM / quarter
Ao i or # customers $k."mon
w 125 118%

Bid -

. . v e

al a1 a1 ai gl a1 a1 a1 @i ai_ai__ail
2011 2012 2013 2014 2011 2012 2013 2014 2011 2012 2013 2014

Volume 15 bilhior impressions for DCM and DEF, media spend i $M Tor B Marager, DouldeChck Search and Adx

Price s oCPM i §€ Tor DCM abd OFP, % of media Tor B Marager, DouabieClick Seaich and Adx

* inchettes Rich Media Gplift, vidkeo uplift and all other add-on's Cutrently charged for. DFP SE. volume incluges fres/inonetized, prces dom
Soutde, Dooul CustRevenue F, Sl AoX YM tabies, displayt_xipbasctalie

Goigtie Conficlenitual & Propistary

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

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

Key change sinca Nov 2013

@ Hioh
QO Low
% of DSP  Top
Strengths/weaknesses of main players volume'  competitors
Price (% media) Value h 1. TR
High vol Low vol + KCT, algorithms, | Americas 2 2. AppNexus

stack, infrastructure 3 MEdeﬂth .
~ No access lo some

Coublacick

Brd MBNARDS s

1112 15 18

——n

local exchanges?® 1. AppNexus
<7 15 NACE 2. Tum
. . + Openness to 3P 3. MediaMath
TURN add-ons, own DMP oo se e am s e en s
154 1. MediaMath
adf rm ) + Strong local SEEMEA -3‘ 2. Tum
./ presence in EMEA 3. AppNexus
q 6-7 154 @ o " o A S A e A
. . [ ) + Friendly reporting
: AU/NZ lO.% ; 'E';“":d
<6 15 ) . pranascreen
-appne:us - . . + Flexible API APACSE Asia 3‘ 3. Local players?®
: ol N, P <s Ko
Key changes since Nov 2013:

» 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

| These estunates do nol account for all avallabie product substnutes (in-house 1ools, ad networks o)

2 Withioul FBX, DBEM was perceved as loss valuable than Tum 3 In China: Bandu, Tencent, Sma; 0 Japan; currently integrabing with MicroAd, Flatfonmil and MattormOne 4
Mediahath rate includes some serace (nol Tull Campagn maragemaent), Adrerm rale 107 smatler spender: oo estimate
6 China: Yoyl Iptnyou, Mediay, lapar MicroAd, FreakOut, MarnketOne

Souice, Sak= Tagmd inttulod, Gol Dated o 300w inatrics

Goigrte Conficdential & Prognwetary

- Video competitors are emerging, but not yet large enough to list as “top competitors”
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. BID MANAGER

“ Discount (%) within guidance
. Discount (%) outside guidance

- Overall: price
increasing slightly from
new contracts (avg price
on new vol since Q3
2013 - 12.4%)

~ SEEMEA: Vivaki
France (~40% vol)
moved to global Vivaki
contract (10.5% to 9%)

- Similar global contracts

being negotiated for IPG,
Aegis

Goigrte Conficdential & Prognwetary

Prices stabilizing with new volume at higher prices offsetting
the decrease from renegotiation of global contracts
-
Media spend, $M/quarter Price, % media
Americas 75
44 55
24 19 117 119
4 +38% 14 _ r———— f+2%
NACE (21
M"M9 MNM7 17 121
s 7 2 TRaen o 1 +4%
SEEMEA 23
105 121 110
« 11 _124+65% — T 9%
-.—.——'-"'_"'—-’__ﬁ
APAC* E &
10 19 1156
s 11 4+108% $-3%
<1
ai a1 a1 Q1 a1 a1 a1
" "12 13 14 11 12 13 14
b J-II::N, F1|.'~l calcubned relative 10 ratecard prot 1o 2018 Q2 {1 p.p lower fees ant lowver wol thresholds), current rate <and at par with

NACE: Vivaki vol (at 9%) makes up ~25% vol, rest at 13.3%
SEEMEA: Vivaki vol (at avg 9%) makes up ~40% vol, rest at 12.4%
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DCM: mature business with healthy margins, slower Rl

growth and decreasing prices
{stmgmwm

Revenues Change Q1 2014 vs Q1 2013
SM/quarter %

Others’
RM & video
Click tracking
Base ad serving
Q1 Q1 Q1 Q1 > Base ad serving: moderate growth,
2011 2012 2013 2014 limited price erosion
> Rich media and click tracking: higher
Profit 60% 61% 65% 60% growth, greater price erosion
margin

* Inchitles Oplimization, Reparts, Audience, Clicks & Texl Links, Data Transfer, Mobike, Netwotk Bullder
*Hir Q0 2014 gobal average eLMM was 357 UL cerls |_.-';.-;;g,_!5o_— Conficleritul & Progi wLary
SOuice; Dooul CLStREvenLe F
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: : : ] DCM
DCM is a superior product, competitors focus on price,
especially in SEEMEA and APAC e
! High
%3PAS  Top Price vs DCM Olow
volume* competitors % Strengths / weaknesses of main players
1. Sizmek™ Value
Ameri % R + Feat tack, reliability
cas ealures, stack, reliabili
e e 2.Atas 1 @ ~ Not very intuitive Ul
NAE . + Flexibility, reporting, RM, excl.
UK "@ 1. Sizmek** relationship w/ some pubs
DACH, Benelux,  43/59¢, 2. Adform . = Lesyauwmnood lach
Nordics 3. Mediaplex B oonerus .+ DSP, flexible Ul, localization
SEEMEA 4. Atlas -50 L — Scale
3h 5. Facilitate izati
FR/T/ES _ + DSP, localization (Europe),
o . 6. AppNexus adf orm . customization
er 5-10% 7. Smart AdServer {FRITES) + User'friend!y. search inl&gr.
R i s .
APAC - = e ~ Scale and localization
1. Sizmek** -2010 -
AU/NZ 5@ 9 Facilitate 20% atl;'é‘ O ~ Lack of recent investment
3. Atlas Cheaper < ;
IN, JP 1&&% GZEDO O N.a.
Key changes since Nov 2013:
~ 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 (formerly ~50% share)
* Thewe estimates do not account Tor all avarlabie product substitules (in-house ook, od networks, etc!
4 Formerly Medahtid
w8 300 I AUNZ. -S0% 1IN Goigrte Conficdential & Prognwetary
SOurce: Sakes Teams ntumiodd, Gol Dased O 200w imelrs
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Volume, B imps/quarter

Americagw ’ 10
34

Ad serving volume largely from Americas, other regions
driving growth, with price erosion

-
3

Price, CPM USD ¢

24T QAN

40

Q114 vs
01'13

DCM

BB Discount (%) within guidance
- Discount (%) outside guidance

34 34 35
— 0% +1%
' > ~ Americas vol: growth
NACE - offset by losses from ~10
m of top 30 customers
40 35 38 33 - loss of a few advertisers
3 137 142 1874 +31% "~ §-14%  from client agencies**
eSS - reduced display spend
SEEMEA from a few advertisers
33 32 g
24 = Other regions: higher vol
54 60 67 9 %+ +36% $-15% growth and increasing price
Mp— — erosion
APAC 5 |
36 40 : 36 |
+ -
& 2 = _501 37% $-19%
Q1 Qi a1 Q1 Q1 Q1 Q1 Q1
M 2 B W T 2 95
* Drscounts appear bigher than otner regions [or somitar cCPMs; partly due Lo mgher rate carg CPMS Goigrte Conficdential & Prognwetary
R Uialed Trgin Denisd, 3 advertisers Trom Starcom RS Yerpon, Intul
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. : 3. 3 . - DRM
DoubleClick Rich Media is more expensive and has less service

than competitors ey change since Nov. 2013
!Hrgh
% of 3PAS Price vs DRM Olow
voltine’ Top competitors %2 Strengths / weaknesses of main players
 1.Sizmek?  "SameNA
2. Flashtalking 00 Labtfu;n Value
h 3. PointRoll 5 _
5. AdMotion. Predicta - - Gt serving, ayouls (flexible/fast)
(LatAm) " 60 - Service
R T +|nr_1ma:livefaatlt.:res.quality,
NACE -~ ﬁ}. 2. Flashtalking . service (recent attempls al
4 AdForm relationships w/ some pubs
SEEMEA | + Perceived as creative
3 "
IT 10% ; i:’z;m . flashtalking ", dynamic, service oriented
Lot — Low scalability
FRIESIPT g% 3. Weborama -80
& EE 4. Gemius @ cborams @-‘- Good video formats
MENA 5. AdRiver (EE) ~ Lack of innovation
20 6. Smart AdServer (FRITES) ;
st e et e @ spongecell O-Lacknfbaseadsamng
1
AUNZ 40% 1. Sizmek® 5010 -80 O+ Excl. relationships w/ pubs
2. FlashTalking POINTROLL — Less sophisticated

