
PTX0794 
1:23-cv-00108 

GOOG-OOJ-02;857734 



Key Takeaways 

• Programmaelcls more than just RTB - "P1 og, amn,aoc:"Is the use ot lechnology lo 
automate n,edia buying. It's s1n1ple, eff1oent, cffecnve ma, kettng ... and that's why everycne 
1S talking about tl. 

• Our Display margins remain healthy In this end-state -W<>are bu1ld1ngout both a best­
in-class buys,de platforn, and a leading ad exchange to ensure we ,na,nta,n the same 
ma,g,nsasour tradattonal 01splaybusiness. 

• Y/e have a solid plan In place for 2014 and beyond, but we can go bigger -We beltevewe 
can copture $68 or p, og, amn,auc Display spend by2017 if Produu del,verson a truly 
integrated platforrn technology across buy and sell. The, e 1s tS48 ,ncr ernental value 1f we 
dehve1 best-rn-c.tass ,nohlle and video enablers seamlessly baked into our 5lack. and 
scalable Pr ,vate RTB. And an nddational + SSB If we l~crage ou1 O&O data to pr ov,de 
proprreta,y targPttng on one-of a kind signals. 

• Sales needs to get smarter on Programmatic - Prog,an,matkissnll a black box for many 
of ou1 sellers. and we need co plan for rhis future by carefullyconslderrng our opttons across 
LCS and Doublechck. 
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Quick 1Programmatic Primer 

(Repetition doesn't spoil the prayer) 

INTERNAL: Google Confidential and Proprietary . 
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Defining "Programmatic" explicitly 

High level d fin tlon of pro rammatJc. 

Us ng tochnology to outomotttollybuy ond run on od compoign. reaching tht rizht user with th 
right messogo nt the right time. Regard I ss of your go.ii. progromrruit,c mtaiu .simple. Qffiaent, 
1fftct1v1 transntt1ons. That's t! 

Brea~ ng th down nto ts ubcomponems 

f2Js1bl• M1d10 tcon~ct,ons 

TY..- of ln\'tlnto,y 

RUlRVrO UNP.HfRYfO 

I , ,1tOGUMMATIC 
Ovtlt 1tT• 

f'\A TJOIU,ts 

2, ,110G1tAM~ATIC 
Ovtlt NON~TS 

,LATfOIUotS 

tvry trade of advert sltlg l~nu,,y oo an ad 
txc:hanaa platform onan lfflf)fesS<On by 
,mpress on basis as each lmpresslOl'I be<onu 
avallabl~ on• pub!isher'swcbsf•,- (ii!'. 
unreseM<I).. t.an be RIB 01 f , ed pnce. 

• 

Programmatic over RTB pl4norms tlllt lnvol~ 
a selea ru.m~ of buyers and sellers. 

• 

AAytrade of lld'lertislnglrwen:ory:riat ta es 
place on program!lW.11.IC pmforms ,,.,here prk 
ts r,,.,ecj and rr,en-.ory s reserved. 
Programma:Jc elemem Is the automaton of 
Rf:,, crf'atlvc and campaign trarf1d:lng 
workfiow 

• 
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Programmatic Display RTB, Simplified 

Googte (~,...DCM] ~ 
Products L....:..::.J 
Google 
gets 

Mar~eters str,n up ~~et11r buy AdX 
for Goo es DCM nv ntory 
to menage. of programmat ally 
thi> r adveros ng via Google 
camparnns AdWords or DBM 

Unsold Inventory ls 
ava b1e lhrough 
dynamic al ocat on 
between OFP and 
AdX 

Pub .-hers SI n up 
for Googte·s DFP to 
man g11a oflh r 
advertls gre.,enue 

$64 left 
for pub 

OS is programmatic, but we're focused on 

Buyer using DCM, DBM, AdX -
* Pays $1-2 for ad serving, analytics 
* Pays $14 for the buying platform capability: 
targeting, bidding algorithms 
* Pays $18 for the exchange - a consolidated pool of 
great inventory with data signals that can be passed 
to the buying mechanism 
Pub pays $2 for ad trafficking and inventory 
management 
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Id Date Text  

1 03/14/2014 160057 Does the AdX margin hit the buyer or seller? I thought the buyer i.e If a marketer spends 
$100 on media they are only effectively getting $66 of media excluding DFP fee) 

2 03/14/2014 163552 its pub rev share so hits the seller. Buyer spends $100 on media, gets $84-85 

1 03/14/2014 18 50 32 Do we need to clarify for this group which dollars marketers pay vs publishers? DCM DBM are 
marketers, AdX/DFP are publishers 

2 03/14/2014 18 50 32 Are you sure? This doesn't make sense to me In that case our AdSense vs AdX margins 
aren't equivalent as in the AdSense case, the 32% comes from the buyer These must be 
equal . 

HIGHLY CONFIDENTIAL GOOG-0 OJ-02857739 



Programmatic, Advanced Class 

,. 

• Ad Sel'Vlng & Plonmng 
• Dato Monogement ngesung 1!,t 

and 3rd p rty dat.1 
• Analytics attnbu • on 

prem m nven1ory 
ava b "to a I m ted 
numb r of buye s to 
foster e ... duslvlty even n 
an open eJtchange 

• Ad Serving 
• Yield Manogemtnt opum ze 

mon{:t11atlon o a nwntory 
• Tag Monogement 

when we look at the more simplistic versions in slide 
5 and 6 , we are obscuring some of the complexity -
but it's important to note that the key pieces of the 
stack have several sub-components that are 
important to our offering and we can be 
disintermediated at any point 
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Prograrnmatic will also power traditional (i.e. 
clunky, manual) direct buys 

• Prevfo sslldesreferto med a bought nd sold over .i network or •xchana• ("Ind rect1. wh ch currently 
accounts for 35~ 1 of G obal Display Spend 

• Programmatlct chnologytsalsoevolvingtomake d11ec.t buys dea ror higher CPM mventory 
(p,emum)betw nonet>uyt?r ndonese er mort>effic£!nt 

In t.lle hnure. d•rea buys will be powered by programmatic technolog,,- "Programmauc over non-RTB 
Platforms" • whlCh we believe w,11 Justify higher margins than S2-"I across Boy and sell 