Other o.{'a% 3. Innovid

Key changes since Nov 2013:
- Share decrease in Americas (from 30%) due to mix shift towards video & mobile, where point players are
strong competitors (Celtra for mobile, Vindico for video)

| These estiinates do not acoolnt for all available product substitutes (w-house Lools, ad networks, ofc)
2 Mostly eefers o le-Page and to-Banier Video, DRM rates For In-Stream are it genaral dose 10 competition 3 Fonmerly MediaMmd Googie Conficdential & Propretary
Source: Sales Teams' intuilion, rot based on actual métrcs

- 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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DS3 experiencing strong volume growth and slight price .

erosion. Billing improving quickly

In the last quarters, average effective price is slightly declining, as deals Increased % of billed volume & business
with top agencies are being signed growth drive improved financials

Vi all vol
Price PaL? was billed

% of managed spend $M 2014 (% of fees) (X%) Profit
/\_\_— .ﬁl'..l'g rate
10 card’ +5

Effective (+21%)
i price s § T
Managed spend {'3'05%}

$M / quarter
< T . /-m 888 892 18
*T%you 718

611 Not billed
42 401 3g0 435 430 43 454 523 X
S Billed” 21
. Y Costs Actual Lostfees' Margin
Qf Q2 Q3 Q4 Q1 Q2 Q3 04 Q1 @ Q3 4 a1 © fees? (36% of .
; managed X
2011 2012 2013 2014 \ : Wi Y
H;:E_I / pe) or -
n Vi
March ~70% in :’.ﬂﬂ% o
2013 ees in
2013
| Based on Cuirent rate <ard (W of spendd] for every quante 2 Estimales untl Q2 of 2012
3 Basod on expecied spend of $4.08 4 share of billeg vol as of March 2014 Gooste Confitfenitial & Propi etary

Souide, Dodul CustRevenud F, Buy-Site PEL, D53 Billing Master File

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, DS3 continues to be priced at a discount vS.  mm stengn
2 Parity

main competitors B Weakness
% Managed Top Price vs DS3 Strengths / weaknesses of main players
search vol* competitors %
. 1. Marin 30-150% . ¢
Americas =~3 2. Kenshoo ~40% i ' Al\u::i.r?:i KENSHOOQ :"::
3

. Adobe na )
i _ Campaign mgmt

na

NACE . 1. Marin Inventory mgmt
-3 2
3

. Kenshoo Performance
- Adobe Reporting & insights
..3. Y . :;ﬂmﬂ Engine support
3. Adobe Social (FB)
R e T C L i X <y = Integration |
APAC 1. Marin -301t0-60%

-2& el - DCLK Platform

3. Adobe ne

* Thesa eshmates do not account for ail aveilabie product subsilules
** Wilh e exceptior of @ Mann price point 0% below D53 (M af 1% vs DS at 2.5%)

Gocatie Conficlertial & Propietary
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SEARCH

Volume and growth largely from Americas, APAC growing

fast from a low base

& Q1 14 vs n Discount (% )" within guidance
§ Q113 Bl Discount (%)* outside guidance
Media spend, $M/quarter Price, % media
Americas 578 27 Ea
319 304 78 09 09 "z
%+ +53% T ¥-28% - Two thirds of volume
from Americas
HACE £ Ea
- Decrease in prices due
227 07 08 07 to acquisition of Big 6
140 — A '9
e 3% agencies
SEEMEA E3 - Similar price levels
09 08 08 across regions (highest
54 2 +91% — $-15%  in APAC), with largest
2 discounts in EMEA
5 &
n/a -
+ L]
: el *+257%
at a1 a1 01 ai Q3 Q1
" 17 '3 3 - "4
* DrsCOuirts calCutated retatnve 10 row rale Cartd [incluchrg .0/ % ten Goigrte Conficdential & Prognwetary
Soufce; Dooul CustRéven.ue F
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DFP PREMIUM

DFP Premium: mature business with healthy margins,

slower growth and decreasing prices
X% Q1vs Q1 growth

Revenues Change Q1 2014 vs Q1 2013
SM/quarter %
Volume Avg price
+13% 147 -31

Other’ —\46
Rich Media _ 1
& Video .
Sales Manager/
an
Ad Serving
> Base ad serving: significant vol growth
Q1 Q1 Q1 Q1 with limited price erosion - represents
2011 2012 2013 2014 ~80% revenues
> RM/video: higher growth, greater price
Variable 61% 72% 68% 62%  erosion
margin®

1 inchides Opliimeation, Reports, Authience, Clicks & Test Links, Data Transfer, Malxie, Network Builter

2 Fon Sales Marager, volume s pumber of cients and avg price s imonthly speénd per clieint

3 it Q12014 global average eCPM was 2.19 USD cents

d Based on costs ceported hy Hypenan - margn cakculations Jdo mod include Ermg Op Ex, G&A ard Market g Goigrte Conficdential & Prognwetary
Sturce: Dooutl CustRevenue .

- Margins from previous review: 2011 - 62%, 2012 - 63%, 2013 - 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 T

focus on lower prices and local support o g cnmge s ov. 2013
% 3PAS Price vs DFP Rem
volume* Top competitors % Strengths / weaknesses of main players
Americas 1. AppNexus 35
NAmer. sl 2 2417 (NA) P Yohee
e 3. 24/7, Smart, - - + Features, stack, infrastructure
LatAm 50% Eplanning {LatAm)‘5° to -85 bdfp . - No local billing in some
E T e countries, CPA discrepancies
5085, - '
UK Qg 1. Real Media 20§ < . + Integrated monetization, DSP
DACH, -46% g ig;[::‘h 45’3 i SRS — No forecasting
Benelux R, ' 1 . + Strong RM offer
B T et -_ — Mostly targets buy-side
FRAT/ES 3096% | e + Real time reporting & trafficking
acasl B 1. Smart 40 @' apmey @ ~ No optimization
EhEase -5 2. AdTech -30 :
* 3. AdOcean 60 ad'tech @ + Real time reporting
Other <10%
e W 0092 oo — Slow development, unclear
St} roadma
AUNZISEAIN SO 4 e saming 20 |27 O ¢
Jp <3l 2 Al Match 20 1
CN  <ibe 3. AdToma 15
Key changes since Nov 2013:

~ 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
« e« mobile (MoPub, AdMarvel)

= 6505 Ir Bradil =308 in SpLAa bl £ T TR T [
Eastern Europe Gocarie Conficlental & Propi wetary
SoutoE Sakes Teams' intution, nol based on actual IMetrcs

- Mobile/video competitors are emerging, but not yet large enough to list as “top competitors”

CONFIDENTIAL GOOG-AT-MDL-003839974



. : . . . DFPPREMIUM
Prices decreasing globally, Americas accounts for majority
of volume and growth
& Q1'14vs Il Oiscount (%) within guidance
& Q1113 I Discount (%) outside guidance
Volume, B imps/quarter Price*, CPM USD ¢
; 1,518 -—
Ame"cﬁsm 1,165 | 19
: 32
34 €21 25 24
%+ +30% —~— 4%
NACE - Overall: continued price
“ n erosion across regions
265 | 22 21 20 19
3 =3 2:!2 iﬂ —0% ~ ‘."3% - Americas: increased vol
from organic growth of
SEEMEA existing large customers
24 (increased ads by eBay,
182 20440 . \_1_?__‘_1_5__13 ! Disney; movement of in-
s 12%_..-———-—-——* ‘. 12% " 1% house ad serving by CBS)
APAC 23]
i e 19
66 sa 13 20440+42% N e
L ——
Qa1 ar a1 Q1 Q1 a1 a1
11 12 '3 14 1" 12 13 14
* Hifectme price ing ey minimmam charges
“* Determined based on current rale cand (effective as of July 2003 Goople Conficlertual & Propi setary
SoLrte. Dooul CustRiven e F
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DFP SB share* Top competitors
Price vs. DFP SB

% of volume

DFP SB is acknowledged as the best. Competitors focus on
lower price, higher free vol or local features/service

DFP SB

Americas 5’

. OpenX (~same)
. AdZerk (N.a.)
. AdJuggler (N.a.)

- e e -

. OpenX (cheaper)

. Smart (-20 to -60%)
. Emediate (cheaper)
. AppNexus

. AdTech (~same)

. Baidu (free)
. MicroAd (free)
. Zedo (~same)

Strengths / weaknesses of main players**

Value

® Hiah
) Low

@ o == .

“Openx @
pdzerk @
.:Em‘IEEIII!I'IE O

reliability, stack

- No AM (exc. LPS), no local support

+ Link to exchange and SSP
- Security (hacked in 2013)

N.a.

+ Real time reporting
+ Greal tech support.

24/7 O + Rich Media support

K + Monetization in China, RM
Ilu&ﬂ O - Features

+ Features (e.g., dynamic allocation),

+ Service & support in local language

support

* Estimates based on the penelmtion of DFP SB on Tier 1 OPG pafinars, assuming that OPG partners cover 100%, B0%, B0% and 40%
of the total display volume respectively in the four regions
** DFP Premium competitors (e.g. AppNelus) also comnete far DFP . SB target publishers
Saurce: Sales Teams® intution, nol based on aclual matncs

Goigrte Conficdential & Prognwetary
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ADX

AdX: fastest growing DoubleClick product, starting to face price

pressure on open auction revenue share G a1es ot gow
Revenues Prices (rev share)
SMiquarter %

AdWords on AdX
AdX on AdX —kﬁ
AdX on AdSense
Q1 Q1 Q1 T
2011 2012 2013 2014 2011 2012 2013 2014 Q1
Profit 54% 59% 59% 56%
margin
Goigrte Conficdential & Prognwetary
SCuice; AdX Yield Macagemint Tabiles, GUSS Laliey

- 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, e

but still maintains a premium

Key change since Nov 2013

®High
{ ) Low
%of RTB Top
volume* competitors Strengths/weaknesses of main players
l g Price Value
[} e
Americas ~2 /o media
+ Stack, features, scale, higher RPMs
"""" — Reporting in some cases/counlries™*
+ Strong service, mobile capabilities,
NACE -*2* , . N £ - i
1. Rubicon advanced fealures for private auction
2. AppNexus ~ Less buy-side focus
oo - 3. OpenX PubMatic + Mobile capabilities, service, private
SEEMEA 4. nghtMgdta SE— Open: 10-20 auction/preferred deal capabilities
- 5. Pubmatic " Pr?:;;e- _:5 — No buy-side offering, small scale
EEEEE oot ~0in + Stack, advanced features (esp. for
some cases private auction)
O - Poor suppont, lack of local sales in
— ' some countries, bandwidth constraints
o A
5% OpenX _ () +Both buy and sel side ad serving
Key changes since Nov 2013:
~ Emerging competition for non-traditional deal and inventory types (Rubicon for private auction, MoPub for mobile)
* These estimates do not account for ail available produn substitutes n-house toolE, adl networks, 2t = Some
competdors charge Tees on the buy-side oot Qpen auction: lkarge share of AtWords buys reported to pub as "Other
HiveTlisers” (especially oulsde of Ameras], Prelomed deals reponied lak of clanily m the Tunmel rem offered impress s 1o bought
HYIRE OS50S Goigrte Conficdential & Prognwetary
Source Sales Teams mlumon, fol Dased o a0tual matngs, IDCPubMalic 18 porl

- 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
Expected
Type of pub elasticity* Rationale
LPS pubs with > Based on experience
< 20% vol on AdX 2-3 with pubs currently at
27 discounted rates
LPS pubs with > Limited potential increase
20-40% vol on AdX ~1 in vol given higher share
14 already on AdX
| > Unlikely to have enough
LPS pubs with programmatic inventory in
> 40% vol on AdX =1 addition to the one already
on AdX to compensate for
the price decrease™
> Unlikely to have any
o programmatic inventory in
QFQ pibs ¢ addition to the one
already on AdX
Total blended <1
* For & Z5% reduchion 0 price v today (from Carrent 20% to 15% ey share)
=4 Prograimimatic on avig <50% of total inventory of e publisher
e Exdluthing B pubs with discounrted rates

ADX

| % AdX
gross
rev‘ii

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

Goigtie Conficlenitual & Propistary
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’ : ADX
Most volume and growth from the Americas while other
regions are growing as fast
% Q12014 vs Q1 2013
volume growth
Media spend Media spend growth
100% = $702M, Q1 2014 100% = $286M, Q1 14 vs Q1 13
Americas 59 67%
NACE 56%
SEEMEA 63%
APAC 96%
Goigrte Conficdential & Prognwetary
Soufde, Ad) Vidld Macagement Tables, GUSS Wbles
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GAP

GAP: price is key for the avg client - a flat price increase is
counterproductive (despite GAP being a strong product)

Top 16 features Importance GAP Adobe
Conversion tracking

Integration with ad server
Price level X-channel attribution

Visuahzation Ul Lo Monthly hit vol limit
Customizable dashboards ~ IECHN | Custom vars definition
Muiltiple site reporting Al - X-device reports
Customer journey analysis Mobsile app tracking

L

[
Sls]e
- [+ o
7 ElHHHIHHHf

15l L

Data collection + reports :

Adv. Admin. controls [ 60 Rule based modeling

24/7 phone support [ 58 | X-channel reports |

Data freshness E-commerce tracking 45
Price structure Content analytics

Std var definitions 57 Data driven attribution
Account mngt Implementation support
Training AB & Multivar. testing [

e However, price weighs heavily on the avg purchase decision, making a flat price increase for

e GAP outperforms competition on most features and is improving on the remaining ones |
everyone not an attractive option, as it would likely hurt adoption

incportarce = % respondants who rele the feature very [ axtremely imporiant ir the purchase decision (5 poirl scale)
GAP /[ Adobe = % respondaris who rals (he product very good / extellenl on each featute (S point scale) Goonle Conficleritial & Propiwtary
Basad on o survey o currenl and polenial GAP clerts - delail harp
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P ; GAP
Proposed rate card is tiered based on the needs and
price sensitivity of different segments
Available only through resellers
Minimum
Volume Fees commitment Product Sales & Service
Hits/month Sth/iyear $/month Sth/year features*
90 e Datarefresh <4h e Resellers only
<1 0 7,500
e - 0 e Unsampled reports < 4h
100M — 200M 105 8.750 e Custom vanables - 30
150 e Data refresh < 1h e Google AMs + Resellers
200M - 300M 120 10,000 e Unsampled reports <4h e 24/7 Technical Assistance
e Adv. admin controls e Implementation: 1st site
300M — 400M 135 11,250 e Custom variables - 100 free. Additional $25K/site
e Big Query integration
400M - 500M 150 12,500
300 e Datarefresh < 15m e Google AMs
500M — 600M 180 15,000 e Unsampled reports < th e 24/7 Technical Assistance
e Adv. admin controls e |Implementation: 1st site
600M - 700M 210 17,500 e Custom varnables - 200+ free. Additional $25K/site
e Big Query integration e Consulling svcs:
700M — 800M 240 20,000 $25K/mo/consultant
800M — S00M 270 22,500 Higher min commitment (300 vs 150 vs 90M /hits/mo)
incentivized through better product features / sales & service, not
900M - 1.0B 300 25,000 lower unit price |
Flexibility for sales teams to use discounts ifiwhen appropriate to
For each 500M +82,500 further incent other / higher min commitments
Mote: Same distount Critedia and -;;-:Qﬁsﬁklu,-_'_;& 45 for buy-side platforins 20% distount aliowead ol Sales Direcior level gher dssounts
nead GEX approval Goigrte Conficdential & Prognwetary
* Data drnven attnibution, DEATOFP iri2grdoe and SLAS awillabile 1 all paid) veirsednts (0ol availabibe on Fres)
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Pricing priorities

Topic

Description

DDM Stack

DoubleClick Audience
Center

Adometry

BUY-SIDE

SELL-SIDE

mDialog

Integrated pricing for select use cases of multiple
DDM products

Strategy for RM ads on DDM - open platform to 3P
ad creation tools?

++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++++

Pricing strategy for DMP to launch in Q3

Pricing strategy to integrate attribution solution with
DoubleClick suite

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

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

Evaluate lowering rev share to same level as
AdSense (from 40 to 32%)

Pricing strategy for company acquired in Q2 2014, to
serve as DFP add on

Ll L It LOH

fickerttal & Propretary
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Pricing priorities

Description

Topic

DDM Stack
i
(=)
%
; Open Studio
o

ANALYTICS
2
o
3
2

Project.inrcian o _

Integrated pricing for select use cases of multiple
DDM products

Strategy for RM ads on DDM - open platform to 3P
ad creation tools?