No<" .,,,no,,u, 

S96 left 
lor 

r. ub· 

' O,,ect\l\ inGWIICl'-OfflC.SSa.t•­
>9Vc->011.lVIN'SJ'S-tllt1~ 1~°'°""'"n•-Pe<G-~cu,n.-
• f't 'tl(ltlCW)1."tl; o'f r.t ")f'ff ~ ~ 4IO"Ol'I r'!'Wd..a 10 ""'....,. r .s .,, ft ~ 
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Programmatic Market Sizes & Growtt, Rates 

~~ Pfoduc't ~ DCM ~-=-DBM Coo,sk ~:,-- os ~ AdX ~::'9 0FP 

... _.., Comptt11un ' NO Ad.com ··- .. vpenX 11000(\ ;CH 

Gtos.s Rw 12013)1 f.17™ S471M S4"8 
sua S805MIOll!J•~ u.~ 

Y/'f Growth' 50'- 2n, 
,'"' .,_ 

~ 

GoopStwe: ~ l~ 
zj,- ~ wi. 

Goos Ma,aJnJ ,.~ 11-tS" (fN) ~ 1-~ 
:zo.t I~ 

(Offle>r..U,, ~ ,-- CU., a;t~ ~~· Sooi<Nt l 
0-et11•·· 0.>l&i 

•~o-.:fflae.Oft':°':ftf.:: n::::n 
Mnl,III-- S69 I S7.IB 

.. QC ! e-c::mn ~ 
• - ... -,..... 

Tesla - 28 in annual revenue, 456M in annual gross profit, 22.6% margin 
Chipotle - 3.28 in annual revenue, 899M in annual gross profit, 28% margin 
Dominoes - 1.8B in annual revenue, 549M in annual gross profit, 30% margin 
Wendy's - 2.58 in annual revenue, 648M in annual gross profit, 26% margin 
AOL - revenue for 2013 - $2.38, 22% margin on net revenue 
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Programmatic Display Margin Implications 
t Is mponant to understandthramarg n Implications or a progr: mmauci t reon our 
D splcr1b n s SeveralmedJ;i tr nsaaJonsccnarlosemerte, 

1o. Srorus quo- AdWords buymgAdSense 1n11entory 

AdWord!> 
Buyer~ - Ad'icn!>e 

ln~tory 32'1t margln 

1 b. S'tatus quo . AdWords buying AdX 1rwencory 

AdVlords 
BuyPrs - AdK 

Inventory 

2. •AIi OCHC- Pro1rommattc • DBM buyingAdX uwtntory 

- AdX 
Inventory 

3. Dismtermodiat,011 . 08M buying non,AdX inventory. 
othernon,Gooal• DS~s_bl'ti!!l_A_d~ inventory 

. - : Other 1 1, ,. margin 

----- --, 
: 0th.,, , .. 
I DSPs I ... ______ , 

1 Exchanges , 11eM•a.i .._ ______ , 
Adx 
Inventory 

KEY MARGIN TAKEAWAYS 

• AdWords ntutrohty D m ndthro 
AdWords has equlva t milrg n 
regard!ess of whC!ther the inventory 
sovrted from Al.lScn e or dX pvbl shers 

• AW/DBM ntutrohty (mostly) New D M 
pr " ng suuaure s setup so :.hat 
ODM fE s 14 neutr ngmargn 
tmpanofwhcthe Google sourced 
tnv ntory 1s bougnt Via Ac!Word or l.n!A1 
(note marg n does fluctUdte by DBM buyer 
based on contr.icrfee) 

• 011intermed1ouon hurts our margins 
DBM buying on non AdX exchanges or 
Other OSPs buying on AdX yiclds us lower 
mar ns than O splay status qvo 

opportun 
f 
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HIGHLY CONFIDENTIAL 

Time Machine to the 
Programmatic Future 

(2017) 

' . • ~ Co,d\c~·. - PrOC)fWLUy 
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Industry forecasts project the RTB market to 
grow Sx to $218 by 2017* 

==-

Global Display Forecast . 2013-2017 

RT8 

10% 

uo 

20,s 2016 2011 

2017 RTB spend by Region 

£ r1y adoption of new inventory 
typeS(mob e& d playl~ I 
lllll nt n US hare n mecl um term 

2017 RTB spend by Type 

Operational cost savings w! lely 
drlVe Private RTB growth 

• CKl':m>I!-1 t oiT ~s,oo"'I n~-.iSUtts,.,,.,.,.,_,.oec • 
• l!TBOt'! ...., .. ""'°" __ ltT'S ___ pcrO«!ln,t'O" ~ -•!'OUOlt-,. - ... ,.. ,....,..,. ,.. 

* How do things grow? What has to happen / what 
do we believe? 
- what's happening to the user? what do marketers 
care about? 
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Id Date Text 

3 03/14/2014 16 35 53 +bfalck@google.com  
Feedback from Buyside Leads was to include a slide on what ,s changing with the user I CMOs 
to fuel this growth We had a slide like this at one point but Philipp thought it was boring, so we 
moved to the appendix let me know 1f you want to reintegrate 
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We believe customer behaviors will lead to greater 
programmatic spend than Analyst estimates 

==-

Customets wlll be on all devices. expecting formats 
that are native and seamless to I.hose platforms' 

o:- "- "'-­---- ····- .... _ -

0 effl4 Googe 
Mob! e and Video 
RTBgr<XW'.h a: 
cad us ro believe the 

RTB rTlll ket cou d hr 
S7Bmo eln2017 
thlln ndustry 
fc»ecam 

Top CMOs wll lncreaslng1y Insist on ownrog their own 
d.Jta(hcncethelr own platforms)' 

P.il COMUet"4 b1 CLIO ctullt 
of 1)0 CMO. 1201' US Daul .-.. -­:::--· 

·­----
• 

Empha on 
ha mngf ~paty 
da1iJ comrtblr. ng 
roadwttl~ des! e 
to fo md rea 
relatlnn<hln v; •h 
CSP agenc l'S could 

ya 
m menta• on ro e 

Marketers wlH want to streamllnc operations via 
automated tech. with data-drtven lil'telligence layer2 

t..UtL llltl' IIITI YI Mf\.lfa 
P o ilmme ttech C.11 
au:oma•e opera• ons 
nd act o thcd on 

ne fo tradJt1onal 
reservat,on buy,.. 
S759ma k by 017 
•2~sh,,re 

progrnmma· ccou d 
t_~pand byS15B 

Marketers wlll seek out lntegrc1te!d pt;1dorms 
supercharged by PO\\"Crful & unique data signals 