- Pricing for reservation buys on DBM-AAX-DFP

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

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

Evaluate lowering rev share to same level as
AdSense (from 40 to 32%)

Pricing strategy for company acquired in Q2 2014,
to serve as DFP add on

—————————————————————————————————————————————————————————————————————————————————————————————————————

FrETET S E ST T RS TS T T AT SRS R TR OSSO STTNATE TS ETR TR T AESTESSTSST TSSO SEoOSTETTEESTTSSTETESTSTEATSSOSsITmTSTEsTESTE®T T O®E S S ®w

Pricing strategy for company acquired in Q2 2014,
to integrate attribute solution with DoubleClick suite

Gl

onficlertuil & Progisetary

remove?

remove?
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Google

BUY-SIDE

SELL-SIDE

Topic

Ongoing / recent platforms pricing projects

Hypotheses / recommendations

DoubleClick Audience Center: pricing
strategy for DMP to launch in Q3

DDM Stack: integrated pricing for select use
cases of multiple DDM products

Open Studio: strategy for RM ads on DDM -

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?

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

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

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

certain cases

» 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

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

CONFIDENTIAL
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Google

Product / topic

Description

Overview of recent pricing efforts

Current status

» Platforms pricing
review

- DBM Pricing
Strateqy

Enhanced formats
| filesize

» DCLK Search

- Analytics
Premium

> Audience Center

Jordan
- DDM Stack Pricing
GRP Pricing

* YouTube on
DBM/AdW

- Open Studio

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

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

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

~ Stricter pricing guidance, same rate card
~ Segmented pricing to increase overall avg price

~ Determined rate card (flat rate, tiered by vol of
data exported out of Google)

~ Determine pricing for reservation buys using
DBM - AdX - DFP

~ Determine integrated pricing for DDM products
in specific use cases

» Determine pricing tor GRP melrics trom
Comscore/Nielsen on platforms products

» Determine pricing change (if any) to enable
migration of YT spend from AdW to DBEM

Assess the attractiveness of opening Studio to
other ad authonng tools

* 2 minor adjustments identified, to be implemented in Q2 2014
** Final price point to be determined based on comp intel

- Presented Q4 2013

» Launched Apr ‘14

- Launched Q1 2014

~ Launched Q1 2014

» Approved in concept, process for
final approval underway

- Approved in concept, rate card to
be finalized based on pilot

» Buyside pricing agreed upon, to
request approval in Q2 2014

- Agreed on no maijor price
changes”

- Price ranges agreed upon, (o
finalize pnce points™ in Q2 2014
* Evalualing option of offering YT
through Project Jordan

» Evalualing the long-term strategic
implications and risks
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Back ups
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Platforms overall: high growth and increasing prices in
programmatic, slower growth and price erosion in ad serving
% of total : Q1’14 vs
s nel revs Figh:growth Q113 6
Volume Avg price Net Revenues Margin
: $M media or bi imps / ar %% media or ¢ eCPM $M / quarter %
Buy-side mps/q ¢ q
11.8% 11.8% 15
Bid 125
% W e ‘ S "
Manager i _° *:57% o } Sl L}"’P * +59% 18
DCM W 63¢ 59¢ 57¢ 57¢ 6 51 55 61
DRM* — e '+12% ‘.‘+1% Y N ..+13% 60
"""""""" B2 0% &1 ae
442 430 9 "’*60% Wﬁt-ﬂ?% 13 f+1 85% -30
0 0.0
.......... 1 T;g“n-uzna.n-.,.:E...ﬂﬂm
: f+23% '.’-ﬁ% ‘.‘ +15%
__________________________________________________________________________ Ers et 62
1.234 0.4¢ 04¢ 16 17 45
835
— 249 $-259% & -10%
"""""""" 2 s 20% 2 23
g5 212 b '.'0'59% 297%  285% '*2% - 1 ‘.‘*‘72‘% 56
@ oo ai al a1 at ai G a1 a1 ai
2011 2012 2013 2014 2011 2012 2013 2014 2011 2012 2013 2014
votume 15 billior impressions for DCM and DFF, media spend n $M for Bid Marager, DouldeChck Search and Adx
Price 15 ¢CFM m §C Tor DCW aind OFP, 5 of miedia Tor Bid Marager, DoubeChick Seairch and Adx
T Ill?*.l..t!z.": Rich Moedia ..[:J-‘l-iﬂ, ‘.I"HH:E ..;\I::t .J:v'llr .:ﬁ:bzil::lil.-lﬁi:'ti:r"'.f:.lf:.:-:":r} r,'l:I:g-':ﬂf‘!'.:i-rL E.}‘:IP S volume inciudes freenmonelived, prces dom Gooste Confitfenitial & Propi etary
Soutce, Dol CustRevenue F, Bl Ao YM tables, displayt_xipbasctalie
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BID MANAGER

DBM: prices for DBM Standard stabilizing, margin
increased by growth and new rate card

Rates increased since the Q2 2011 rate card Growth and new rates (charge for new features & service)
introduction, are now stabilizing will allow healthy margin
" I Rates on new contracts” iace
18 4 (low / high vol. tiers)
i ~20-25%
14 - of netrevs
- I
12 -'/
0 2710
10 - . 06to12 33
Effect
price i
8 OTT
0 —_—
Media spend (SM / quarter)

Fees Costs Margin Vol Completed New Margin

H12013 growth stack rates 2014E
73%/yr"™ migra- (features w/new

141 425
a4 57 52 62 64 21 60 91 96 tion & rates
. [F @ 56 [ [] ""I;“'
Q3 Q4 Q1 Q@2 Q3 Q4 Q1 Q2 Q3 Q4 QO New rate card launched Q2 2014: charge 6-12pp higher
2011 2012 2013 2014 for service & 3pp for premium features package (ICM,

GRP, search lift...), lower price for high volume

Mote; Currerd DBM rate card mplemented i Q2 2011, Detail of new rate cacd to be launched Q1 2018 here

* EMSA (Bid Manager Senvice Agrecment] contracts only. Does pal include 108, AAAS, Bela Agleaments "* Growih assumption it DEMY PAL from Sales Finance

Growth in 2002 was 4 1%, In 2013 495, growth includes sales aficiency improvement, aliéady realized it 2H 2013 *** licludes lower 1ates and charge for Premium aird Full

Senvice. Mint (0.6 impact) assumas 206 adoption of Premiumversion ot EoY and all clients in seif serve, Max (1.2 range! assumes 40% adophion of Premiuim version and ail

clients cutrently in Full Service payicg full senace by EoY Sovrce; DBM Billing, SalesForce, Buy-Sige PAL Giocgie Confddential & Propiwetary

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

volume at higher prices

% media

> Renegotiation of Vivaki contract to 15-20% vol is from
global contract (reducing rate at high vol new customers, at an
from 10.5% to 9% for Vivaki France, avg price of 12.4%
Germany)

> IPG, Aegis currently negotiating similar
global deals -

|

2013 Q3 price Contract Growth from New contracts 2014 Q1 pnice
renegotiation® existing customers

* =13 Contract renegotiatces i Q3 2013 - Q1 2014, of which - Sifeclive price stayed roughly constant 1or ol 2xcept Vvaki Google Conficlenitual & Propiietary
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Is from Turn, AppNexus and recently video DSPs

Strengths/weaknesses of main players

1 These estimates do not account for all avatlable product substitutes (n-house tools, ad networks, elc)

2 Withiut FBX, DEM was pa ess valualile that Tund 3 i Chipa. Baeh, Tencent, Sma, In apan: cu
MeorMalh rate inciuges some seovice (ot ol ampaign management )l AdForm rale Tor smaller spender. rough estimate
& Chuea. Yoy, [Py, Maciay. asan: Micraad, FreakOul, MarkelOne

FOUCR Salee Teams {ntuiey, ol Dased O LA MeIncs

FLOTVEEE 23

Strong product sold at a premium for larger clients, competition

@Ho

) Low

% DSP vol' Top competitors

Americas
Price (% media) Value
ngh vol Low vol + KCT, algﬂﬂthms, UK “
stack, infrastructure .,
Py, 1215 18 - No access to some NACE  DACH
local exchanges® Benelux 3~°
pd 1 + Openness to 3P Nordics 435
TURN add-ons,oonDMP o
154 = FRITES 2580%
adf rm . + Strong local SEEMEA
/ presence in EMEA MENA, IL
6-7 154 — Others
ohEm - () + Friendly reporting g 3’%
AUINZ m.%
<
-appne1u5 F 1-5 . + Flexible API APAC
< = = Ty, SE Asia 3R
_— ~ Opaque pricing
) O arbitrage N, Jp <sRo%
Key changes since Nov 2013:

- 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

rrently mtegraling wilth Microad, PlatfarimlD ard PlatiormDine

BID MANAGER

Key change since Noy 2013

1. Turn
2. AppNexus
3. MediaMath

1. AppNexus
2. Tum
3. MediaMath

1. MediaMath
2, Tum
3. AppNexus

1.Tumn
2. Brandscreen
3. Local players®

4

Goigrte Conficdential & Prognwetary

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

CONFIDENTIAL

GOOG-AT-MDL-003839993



NACE: while impressions volume are declining overall, Q1
2014 saw unusually high growth

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

DCM

...however longer term trends indicate
declining volume

Ad serving volume

1

Allother 2014 Q1
customers” customers

2013 Q1 Existing

customers

> Growth from 7 major agencies™
> Decline from 3 major agencies
and 1 marketer***

* Largely frain o malon new customene Ttk Tatk, D, KLM, Goldback linteractve
% Refors (o WPP, Acgis, IPG, Omeicom, Publicis, Proferg, DQ&EA
"% Refers 10 Rockel, Havas, Xemon [agercies) and Sporting index Limied (marketer)

Vol growth
% YoY
Wl ) > Overall volume
decline from shift
towards click
g 2 tracking,
2013 programmatic,
4 other media (video
a3 - / mobile)
R > Q1 2014 growth
o 2 from unusually
high agency spend
(which doesn't
2014 Q1 +31 appear to carry
over to Q2)

Goigtie Conficlenitual & Propistary
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Americas: declining volume from 13 of top 30 customers -

offset by new volume and existing customer growth

New customers

2 Remaining ~300 customers

Ad serving volume = Top 30 customers™

B imps

> 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
2013 Q1 Impact of declining Impact of growing 2014 Q1
customers™* customers™**
* Represorilod ~80% ad sorving voluine i 201391
** inchues 13 of 10p 30 cusiomps
T CIHOes 11 OF Lop 30 CuSiDmens Godgle Confitlertial & Propritary

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 50%). 5-10% declines from loss of vol to 3P DSPs or RM (LowerMyBills, University of Pheonix)
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: . R ’ DCM
DCM is a superior product, competitors focus on price,
. . Key change since Nov 2013
especially in SEEMEA and APAC @i
{:.l Low
% 3PAS vol* Top Price vs DCM
competitors Yo Strengths / weaknesses of main players
Americas 61’ 1. Sizmek** 3010 -40% Value
.. 2Allas 'dfa * Features, stack, reliability
. + Flexibility, reporting, RM, excl.
DACH 1. Sizmek** relationship w/ some pubs
Benelux 15% 2. Adform | - LES: EﬂdVEnoedUltE:m I
SEEMEA 5. Facilitate . + DSP, localization (Europe),
FRAT/ES 30lp% ‘;' gPPNnEE;; — adf_rm customization
. Sma erver . :
MENAVIL ]*% + User-friendly, search integr.
@- Scale and localization
Other 0-10%
- atisg O— Lack of recent investment
i -2010 -50%
AUINZ 1. Sizr_npk - focilcace? O- No advanced reporting
. 2. Facilitate -20% AL
IN, JP 10..!5% 4. Zedo Very cheap :ZEDO O N.a.
Key changes since Nov 2013:
~ 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 (formerly ~50% share)
* Thewe estimates do not account Tor all avarlabie product substitules (in-house ook, od networks, etc!
4 Formerly Medahtid
oo 0 20% In ALYNZ, -50% In IN Gooie Confidenal & Proprwtary
SOurce; Sales Teams ntumio, ol Dased O 200 el
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: i h . - DRM
DoubleClick Rich Media is more expensive and has less service
. Keay chan i Nowv 2013
than competitors ok
O Low
% of 3PAS Top competitors Price vs DRM Strengths / weaknesses of main players
vol' _ %? :
1. Sizmek® ~same NA,
~ 2.Flashtaking ~ 0tam. Value
259 3. PointRol s S
Americas 4. SpongeCell ] e dfa . + Integration with base ad
5. AdMotion. Predicta 5500 a - serving, layouts (flexible/fast)
GatAm) T el
1. Sizmek? + Innovative features, quality,
NACE 2. Flashtalking . service (recent attempts at
3. Point players -40 scaling back), exclusive
___________________________ 4. AdFfOOMm relationships w/ some pubs
SEEMEA T 1. Sizmek? + Perceived as creative,
2. AdForm flashtalking . dynamic, service oriented
FRIES/PT 3. Weborama 80 ~ Low scalability
&EE 4. Gemius ™\ + Good video formats
5. AdRiver (EE) <’ - Lack of innovation
MENA 6. Smart AdServer (FRITES)
A S — x - - - - x - T —— g O_Lacknfbaseadsawing
APACA/NZ i
SEA 1. Sizmek® -0to -80 + Excl. relationships w/ pubs
2. FlashTalking — - i
: POINTROLL Less sophisticated
Other 3. Innovid
0-Bv,
Key changes since Nov 2013:
~ Share decrease in Americas (from 30%) due to mix shift towards video & mobile, where point players are
e I 0] ok o
. rl-,!u'.\'ﬂl?;n..:fj:r*: 14 L.---m:;:_:‘.;.?.__! Tll'-ﬂ,-u.'-?-_"l ‘:I:Ji.:u L.-rf?hlg?l': ff |1'-5:!:-.';=r'r ujuﬂumjwlh,'ﬂs 11«\.. '_L':”;“'.;.=.-l|r')l‘ 3 Formerly MedaMmd Godgie Confiddental & Propretary
Source Sales Teams' intullion, notl based on actual metres

- 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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Google

Google Analytics

Premium Pricing Strategy

Proposal for discussion

November 22, 2013
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Google

Key principles for pricing Google Analytics Premium

Key principles for platforms pricing...

... and implications for GAP

4 444

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

Ensure ease of execution and
scalability

Price competitively and
adequately to the value
delivered to the client

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

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

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

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

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

CONFIDENTIAL
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Google

Google Analytics Premium: how to increase price without
hindering growth in adoption?

Cheaper than
« competitors

and

Perceived

« favorably
but

Needs to grow
adoption
significantly

Volume based
Price, Sth/ yr (hits/mo)

Flat fee, same

for all clients 100 - 500

150

Product value*, % respondents

B Ercelient
Bl very good
L] Good

BB Acceptabie

Moo

Adoption, % of LCS 300

32%

11%"

- — - — -

Google ALS

* Disregarding price. Based on a survey to current and potential GAP clients - detall here
** Premium (paid) version only. in addition, 22% have a free version of GA Google Confidaniial and Proprietary
Note: GA Premium fiat fee applies up to 1 billion hits / month
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Google

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

Aspects assessed

e Current analytics products, annual spend
e [eatures that drive purchase decision

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

Sample

e Surveyed 90 GAP clients and 30 non-clients in Sep-Oct 2013
e 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
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Google

Price is key for the avg client - a flat price increase is

counterproductive (despite GAP being a strong product)
% respondents

Top 15 features
Conversion tracking

Remaining features Importance GAP Adobe

Unsampled data reports  [Eadll 57 |8
e[S

Integration with ad server Custom metrics “

X-channe! attribution B s
Visualization Ul Monthly hit vol limit 63 68
Customizable dashboards Custom vars definition L0 7=
Muitiple SHOTIROIND X-device reports 57
Customer joumey analysis Mobile app tracking m
Data collection + reporls Rule based modeling m
Adv. Admin. controls
24/7 phone Support X-channel reports |
B b E-commerce tracking
Price structure Content analytics =l
Std var definitions Data dniven attribution
Account mngt Implementation support m
Training AB & Multivar. testing 22

e GAP outperforms competition on most features and is improving on the remaining ones
e 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

imporntance = % 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) Google Canfidaniial and Proprietary
Based on a survey to current and potential GAP clients - detall hera
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Google

However, price and product features sensitivity vary widely with
client’s size, suggesting a segmented approach  gg. . seorsegren

%% of LCS 300

Small clients ; Bl Medium clients A Large clients

< S500M hits/mo sl SUOM - 1B hits/mo ; >1B hits/mo

Top 15 features Imp. G A Top15features Top 16 features imp
Conversion tracking Integ w/ ad server Monthly hit vol limit >18  JET0N