-♦mopub 

-' atlas. 
___ ._ 

Compc 11C 
mov ng t0 m,ke th , 
own5tack ey 
and O&O da"..a w be 
1he enablt'f 

• 1QC ,,..,.,.._ - r.-....,,,.. "'""U,,.ll'OSUlln-WOl'o..'C .. 
• C'z'l"SU! .....,...__,."41 ~ IC< ,o_. 
I lb ,.CUC!l,_~n> ~"ICJIU 

- mobile and video forecasts - double-check and 
add time period 
- CMO - what is the value chain? CMO wants to 
own the data intelligence 
- more intelligence equals better decisioning 
- helps when they are planning, much smoother 
performance, optimizing on the go 
- what are our beliefs? 
- more consumer behavior will be on these devices 
- CMOs want to get there 
- CMOs want to be efficient with their buying 
- Publishers want to maximize 
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Scenario 1: Product delivering on platform 
integration nets $68 by 2017 

Programmatic market size: 
• ln1t,al lnctlyst forec 1 r (focus on RT B) SS70 

s,o 

HIJ 

.. , 

'" --. : .. 
n 

, ,. I 
.--, I 

I I 11 : 
I I ,--, 

I I 
I I 

I I I I l\S 
a I I I I 

I I I II I 

I I 
I I IS 

ll I I 
L-1 

I I I 
I I '1 I I 
I I I I 

tJ ~ .0 l-1 LJ 
ten 

Covut Revenue proje<.tlon bas~d on 
DBM andAdl< Buyersgrossmcdla 
spend. Excludt?S GON buying on AdX 
and Doub!ecllck5earch• bothv11 d 
progr mmatlc use case$, but aad 
sign rlcant complex ty to our fomcast. 

- what 0/o of the market will want to move direct to 
programmatic? 
- Bruce build idea -
1 . market / share 
- reduce the 30°/o->20°/o for direct shifting 
- blue 4 - red 5 
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Id Date Text 

1 06/21/2019 20 56 55 *pshodjai@google.com, see these scenarios from 2014 this was the last time with did the 
philipp exercise in this case, these were about revenue goals in this case it is about product 
strategy I think there is another example from 2016 which  was more about product strategy /
industry trends 

2 06/21/2019 20 56 55 put another way, we took the 4 trends in the previous slide as assumptions and played out 
revenue scenarios In this exercise, I think we should outline lhe 4 trends, the probability of 
extreme in each and then the product implications on each end 11 try 10 pen a structi,e for 
this before we meet with danielle 
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Scenario 2: Laser focus on mobile & video, and ==-
streamlining Direct RTB, nets $108 by 2017 

Summa:y of lnltlMlves • Goog s 
Programmatic market size: 

• Initial 1r-atyst forecd"l mo, e SS78 

agg, esslve Mobile and Video RTB 
fo,ecasr. Brand goes p1ogramn1atic 

Vrdeo • Mobil 
• product 

1,0 op fOfm 

' ... 
u, 

' . & Turnkey Prrv•c. Aucciont, • 
: u ., Pref err..:! Dealt , Cull ES 
• 

.. 
Us.I ~ nAdXma :es • ma YC 

... 
mp,~= 

S10.AB 

111 
.. 

I I , . 

: o: D
fl 

: 
u 

"' 
u 

1,1 

- what 0/o of the market will want to move direct to 
programmatic? 
- Bruce build idea -
1 . market / share 
- reduce the 30°/o->20°/o for direct shifting 
- blue 4 - red 5 
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Scenario 3: Direct buys going programmatic and 
supercharging our O&O data nets us $158 by 2017 

== 

Sumnwy of lnltlatlves9 Goog s 
Programmatic market size: 

• n1ti.1I analyst forecac;t + n,o, e 
agg, esslve Mobile and Video RT B 
forecaor;c + non-RTB spend moving to 
pr og, arnmauc technology 

- -~--~ "" 

...... .., 

l!ll 

Ill 

... " 

"' .. ... , . . " ' . ! : II 
' ' 

u, 
... -. " 

u 

···~ : .. 
' • : ,, 
' 
' ' .. 

• 
• 
• 

Product rnt.gru tlon P'rodl.,a S578 
ll 

c'-o&.Mo n<I •S268 
uct tl\ll ·ed 

o platfo ~ 

Turnk•y Pr,v•at Aucbont, 
Pr•f•rrlt<f Oe•lt, Cu BES 

• S2.18 

Us4bl ry n MY. nw;es ma ve 
mptovcments 

ProgrommatrcSceneno • 2 S10.AII 

Direct buys Ylll OOM-DFP hnk •S068 
Ptogrammatlc techno at:J fucl 

h 

Change the 1•m• w,th D•t• •S408 
H6m~s powerful O&O d6a 

gna sfDf ead edge 
tatgaing RTD • non ine 

ProgrammaucScenarlO •3 S15.08 

for all of th~• So!~ corimis 
to cfiectlY pt"OgT-amml! C 

Articulate base case, scenario 1, scenario 2 and be clear on what we need to do to bring those 
to pass and what externally needs to happen 

And then talk about the implications of the different scenario 

In scenario 2 (jordan) - i) WORKFLOW OPTIMIZATION (certain percentage) how much would 
advertisers pay for workflow integration ... PS velieves 5°/o is too few, ii) UNIQUE SECRET 
TARGETING SAUCE - what role does 1st and 3rd party play in this ... agencies are trying to 
proliferate themselves ... martin sorrell says "we are a data mining companies" ... they 
understand what they can bring is better data ... that is not necessarily our view ... if Google is 
the intelligence layer - either supplier or manager - how much would people pay ... and to what 
extent do we allow people to suck in data .... 