- Integ. w/ ad server [ 95 |
Visualization Ul Muttiple site reports EN
Price structure il ‘@1 &7 Conversiontracking E=
Multiple site reports BB  X-channel attribution | G0 |
Integ. w/ ad server Cust joumeyanalysis B3ZB 70 63 Customvars EN
Custom dashboards X-device reports IEl 78 sa Unsampleddata reports [ELON
Training Custom dashboards | 63 | 74 63  Advadmin controls 85 |
Std vars Datacollection+reports EM W88 59 Data freshness 3
Cust journey analysis Price structure EZ8 |88 52 Customdashboards [ 80 |
Data collection+reports Adv admin controls EE3 B Mobieapp tracking El =75
Custom metrics 2477 dedicated support [EEll 67 24 24/7 dedicated support TN TSN
Content analytics Training E3l I8 w0 Visualzation Ul 88 &0
Rule based modeing 7Y X-channel reports E3 & & Daadwenawibuton [N EHE
Data freshness 44 ] Std vars BB ccommercetracking [ B8 &
e Price is a key factor » Price is important » Price NOT among top factors
» Product and service requirements e  Stricter product & service e Strict product & service requirements,

are simpler and met by GAP requirements, mostly met by GAP not entirely met by GAP

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

Clients’ current behavior further suggests the need for a
segmented pricing approach

. —» Size of segment

(% of LCS 300)
Small clients : Medium clients Large clients
< 500M hits/mo 200M - 18 hitsi/mo >1B hits/mo
~41
Total spend - 50
on analytics* ~220
~ — O GAP pnce
sth!yr *‘"“:‘:_‘:"‘1""4‘0‘““_“*““'““““"‘ ‘J--_—?H—T "1(-“"_ """"""" ""'Fr"""'"t"_==uli—:"'.‘;""“"‘ 515'E|kp
Penetration [] GA free only
of analytics 19 ] Other
providers 58 B ~dobe
% of LCS 300 TR B GA Premium
30' ':-'l-_ﬁf <) Also use GA free
I

High price sensitivity and lenient product & || Price & product mostly aligned High willingness to pay visible in the
service requirements result in high adoption || with clients’ requirements, highest| | much higher spend and high penetration
f free version (despite lim. 10M hits/mo) GAP penetration of all segments | | of Adobe (more expensive product)

Slightly decrease price to Slightly increase price, keep  Significantly increase price IF
upgrade larger clients to paid improving product product features & service improve

* Estimate, based on self reported spend for clients on paid versions (data collected through a survey - detail here}
Detall of the estimate of the size of the segments and penetration of the different providers here soogle Confidential and Propretary
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Google

In summary, provided the needs of the larger segments are
met, price should be increased

Critical product &

C=» % otLos 300
Target price range

Segments service improvements  Other improvements $ th / year
e Monthly hit vol >1B e Multiple site reports
“Large Client e Unsampled data reports e Conversion tracking
- >18B hits/mo e Adv admin controls e |Integration w/ ad server
e Data freshness
e Mobile app tracking
e 24/7 dedicated support
26% | o e-commerce tracking
- : e Adv admin controls e Integration w/ ad server
; :d?ﬂtfl:lBCImnt e 247 dedicated support e Conversion tracking
hitslimo. . Custnmar journey
47% analysis
| e Data freshness e Conversion tracking
- Small Client* e Multiple site reports
- ~10 - 500M
hits/mo
27%

* Very small clients (<10M hits/month) are well served by GA free
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Google

Implementation support

Current GAP ¢ Only offered to direct clients

offer e Only offered for 1 site per
client
Cost Driver e #of sites

e Complexity of sites

Cost’ o $9k- 12K per site

Competitor e First site implementation free

offers e Additional sites charged at
$25k - 35k per site
Proposed First site free for direct clients.
services Additional sites priced in line
pricing with competition ($25k/site)

Ongoing Technical
Assistance

e Included in 150K price

e # of lickels
o # of authorized users

e $4k - 6k/client/year

e 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 existing G-Tech headcount costs. Detalls hers

Services, if/when offered, should be priced to cover our costs
and not lower than competitors

Consulting services

e Not offered

¢ #of hours

e $10-15k/month/consultant

e Charged as add-on service
e Billed as monthly retainer of
$25-30k per consultant

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

ation in
features

..and in
s-lln&

Google

Proposed pricing: volume based rate card with differentiation in
product and services

pricing...

differenti

GA Premium GA Free
Large Clients Medium Clients small Clients Non-paying Clients
>1B hits/mo S00M-18 hits/mo 10M-500M hits/mo <10M hits/mo
Flat Fee (SK/yr) S300K S150K S90K Free
Vol cap (Hits/mo) 1B 500M 100M 10M
Fee > Cap (SK/yr) ; S30K per S00M S30K per 100M upto 1B $15K per 100M upto S500M &
Data freshness <15 mins <1h <4h 24h+
Unsampled reports <1lh <4h <4h ’
Adv Admin controls v/ v - P
Custom variables 200+ 100 30 20
Data driven attribution v/ v v %
DFA/DEP Integration v v “
fig Query Integration v - P
Sales channel Google AMs Google AM + Resellers Reseller only Online
i . Addi I sit . Addi
temran el MO e il -
24/7 Tech Support \, V l :
Account Mgr v v v -~
Consulting Svcs 525K/ mos» 3 “ “

* No data processed above cap. *

1- E.g., a client with $90k flat fee that goes above 100M hits/mo will be charged 515k for each 100M hits up ta S00M hits,
then $30K per 100M hits up to 1B and IhEn S30K per SO0OM hits above 18 e Cond

2- Feature not tested in customer survay. * Maonthly retainer fee per consultant

o
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Google

Proposed rate card

Volume Fees

Hits/month $th/iyear $/month
<100M - 90 7500
100M - 200M 106 -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 — 80OOM 240 20,000
800M — 900M 270 22,500
900M - 1.0B 300 25,000
For each 500M +52,500

Note: Same discount criferia and escaiation process as for buy-side platforms: 20% discount allowed at Sales

Director level, higher discoun

* Data driven attribution, DFADFP integration and SLAs available in all paid versions (not avallable on Free)

Kex approval

Available only through resellers
Minimum
commitment Product Sales & Service
Sthiyear . feitures* -
90 e Datarefresh < 4h * Resellers only
e Unsampled reports < 4h
e Custom variables - 30
150 e Datarefresh < 1h e Google AMs + Resellers
e Unsampled reports <4h e 24/7 Technical Assistance
e Adv. admin controls e [mplementation: 1st site
e Custom variables - 100 free. Additional $25K/site
e Big Query integration
300 e Datarefresh < 15m e Google AMs
e Unsampled reports < 1Th e 24/7 Technical Assistance
e Adv. admin controls e |[mplementation: 1st site
e Cuslom variables - 200+ free. Additional $25K/site
¢ Big Query integration e 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 / higher min commitments )

- —rrris ———
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Google

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: $120k, 50:50
reseller share
o Medium clients: $225k
o Large clients: $400k

20% of med and large clients use paid
implementation service for 1-2 sites?

Financials' (2014 run rate)

SM/yr

Revenues
Small clients
Medium clients
Large clients

Costs

Sales & support
Small clients
Medium clients
Large clients
Fixed costs!

Profit

Profit Margin

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

71

5
34
32

20
18
0
7
11
2

51

70%

DFA: ~70%
DFP: ~60%

CONFIDENTIAL
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Google

Preliminary product roadmap

Q12014 Q2 2014

Hit volume - 20B/mo/property
Unsampled offline report <1hr

Unsampled data - custom aggregates
Unsampled data in Ul - 20M (all queries)

Unsampled data freshness <15 min

Reprocessing - 30 days prior

Big Query integration - V2 features

Group / Account Management / Provisioning ACLs
DFP integration

Rollup reporting

E-commerce

Source: Google Analytics Premium Product Team

Q3 2014
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Google

Next steps

Pricing Strategy

e Regionalize pricing proposal for
markets outside North America

e Define the pricing strategy for the
remaining Analytics Suite
products

e Define how Analytics pricing
should be integrated in the DDM
stack pricing

Product & Sales Strategy

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

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

CONFIDENTIAL
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Google AdX Pricing

Impact of a decrease in the rev share

March 2014
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Should AdX rev share be decreased? If so, how?

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

J

* Currently at 14%, to be Increased to 15%

Potential pricing
changes

Decrease AdX
rev share from
current 20%

-

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

- Focus of this
document

Im_pact 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

** Appilies only to the AdX volume at the reduced rev share and such that the blended rev share (AdX + GDN) remains unchanged vs today

CONFIDENTIAL
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Reducing AdX rev share likely value destroying except in

<30% of current volume

Type of pub

|

LPS pubs with
< 20% vol on AdX

27

LPS pubs with
20-40% vol on AdX

14

LPS pubs with
> 40% vol on AdX

OPG pubs

Total blended

* For a 25% reduction in price vs today (from current 20% to 15% rev share)

** Detalled next

Expected
elasticity”

2-3

<1

<1

Rationale

> Based on experience
with pubs currently at
discounted rates**

> 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

*** Programmatic on avg <50% of total inventory of the publisher

**** Excluding 8 pubs with discounted rates

|, % AdX
gross
FEU'. -

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
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CONFIDENTIAL

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, calculated?  Impact, estimated by
@ (before negotiation) sales?
discounted
rates of total'  of Negotiated rate  Change in Gross rev Elasticity Gross rev Elasticity
program- based on gross rev, blended % change % change
matic* $/mo rate
ESPN 1% ~40% <$0.5M: 20% -8% +68% 9 +137% 18
$0.5-0.8M: 18%
$0.8-1M: 16%
> $1M: 15%
The Weather 11% ~70% <$2M: 20% -25% +46% 2 +100% 4
Channel $2-4M: 17.5%
> $2M: 15%
Gumiree 17% ~T0% 15% -25% +30% 1 +43% 2
CBS 17% ~80% <$0.5M: 20% 21% +105% 5 +14% 1
$0.5-0.75M: 17.5%
> $0.75M: 15%
Total blended -24% +51% 2 +80% 3
1 For a given publisher, total inventary volume is assumed o be indicated by impression volume on DFP for that publisher
2 Refers 1o caicuiated avg monthly gross revenue increase relative to overall growth rates from undiscounted LPS pubs
3 Refers 1o sales team estimate of avg monthly gross revenue increase relative to expected revienue without discounts
4 Sales team estimate
GOOG-AT-MDL-003840015



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

LLPS pubs with
<
20% vol on Adx_i 28% _—
[._2?.- I 14% 15% 12% 9%
B == 0%
LPS pubs with
20-40% vol on AdX 28% Monthly
_ 18% 16% 22% volume per
14 7% 7% 204, pub only
: — : : : helps
LPS pubs with differentiate
> 40% vol on AdX | LPS from
9% 16% 15% 11% 13% 18% 18% OPG pubs
e — —
41%
OPG pubs 26%
13% 9%
[43] . e %% 3%

<$100k  $100- $250- $800- S$750k-1M  $1-2M $2M+
250k o500k 790K

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 > $1M/month

Assumptions

> Tiered rate card with

- 15% 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

Nel rev change

+16% » .
+12% o Y
+8% - i - )
+4% Maxg net .
| +1% Tev impact
0% ———— T T T T T —T —
1502 $06 §1.0 311_1____51_8
4% R
8% - >
Threshold for 17.5% rate
$M/month
Gross rev +10% +7% +5% +4% +2%
(% change)
Price 1.8 1.1 0.7 0.6 05

(p.p change) o

= = = Value crealing segment
= = = Value destroying segmenis
- Tolal

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

> A tiered rate card
should be offered
only reactively on a
case-by-case basis,
unless we start
facing significant
pricing pressure on
pub acquisitions
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CeCarte Conficlenitial & Projr MLy
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; : : . BID MANAGER
Similar prices across regions, ~60% of volume and ~45%

of growth from Americas

9% Q12014 vs Q1 2013
' media spend growth

Price Media spend Media spend growth
% of media, Q1 2014 100% = $125M, Q1 ‘14 100% = $45M, Q1 '14**

13.7 119

4 45 38%

(A7% 31 116%

...... :|4'--3—--—----"" Eowits """""'- o
..... o 1 R
e I v -

LSSy

9 13 108%

Ratecard Price charged

* APAC rate card iy curredtiy at par with olber regons. Average rate card Tee would be 12,.2% with previsss rale card (1p.p. lower foes

andd oweer volume Lhresholds)

& Growth caltulated as Q1 214 vs Q1 2013 'J*Kﬁ_ﬁ‘: Conficleritul & Progi MLy
SCuice, DEM Biling, pofinvilereport
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. F DCM
Americas represents ~70% of ad serving volume, growth

coming from other regions

% Q12014 vs Q1 2013

volume growth
Price Volume Volume growth
CPM, USD cents, Q1 2014 100% = 1.0T imps, Q1 14 100% =0.08 T imps, Q1 '14 vs Q1
- ‘13
5.24™ '
------- 3.46-----3 3407
americas [N -— o o
4.32 3.31
............. -239
- s s 3
4.16 2 40 o
............ ¥
seeven [ 2% Ns 29 36%
T — ..........

Rate card Price charged

* Growth cakulated as Q) 2004 va 01 2013
*% Hgther than other regions due 1o a different rate card (rather than different mix of cheet sires)

Goigrte Conficdential & Prognwetary
SO Dotul CustReGenue k

- 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 (LowerMyaBills,
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% of managed search spend and are still
driving growth. Fast growth in APAC, from a low base

Price
% media, Q1 2014

Volume
100% = $892M spend

APAC

Rate card* Price charged

® Mew fale cart (mcldng O.7% 1)
Sourde, Deoul CustRevEn g E

SEARCH

9% Q12014 vs Q1 2013
' volume growth

Volume growth
100% = $336M spend

59 53%

26 62%

8 91%
7 257%

Goigtie Conficlenitual & Propistary
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DFP PREMIUM
Americas contributed 70% to volume and ~80% to growth
% Q12014 vs Q1 2013
volume growth
Price* Volume Volume growth
CPM, USD cents, Q1 2014 100% =22 T imps, Q1 '14 100% = 0.4 T imps, Q1 '14 vs Q1 "13
3.00
Americas - 81+ —
30%
2.09
wee ; on
"""" 174 133
seeven [N 5 12%
191
APAC - 14 42%
Rate card*™ Price charged
Mote: tolals may rol add Up due 10 rounding
*Effectne price includes mimimum oharges
** Determired based on current rate card (effective as of July 2013)
s Largely froim growlh of major Customerns - oIgane growth (eg. eBay) and movement of in-holse of seiving be OFP (e CBS), and 1 new pub
{ArSWEES, 00m) Goigrte Conficdential & Prognwetary
Source. Dogul CustREvan e F

> ~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 DFP - 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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BID MANAGER

Strong product sold at a premium for larger clients, competition

is from Turn, AppNexus and recently video DSPs ey change since Nov 2013
@ Hioh
O Low
% of DSP  Top
Strengths/weaknesses of main players volume' competitors

Price (% media) Value
Highvol  Low vol

h 1. Turn
+ KCT, algorithms, | Americas =2 i

doubleciick 1112 15 stack, infrastructure

Bid MANaEeS i s - No access to some S
local exchanges® _. 1. AppNexus
<7 15 NACE 35 o 2. Tum
. " + Openness to 3P 3. MediaMath
TURN add-ons, own DMP LRt gl
8 154 ‘ 1. MediaMath
adf rm )+ Strong local SEEMEA -3‘ 2. Tum
_/ presence in EMEA 3. AppNexus
m + Friendly reporting — ' SR
N <6 15 - I APAC 2. Brandscreen :
appnexus . . + Flexible AP SE Asia 3‘ 3. Local players
- icing /
| 0 i agf;g‘f P N, Jp <6 Xo%
Key changes since Nov 2013:

» 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

| These estunates oo ol account for all avallable product substinutes (in-house tools, ad cetworks, eic)

2 Withioul FBX, DBEM was perceved as loss valuable than Tum 3 In China: Bandu, Tencent, Sma; 0 Japan; currently integrabing with MicroAd, Flatfonmil and MattormOne 4
Mediahath rate includes some serace (nol Tull Campagn maragemaent), Adrerm rale 107 smatler spender: oo estimate

6 China YoyL Iptmyou, Mechay., lapan; MICroAd, FréaxQul, MarkeiOne CeCarte Conficlenitial & Projr wLary
Souice, Sak= Tagmd inttulod, Gol Dated o 300w inatrics

- 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

Customers in each Vol at >14% rates 15-20% vol is from
fee bracket in 2013 contributed 5 p.p. new customers, at an
Q3 paid on avg lower higher* to 2014 Q1 avg price of 12.4%

in 2014 Q1 : vol

,R}
>
117

|

2013 Q3 price Price decrease Mix shift towards Price increase 2014 Q1 price
higher paying vol

Impact of growth from existing Impact of new
volume volume

* 2013 Q3 vol Ostribaton by prce - <TO%: 9%, 10-13% 525, 13- 1d%; Z2T%, =14%. 18%, vol

distnbution of same customers i 2014 01 - 9%, 4605, 22%, 23%

Goigrte Conficdential & Prognwetary
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DFP Small Business: value primarily from monetization,
growing ~50% yoy