- if we go down that path, agencies will not be happy 

- if you add value - not just in terms of efficiency, but in terms of data, you can (move from 
dumb ad serving to smart decisioning engine .. that's $0 02 to $0.05) 

- grab the dollar flow chart from the beginning and say how It changes in the new world 
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Id Date Text 

2 03/13/2014 22 04 33 +bfalck@google com +dbledin@google com 
feedback from PS 

- need to be more aggressive on data story 
- should think ltlrough 1f we controled ad flow on android (1 e we yield manage ALL ADS on 
android we get first cal on ad flow for every app) and we can place, literally based on our 
targeting and privacy principles, every ad on there 
- in a way that is the Old GDN business (we didn't pass signals to anyone else What would 
happen If we shift radlcaly back to that world) 
- don't need 10 go crazy into the model. but need 10 be prepared to talk to how we'd use these 
data signets in programmatic and non programmatic  environments 

1 03/17/2014 23 24 04 PS -
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What we believe needs to happen ... ==-

• Sales Support full service model (or top 1000 [expand on this] 
Build ecosystem  to implement and service our platforms 
Articulate customer segmentation strategy for Programmatic era 

• Product Super charge DOM, get behind as a company 
clean sheet design for a programmatic future like DS  

Truly integrate DS and GAP/OMP into DOM, currently half pregnant 

• Data Cohesive data plan for a data driven programmatic future  
Develop a first party data strategy that's competitive with Tech Titans 
Clear plan to consult with customers to help them leverage their data 
Data rnanagement platforms to pull these and external data together for buying 
systems 

• Org Think through how we would org for a programmatic future - in particular need to 
resolve full serve platforms relative to core O&O business 

• Inventory acquire inventory as needed co drive this future (Mobile, Video, O&O strategy]  

1. We secure RTB inventory (i.e. open to data 
usage. 
2. We make great tools to access that inventory 
3. The tools become sticky by combing premium 
with RTB for programmatic across ALL media 
(direct/ind ri ect/b id able/negotiated) 
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Id Date Text 

4 03/14/2014 16 33 39 From convo with Aaron McNally 

DFP-AdX = make this a series of modules, but all part of the same product (same as DDM) 
brian adams pushing for this 

DFP-DCM link (Jordan) is fully realized 

(propose to add these under Product) 
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Level-setting in 2014: We are still at the 
beginning of our programmatic journey 

==-

• DOM odoptton among LCS super h ad ls currently l!xtrcm low lo >1 OCLK Buys d prodL et: 

..... 

• DFP and AdX stlls,dt adoption t gh n the US but h ht-1va lable In other re ons and very ow for ce1ta n 
form tsespeda lyvtd o 

• ,, -,.. ...... C t,· pc,.-. Ot-::_A 
~ - - ··-· '"' ·- -- rAm• -· ~ ,. , ,. i - , s - . - ..._ 

~ ---- ~ " ---· 
J ·~ - ,. -

5 -- ·i-- -" - f -
•____.~ .. ~ M• .... Ml!!lll' ..... ___, .. w......_., • ..,.p ,.._,..,._ ...... ~1Aa1""9 
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Solid x-functional plan to achieve Scenario #1 in 
2014, and OKRs to track progress 

==-

• S~lES has comp ed r gorous Annua Pl.Inn ng ror 20 4: 
Regional Buys d"' Leads d~lcped a Jo nt business plan lo the f st t me at the Md of 20 3 
PBS has a so d bu ness plan wtth eve al OKRs around programmat c 

• PRODUCT moving ahead at fu th onl on sever U:ey I rogrammatlc n tl.nlvl'S 

PROJECT LINCOLN Un fie.at on of DBM and GON bad:enrl engln so both prod cts • 11 ave 
p.1rtty features & performance, un ss Intent on suppres c<I In the respect Ul {detail) 

PROJECT JORDAN Lever ge progr.imma· lc tedmclogy to create th nextgen<!rat on of 
d nlayreservat ons m nat om nua wor flows. provfd glu 11 n rld.11 ba :ofr e 
uppon. and l)<IYlng t way for a U'\I dee on eng (! (dcwm 

• a TECH ts evatvaun1 serv eab ty and Siltt ng target to ensur the team s ~u pf)ed to provide 
h!gh valu p oacttvescrvtce.~programma produrug,crNandevolY(! 

• Wh le Winning n p 3 our 
guideposts 1n 201, 

Ol(RS STll l WIP 

1. We secure RTB inventory (i.e. open to data 
usage. 
2. We make great tools to access that inventory 
3. The tools become sticky by combing premium 
with RTB for programmatic across ALL media 
(direct/ind ri ect/b id able/negotiated) 
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Id Date Text 

3 03/10/2014 10 35 58 Wonder if the AdX marketplace deserves ink here I will be the big connective tissue b/w buyers 
and sellers and help to power scaled PA/PDs 
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Product builds truly integrated stack for Buyside 
and Sellside 

==-

• Efficiency Recent BCG study shows 
thatagen CSlf.-:th a un fled stacJ can 
reduce campaign process t me by 33'. 

• Profrtnbrhty: nternal sn.rd !?S show that 
marketers ncrease the r ROI by ~ 
when they adopt an audit onal DCLK 
product 

attrtbuuon. c'!ata 
:, 

d management capa 
rr.orc:;:o::~ "'"'"1, 

• High CPMs Alb. controls (e.g~ m n ; .:,ors) 
ows pubs to seuat comparab e wt:h 

drect c.g,ooq ofWashngtonPost'sAdX 
r evcnue Is br nd d and n lln" with d rect 
CP ,-\s• 

• S.St for Remnant Dynam c allociitlOnget.S 
WaPo hlgh~t Cf> f0t each lmpres oo 

5outftS 
• II((; -owa,-. • .,,~,c,e,q,---,• 
' ~I!!'. .,., ....... [f!J• "-~~~ ·-· 
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2 Product builds best-in-class platform  for Mobile ==-
and Video witt1in a unified stack 

Programmatic Video in 2017 

Un I near nd digital b n 

1111111 
and se ng d I ad In th 

lllll "video every.\'here· 
rn: ronm nt v.ticrevldeo 

exists on ev ry scr en with 
format Movatlon and 

!era<t vfty 

Prol"ommotic Mobil• in 2017 

Find the r gt tu ersatthe right 
tlm regard ess 0 1 screen using 
x-devtce nd enhanced 
targeting s gnals (e.g loG1t10n) 
and bu d solutions for new 
rc-,en c models for non d 
upponed nventory(e.g.., IAP 

fOI n'la.S) 

IP'TV c®ld explode the m1,!,:tt if 1V ads 
,,e bouth, progr"1Vl\<ltlafly, bult•rfy 
days and we are worldng on S11ing the 
lmp,ct •.. ;y :a i,. ma:~o ll/ 20' ~ 

What needs to happen on tht BUYSIOE: 
• Power brand and TV spend by integrating planning 

optimization measurement (including sales lift) and 
verification t es In DCM/DBM tor RTB d: eet 
nd reaOn neVldeobuyingaoosssaeens 

Whilt RINm .. I,,~~ et'I 11M su.w 
• M ke ts11T1pleforpubl•~rstornon WJ.?v!deocont nt 

on . fl'/ screen or devtc (DFP for Video} 
• f1 ur program tied oowort..sforvltteosothat 

pubs can mak0 the du Ive lnYt'r tory ava lab!e to 
se ect buyers{Prlvate RTB) 

Whot needs to hoppen on the BUYSIDE: 
• Single view of the consumer provided by l!'-devk 

so utfons 0umb e) 
• Ta11:e ngondformat nnO'llatlonu lngunque 

mobl e data s gna kc lot.at on awarc>n!!SS 

Whot nNds to happen on the SELLSJDE: 
• Provide vai to mobile pubs beyond au ana }'tlcs. 

conv on tracking. and tools to drive n app 
pu chases 
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Id Date Text 

1 03/17/2014 1507 39 +eveg@google.com  agree with Ben's comment that woud be good 10 mention Freewheel and 
the importance of pub Side ad serving in terms of access to video supply (even though the deck 
tends to be buy side] 

1 03/ 17/2014 17 56 31 The driving force behind the FW acquisition was TV everywhere (accelerating the ability 10 make 
cable content accessible across screens via IP) I think we can beef up the sellside video 
points and include something aro..rid enabling broadcasters 10 serve into at environments 
especially VOD Do you think we need 10 mention the specific acquisition? We don't mention 
any others 
+weinberg@google.com for additional sell-side input 

1 03/20/2014 02 30, 17 mention comcast & freewheel here? somewhere? 

1 03/20/2014 02 30 17 Also may be worth mentioning that it's important to enable dynamic ad insertion in live, linear 
environments as well (e g serve into a cable network's IP delivered simulcast of a linear 
stream) 
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e Win in Direct RTB by making Private Auctions, 
Preferred Deals & CuBES turnkey 

==-

• Cliff rem fi.JVOrsof progrnmmat cd rectex st 
thcsl'are cons dcred Direct RTB as the c dea 
involve rlli ntory bov I m an ex h nge 

ftrfflrred Dt• I• I 
l'rlvue Au«fNU 

• 0.•1 1'y119: Nori 
cwn ff4 

• ln....,toq: 
c.oo;, 

• C~M ~ Id POt 

~ "' 
• Salet Pu 
~ (mOo 

• a T,td. 1.....iv. ..... n c 

• 0 alTyJl9 
ruanm:eea ID8M 
cu antttaGDNr 

• ln,nntory: on. 
Goog:~ 0&.0(GON 

. c,u td 
• S.let Pub. 

mOeli LC. Ab.mo~· 
• l f,;c:h lnfflvw,.,.nt .._,,...,. 

• SlgnH cant mprovemem r<!qu red to sea c th 
busln sfromS28M lnQ4 13 to S2Bby2017· 

• Serv1ce>ab1hty Current 
mplemematton s not scalable and l.lgs beh n-' 

competition· 

AVG JIMl JO IMptJMfNt rnPt-YPW! 
.tMl •l 

.... 
• ....... -.............. 

• Inventory 01scov rob1hty & Promouon 
Bcalll ful U for surfa ngtnver tory 
opportun ues to prospearve buye~ lntegrat 
v, th aud ence dc'lta. 

• Verificouon & Brand Meosur m nt 

• Increased Sol s Effort ocross Buy & Sell 

1. We secure RTB inventory (i.e. open to data 
usage. 
2. We make great tools to access that inventory 
3. The tools become sticky by combing premium 
with RTB for programmatic across ALL media 
(direct/ind ri ect/b id able/negotiated) 
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C, Google makes traditional direct buys rnore 
efficier1t, then becomes a trlie decision engine 

• Mechanics of ad I ea buya1e clunkyond ume­
consum,ng blly.!r .ind se , er eat actua p n 

ucel trad e-ma Is with vendors tl Rf P 
process traffic ad tags. co ~ scrcenshots 

• Goog1e's v1Sloo Is to er eat ., d rect br d e 
b tWt?en buys de and s de mpa gn 
managementsyst ms u ngprogrammotic 
r1chnology to malt" d rect buy,;~ effi l'flt as 
buytng over an open ex h,mg 

... to i'I t:ruedeclslonqoe 

• It's not Just about 1ffic~ency v1s on s to mo. • 
from a 'dumb' aim pa :gn rrw,agemtmt platf rm to a 
uue decision 1nii1n1 that WI . 