Netrevenues
$M

Monetization 36

Adserving. e APPLY NEW RATE CARD
e DEEP DIVE ON ENFORCING AND

Volume SHOW FREE/PAID SPLIT

Billion imps / quarter

L +31%)

+26%

Monetized by Google (free)

Not "< cap (free)
monetized - > cap, waived @
by Google Gl @
Q1 Q1 Q1
2012 2013 2014

Mate: current cap on DFP 5B free Impressions: SOM impa / manth (excluding imps manetized by Google) Gocpte Confickerytial & Propi ietary
Source: Deout CusiRevenus F, displayd xfpbasetable, AdX dashboard
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DFP SB
Regional breakdown for DFP Small Business

% Q12014 vs Q1 2013

volume growth
Price* Volume Volume growth
CPM, USD cents, SM 2013 100% = 136 B imps, Q1 '14 100% = -35 B imps, Q1 "14**

0.94
Americas 88 129 -33%

1.12

NACE . : =

g
SEEMEA - I28 T

APAC N.a. N.a. - 0 0 42%

Ratecard Price charged
Prices to be checked

*Effective price includes moimum charges

** Determined Dased on current rale card (effectye as of July 2013}

#od Crowth calkcued as Q1 2014 vs Q1 2013 Goigrte Conficdential & Prognwetary
Source! DCoul_CustREwn UG F
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Tools for slide making

CO00®

CeCarte Conficlenitial & Projr MLy
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CONFIDENTIAL

Unlike the other DoubleClick products, DS3 is currently

. . . . Bl Strength
priced at a discount vs. main competitors —p
Bl Weakness
DoubleClick Search is on avg ~30% ... but current product® and market position
cheaper than competitors?... don’t allow for price parity with competitors
Rate card -
% of search spend § o Marin(dxensnoo }:f,(
6.5 ) : ____ampw
- : Campaign mgmt
Kenshoo'
Y T = | , — Inventory mgmt
—Marin?2 Sark
a5 1 o |—Ds3 L erformance
' Reporting &
35 + 1_|_—L | optitiZIR
25 -— Engine support
.
v | i) Social (FB) |
- Integration
05 + - - : " DCLK Platform
0 1 2 3 4
Search spend?®
SM/month
Americas NACE SEEMEA APAC
oss% B s
Managed 3 3 "3. ~2
search vol
1 Rate card goes from 6% o <1%. Average pald rate across tiers 15 -2%. Effeclive pnce for a custamer spending -S500K-1M/manth was 2% Kenshoo
also chamges exira for some options Z Rates for Marn are not known atiove S2Mimonth 3 Above 34Mimonth rates are always nejotiated
4 Tiers and competitors weighted by managed spend, excludes Adobe 5 Current stalus. Expected EoY¥ 2014: all areas strengog ol GE¥ oatud Bl Fropn wtary
ing Sl & Inteqgration (panty) ar il (Weakness) Source. Sales Teams Product Teams
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DS3: comparison to competitors

DoubleClick Search is on avg ~30%
cheaper than competitors®...

Rate card

% of search spend

6.5 1 —

- Kenshoo |
= —Marin |
45 = ~ | w—()S3 |
3.5 +

|

25 e 1
e |

15 -IL =4
—

05 - - -

0 1 2 3 4
Search spend?®

SM/month

also charges extra for some options
4 Tiers and competitors weighted by managed spend, excludes Adobe
ing Su & lntegration (panty) ar ial (weakness)

N

EARCH

Bl Strength
I Parity
Bl Weakness

... but current product® and market position
don’t allow for price parity with competitors

Campaign mgmt |
Inventory mgmt

Performance
Reporting &
optiriSSR
Engine support
Social (FB)
Integration
DCLK Platform

3.9

Managed

search spend
(est.)

22

2.1

15

1 Rate card goes frdm 6% 10 <1% . Average pand rate across tiers 15 -2%. Ehmrﬂj%f a customer spending ~$500K- 1M/moanth was 2% Kenshoo
< Rales Tor Mann are not known atiove S2Mimanth

SB/yr, Q1 2013

3 Above S4M/manth rates are aiways negotiated
5 Current stalus. Expected EoY¥ 2014: all areas strengog ol GE¥ oatud Bl Fropn wtary
Source. Sales Teams, Produc! Teams
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Effects driving price dip in Q4 2013 for DBM
% of media fee
11.9% .
0.4% 2% % 11.7%
T 02% B -00% o 11.3% o 0.3%
:#: :#: :# 5
Q22013 Decreasing Lowprice, Other Q42013 Highprice, Lowprice, Other Q12014
price  increasing increased decreased
/ vol T~ volume / volume
Partner Price 02| Priceqa| Vol Q4 ($M)| fpartner vola2] volQs Price Q4|
ICamelot 19.0%] 11.5% 1.9] Motorola 38 0.9 9.0%|
Kello 15.5%  8.0% 24 kelloge 24 04 B.0%|
Cadreog AU 9.0%|  0.0% 1.2| Google Marketing 18 11 0.0%
VivakiFR & AU/NZ|  10.5%]  9.0% 7.0| me ;: ::' :{’“’g
e L R 0.8] AOD Amex 12 03 s:md
PPartner volQ2| volaal  Price Q4| Partner vola2] volaa Price Q4|
ICadreon 01 1.3 0.0% IAMNET IT 0.3 14 12.0%
WVivaki UK 0.0| 4.4 9.0%]| Iwalmart 0.0| 08 0.0%l
IMotorola 0.0 38 9.0% jadconion 01 15 15.0%|
iBank of America 11 15 20.0%)
WE ARE CHECKING THE CONTRACTS TO e e
SEE IF THESE ARE TRUE
Goigrte Conficdential & Prognwetary
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Current rate cards

DCM/DRM

Tiers (if any) Prices
Advanced |Mature Emerging
imps/mo CPM. USD ¢ 4-2 4-8
Advanced- none, CPC USD ¢ 1 1.2
Mature/E merging - impsimo
CPU USD ¢ 3
CPC, USD ¢ 0s
CPM, UED ¢ 10 B 7
CPM._USD ¢ ﬂ:ﬂ::ﬁ “-"uf‘::,::
brmat;
mps/mo S/mo [1.750-4,0004ie, 4 250-8,0001 3 fles
Simo 1.500*
g imo 1,500
3 /campaign 1,780

40%+ (GBX)

Discount allowance (with approval): 20% {manager).40% (regional director, salesfinance),

Bask soif
TV

Media spend/mo |

Premam s&it  Premmasim
L rrar e sve

11-15

Tiers

Prices [ % media)

11-15

Media spend /mo 1418

Price (Sk/ year)

Himmo |

Discount allowance (with approval): 10% (manager),
20% (regional director, sales/finance), 20%+ (GBX)

Tiers (if any) Prices s Prce (S/seaf)
Advanc ed Mature Emerging Tiars
Impsimo CPM.USD e 2-9 1-8 1-4
impsimo CPM,USD ¢ 1 -2 ibe»S0M mpsimo) # Seats o - §80 10-50.000
\ides impsimo|CPR. USD ¢ 17 for »800k wdeo mpsimo) m:u?mc:: -:Dlementlﬁun fee at 512kin
[Ciawsms  |coc.usog | ) (r>300kdiawmo n Adanced, 500K dicksimo :
' in EmergingMature
CPRUSD ¢ 10 ™ .
Prices ( % revshare
CPUMUSBD Y 14- 125{;:“ 14 . 110 (varies by ormal) Open/private Prefemeddeal Google | Client
hr at AL Bon mara ged deal
CPR UST e 657 35 ihosi=d fnon hosied)
CPM.USD ¢ 45/ 15 (hosted inon hosted)
Wosmo  |Smo 500 -4 500/8ie, discount br 2.6 fle bundies|  Discount allowance (with approval)
- == ' — DFP / DFP SB / Audience: 10% (manager),
artaers 5000-5000)  20% (director / PBS regional director), 20%+ (PBSX)
TP uplit % 35/85%(on DFP wi fincementalwl)|  DFP Video / DRM / DSM: 20% (manager),

o

* Price applicable for >S5 exposures, upto a maximum of 200

40% (director / PBS regional director), 40%+ (PBSX)

Crcate Conficlentual & Propisetar
** Only available In - : 4
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