1, Inform whot media to buy 

Business lnte ence l.;yerod nto the p ,tforms wll 
Inform opt ma media mix ross both, eserve and 
t'Xthang buys 

Current RFP process ng costs 

Premtum 
Programmatic 
Transactions 

lo ata or ,eseJV£? b 
d e c1ns thln ttli? latform 

Lead g brand llli!trkS ba ~d Imo the platform. and 
campa gns reopttm zed n real-t me 

• By provkltngth va ue. we be! eve 'Kl canjuSt fy 
much I gh r margtns on reserve buys. from approx 
$1 CPM Oat fee)to S-1~ cost of medro 

• Chango in business model (ond effective, 
morg,ns) w,11 potentially ltt us rt port on gross 
revenu versus n t 
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8 Leverage powerful O&O data signals to 
supercharge targeting via programmatic tech 

==-

• Aud nc1.J based advertising Is e,;pect<!d to be 
Si of th gioba O pla: mar et by 201 !, 

• D.;t I the fuel tn tht programmatic engine 
&ht! technology without best class targ • ng 
s a w ak va e propos tlon n nabler o1 

effi c nt won:flows vs da~ layer for 
sophlstlcatt!d marietfng 

• OU compeu t on snot s•tt g st using u l"lr 
o,vn data nd Is poised to deploy th .; ross 
the r own nt ated St c 

11+ D ---
r: + 

etJit 

At re-O..c•,:trat41r 
• LN-1'1: R .-~ 

lllsn 
• Uvtt•tfl­

(OC'~C!ltlon~ 

• re""'°f1'\CwCfi.c,--jf'Q 
~ia-
u.r-

• PM has prtor 'Ile l dat.1 req ests and out! ncd use 
cases 

1. •Ide • , 
dnlu:i 

s Android lad1:li~. 
lt,odloat>iC"lla!.-

~ 

• Revenu11 potent.la! f only using r. nals lor logged n 
users ls dramatlca Jyless than for a I use f sign n 
ratedoesn't crea~ 

~ 17 s If ..,,_,•:t o&O 11cns to; IC"fd,11'1 UstrS S18 

2017 i f ~'111 O&O 11&"$ !or .ill uw, $48 
-

A 1. We secure RTB inventory (i.e. open to data 
usage. 
2. We make great tools to access that inventory 
3. The tools become sticky by combing premium 
with RTB for programmatic across ALL media 
(direct/ind ri ect/b id able/negotiated) 
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Sales org not yet oriented for programmatic 
future, though key learnings from Aristotle 

==-

• How many Google rs does t take to sc I & service a 
progrc1mmatlc solution to Chase Bonk (a DBM d ren 
markete )7 

!ttt 
I Al1$10! t Al 
I 08'4 A\~ (OMM tH-M) 
I Pel l( .4Jtney At (fot DCM <OftUKtl 
Z OS ,i.£ & A."4 
) LCS >401 At & AM 
I LCS~,q,Al 
1 ITKh AnstOfl• <OftSUll'Jnt 
I STK" ACtn<y TAM (for OCW 
I CTKII 'ot ~ 

12 Goopen •cr-oaa LC:S. ~ncy. OCU( 

• lne l enc t I 
fragmcnt.atlon across productS, .ind owrlap bctv.-cen 
ocu· and LCS respons b ties 

• More efficient ca es do t!X t. Ike GEICO {anoth 
DSM d rcet marketer): 

1 Arinode Af nupo,wblo to, oei.t 
O<i.t. OS OIIM, •nd GAP 
I 08M AM (O\•M tffm) 
2 LCS HOI & AM 
0 LCS At l t.t'-•" olf •<<OUl'lt) 
0 lCS Al•ncy ( l'IO fO<IH on age l'lcy) 
I OSAM 
I ClKh "'lfflCY T.4M ('or DCM 

0 Goosfen ecron L.CS, -'aOncy, OC:U( 

£Y LEARNINGS FROM ARISTOTlE 
s WE THINK TO lHE FUTURE 

• B<>st Aristotle AEs view themselves as •"<f 
Tech consultan~ capab e of S"lllng 
unil ed DOM vl510n OS. DCM DBM ORM 
G.t_P 

• D splay bu~ a c.> t d e and O"itoing 
t ead to head t sts wll d term n wh•• t r 
w rela nae-counts manualserv,c,na 
will bt required to provtd ~st 
prrfOfmance 

• Out o1 -so testS 
nQ4 Ql 

.... .... .... 
• Advanced D~lay serv c n wl be 

requ red for both GON and DBM, and 
centr~ zed team helps with best pra tlce 
sh.! r n nd pre-.-ents s I eroslOn 
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Two broad alternatives for Sales org alignment 
around programmatic Of'I •-~" lntentlonalty o-,anlmpllned and IJnor• 

eon rapor1Jn1 Jlne nuances (a,s- ,ra<h" On.IQ 

0 

DOM P1•r10t m•, S.,lc,, & 
~r=~ 

• DOM M~d a Sa es to provide fo seMctng (campaign 
management & opt m 1.at on. technlca support) 

• LCS would pitch media-centrtc. DOM teams would 
r tch media agnostlca y 

PROS: 
• tentral pool of lnow1edGe 011 programmatic allows ,ewe, touch pomts and taster 1mplement.1tloo 

CONS: 
• Significant hand,offs required ely to cause Internal 

confusion. and tor d <:>nts on the narrative 
• LCS never gets schoo!cd on programmatic 

lCS ~ & SeNlres ODM Plarto,m, 
'>aif', & ,,_.,v,cf."'; 

• Centr.i tZed D play S!!MCes team to JO n LCS but 
remalnpool<!dln med um t"m concernove, 
erosion c: t I ht-1specla <!d kills, though team 
cou d be d persed pods In the long te,m 

PROS: 
• Team tha ult matelyowns entrelauonshlp 

equ pped to se,vt e programm.t 

CONS: 
• Se ng full DOM value prop sp,.,ad across two 

sal!?S teams 
• Medi<! agnost c nd media <entr c narr atlves 

potent lymuddlf!d n the samet<>am 
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May, 2015 

0 

mtdia 
platfomu 

OPTION 2 

--

==-

l'lalfo• m• • .._.If--, 

A, ..... ,MM 

Cnt.,-p,b• 
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May, 2015 ==-

OPTION 3 Separate Bu ncss Un t 

m~a t:. fl!otforms 
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We believe this estimate is conservative ... but 
competition over larger pie is getting fiercer 

==-

Pr ogrammatlc wtll be ubiquitous across all for mats & 
devices. driven by dato1 

o:- "- "'-­---- ····- .... _ -

Ou nterna .t b e 
ndVldcoRTB 

g owth r tt'I ead 
to bt ~ the RTB 
ma ket cou d be $70 
more n 0171ha 
ndumyf easi 

Top C\4Os wlll lncreaslngty Insist on owning their own 
data, lntellJgence(hence l~tr own platforms)' 

P.il COMUet"4 b1 CLIO ctullt 
of 1)0 CMO. CZOU US Daul .-.. -­:::--· 

·­----
• 

Empha on 
ha mngf ~paty 
da1iJ comrtblr. ng 
roadwttl~ des! e 
to fo md rea 
relatlnn<hln v; •h 
CSP agenc l'S could 

ya 
m menta• on ro e 

Prog tMh wtn powe, premium reS(!Natlons -1.e. 
brand• with data as the smart dedSIOn englnC: 

t..UtL llltl' IIITI YI Mf\.lfa 

ognimmatlc 
more :tum RT : 
ha l potci to 
pow tr•dlt1onal 
reservation buys.a 
S758ma k lby2017 
ill 20 share 

p ogrammat c cou d 
pand byS1SB 

Global competitors with large 0&-0 wtl levC!r age their 
first-party data to extend their realh across the web 

-♦mopub 

-' atlas. ___ ._ 

CC>n'lf)cti CHS ate 
rnow,gtoma et 
own 5'ta<. c ~ 
•nd Ot.O data be 
Ute~ Ct 

• 1QC ,,..,.,.._ - r.-....,,,.. "'""U,,.ll'OSUlln-WOl'o..'C .. 
• C'z'l"SU! .....,...__,."41 ~ IC< ,o_. 
I lb ,.CUC!l,_~n> ~"ICJIU 

- mobile and video forecasts - double-check and 
add time period 
- CMO - what is the value chain? CMO wants to 
own the data intelligence 
- more intelligence equals better decisioning 
- helps when they are planning, much smoother 
performance, optimizing on the go 
- what are our beliefs? 
- more consumer behavior will be on these devices 
- CMOs want to get there 
- CMOs want to be efficient with their buying 
- Publishers want to maximize 
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Id Date Text 

4 03/10/2014 10 21 32 We are playing catchup in mobile and video driving some of the growth differential it seems a 
relatively weak argument to pin S7bn on last year's Google RTB growth vs market Do we have 
some other data points? 

5 03/14/2014 16 37 07 customer centric language 
"customer behaviors will lead to greater programmatic spend than analyst estimate" 

6 03/14/2014 17 57 34 +sdowncy@google.com,  any chance you can shoot me a scribble of the value chain graphic 
you had in mind? or can swing by your office and pick it up? 
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Immediate next steps on Double Down and Go 
Big plans 

==-

DOUBLE DOWN SCENARIO 

• Accelerate Mobile and Video RTB 
Investigate integrating brand metrics into agency platforms (P2-MAD)   
Develop pov for linear TV and VOD programmatic  buying Global Ops) 
Launch x-device linking and Incorporate throughout our stack (product) 
Launch Launch location targeting and Incorporate via both DSM and AdX (Product)  
Ensure new in app purchasing models can be powered by programmatic technology (Product)  

• Scale Programmatic Direct RTB 
Prioritize PA/PD/CuBES serviceability roadmap and ensure launch dates don't slip Product 
launch inventory discoverability at parity with competitors (Products)  
Scale Aristotle Publisher Day, model to better connect buy and sell (sales)  

GO BIG SCENARIO 

• Futl non,RTB Programmatic Direct 
Beta test Jordan on DBM in Q2 DCM by 2H 14 !Product/P2 
Begin margin analysis with Pricing team (P2/Biz Ops)  

• Leverage Powerful O&O Signals 
Crystallize our plan for signed in-users (product) 
Re-evaluate policy around leveraging O&O data signals (product) 

ASK TO N-STAFF 

• We're still figuring a lot of this out! Be amenable to ongoing discussions throughout 2014, Including a  
detailed proposal on future org alternatives with goal to align on structure before 2015 Annual Planning 

1. We secure RTB inventory (i.e. open to data 
usage. 
2. We make great tools to access that inventory 
3. The tools become sticky by combing premium 
with RTB for programmatic across ALL media 
(direct/ind ri ect/b id able/negotiated) 
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Id Date TeX! 

5 03/10/2014 10 41 40 Location we have this in AdX There are multiple initiatives in train to improve both impression 
coverage and precision 

6 03/10/2014 10 41 40 Should we add ID and address al certification and policy friction points for mobile and video 
(MApp Deeplinking Mobile Video Certifications) 

7 03/12/2014 16 40 12 +bfalck@google.com,  should we officially retire this slide  to the appendix in favor of the 
following? 
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Our Most (adjective tbd) Pro Add biggest buyers • make this more interesting or 
kill it 

Seek ng GE CO examp e v,a D mlan McK,mna 

Trad ngOeskmanagesS~or Pub els Med a globally:plans tor 1~ of lhatsptnd to 
be pr01rom~t1cby 201S 

Leverag ng DovbleClld's ce, tr llled sta k and B gQuery tool to cenuohu odvert1str 
doto ,ntoo single repository loen..ble ntel gent med buy ng 

Soph ~tJcated buyer across >20 morkets lever a Ing RT13 stgnals and Impression f lte 
to maximize ptt form once ogoinst known user hsts 

Early adopter of HT~•lS reaching >20% spend on mobile in Qt (a tile AdX 201<1 goal) 
and expected to show s,m lar gr0wth ol lnApp \'la propnetory cross device hnking. 

Panner with Bryan I Pooja for examp e. 
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Id Date Text 

3 03/12/2014 16 52 04 +dbledln@google.com are these the types of examples that are exciting in your opinion? I think 
the data points are powerful 

8 03/12/2014 16 52 04 Were you goiing to add pubs per the email with Bonita? Given Lex) seems super excited by this 
overview, should we bring back into the body of the deck? 

HIGHLY CONFIDENTIAL GOOG-0 OJ-02857776 



Media-agnostic platforms 
OS 

DFA 
DBM 

What these truth's mean for our Sales 
Org 

HIGHLY CONFIDENTIAL 

Google Today 

Media-centric products 
Google.com = Search Pub 
YouTube.com = Video Pub 

GDN = Google Network 

The Programmatic Future 

Platform AND Media 
Centric . offering that 
requires: 

1. Tier 1 third-party 
inventory and O&O 

1 . PBS+CSl+LCS Deal 
Teams 

Closing 
the gap 1. Full Service Support 

As our teams & technology evolve, we need to rethink ... 
1. How our people are organized 
2. How we go to market 
3. The skills our salespeople need co succeed 
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Truth #1 : Progra111matic will be ubiquitous across e =~ 
all formats, devices and will powered by data 

LUMAScapes 
Keep on 
comln' 

DRI\Af . .... 

...,.. ...... 
WIOIO •--

IOC* .... • • 
I 

• -• • 

Magna Global Pt09ra1M1110c Share 

.. Outside dig 1al med a. progr.mrnat buyine and automation are only Starting to affoa lhe atf .-ertl ng val e ha n 
rcr example agen es and rn evislon media ~ ers e suutlng lo revamp th pl.inn ngfbuy!rirft)ooklr g wotkllO\vs 
to belt" ntc~grate data and real ze effl ency g ns MAGNA GLOBAL beh•v•s most traditional m•d,a w,11 be 
off•cted, to som• extent. ,n the long term: t•lev1s1on, radio, d1g1tal out~f-hom• being lust in hn• . 

Source Ma, oa Gfobif Ad forecast$ October 2014 

MAGNA GLOBAL also modeled the rise of programmatic across digital 
formats and environments in the US. Desktop display formats (banners 
and social) represent $5.3bn i.e. 72% of total US programmatic spend in 
2013, down from 83% in 2012. Video and mobile (incl. social mobile) are 
quickly rising from a low base and now represent 9% ($685m) and 19% 
($1.4bn), respectively, in 2013. In 2013, 58% of desktop display is traded 
programmatically, compared to 25% for video and 68% for mobile. By 
2017, we expect those proportions to grow to 87%, 69% and 88% 
respectively ... 

... Outside digital media, programmatic buying and automation are only 
starting to affect the advertising value chain. For example, agencies and 
television media owners are starting to revamp their 
planning/buying/booking workflows to better integrate data and realize 
efficiency gains. MAGNA GLOBAL believes most traditional media will be 
affected, to some extent, in the long term: television, radio, digital out-of­
home being first in line. 

Source Magna Global Ad Forecasts, October 2014 

"Facebook's launch of the Facebook Exchange (FBX), an RTB-based 
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advertising exchange making the company's inventory available to RTB­
platforms (but notably, not to Google) was the most monumental change 
in the segment. The step validated RTB as the future default method of 
trading display advertising inventory .... 

.... Other players entered the fray as well. In December 2012, Amazon 
launched an RTB ad exchange for selling inventory available on its sites. In 
May 2013 eBay launched a new RTB advertising platform. And in 
September, Twitter announced it would acquired mobile advertising 
exchange MoPub to RTB-enable its ad platform ... citing overlap between 
the rise of RTB and mobile advertising as the reason. 

Real-Time bidding in the United States and Worldwide 2010 - 2017 
Karsten Weid, September 2013, IDC 
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Truth #2: Premium reservation programmatic will 
make brand bL1dgets part of the programmatic 
future 

roe Programrn,tic onct s11u 
• • Ond- TV VlDIO ' Sc-

"But even ,r private markecplaces have had a hmrced financial impaa, whanhey did accomplisriwas 
lo allow publishers to stick a toe into che water of RTB without having to fear drowning, preparing 
thern for the next step in using RTB for direct sales: guaranteed upfront sales 

Eventually, because with RTB comes automation. publishers will be able co reduce sales headcount. 
save money, and improve profitability ... 
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Id Date Text 

9 02/23/2014 19 5912 How much of AdX revenue is mDev vs, open auction? 

1 02/23/2014 19 59 12 10% in the Americas, up from -2% a year ago 
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Truth #3: CMOs will insist they own tt1e 
platforms to drive t t1is world 

==-

Package-Goods Marketers Build Private 
Trading Desks to Hoard Data 
KcU01s, 'oUc••r a_od ,1:Jmbu·l)•Cl,ark W•r> or Jlaodloa VaJaable Data 0,11r 10 A1codc• 
.,. ~l'IJbb;.I, 

Brands now ha\, the abU11y to \\otk 
dittcd) .,.,th lkmand Sid<' Pl.illorm.~. 

So You W,ant To Build An In• 
Houff Trading O..k? 

Why Stub I lub Took Programmatic ln•l louse -

·­. ,. ... · -
• 
- -
··--=·==--­- - -------·----------------._. __ ----.... --::..__ =. 
--.-....---------------· --•--.....•-------.. -------- -

- ·-
a ,. ,,,, .. D .., 

"---• I •ii• - ,. .... ___ .. ~_ ..... ____ , ............ ----......... --
!>-. .. -'-.. ___ ,...._..."'Tin ... 
-- ;7NI,,..._, __ ., __ .. __ 

.tma,.....t,i&. ....... .__. I; - ,._ .... .,,_ 6-,......_ .. _____ .., _ _. __ 

--v-..-. :, -.... m • 

.......... _,.....,... ..--,-... 
■--:..iu ... i:...4_,.._.,.. • , 
"Ao•--.---------... 1 iat 
in-.......... _... ...... ==---.... --, 
"•--~----... -----' .. \ 7 f ) ................... __ ... ,. 
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How we're preparing ... 

UblqultOU$RTB 

Prl?mllum 
Resc.Mdon 

Pf ogr ~i.rttc 

Ad\ll!rtlserc[)lrect 
0.vnershlp 

CompecltOfS 
D •• - Slldiness 

POS Sa es Drive OFP .. AdX Adoption 
Video Al nee; Seturevldeo Inventory 
AwB!d sea~ Access RTB from DBM & GON 

CSI sells buyoscll connected ad tech 
CSI se sCuBES Private Exchange 

Ar tot fut erviced play~rtlse 
Lincoln: So utton ~ to T er 1 advert ers 
CSI dr lvl?S adverUser adoption of DBM 

Con· nue to promo· openness 
f:BX. TWTR. AppNexus partnerships 

Question we·re struggling with betn 
ready to make big game changing a 
and are wondenng rf we can get ther 
thrs session? 

YouT ube lully programmauc 
Strateg lnventorypartnershlps: 

NBC, Ve zon, OearChann!!L etc. 

LCS 'CSI' PBS become med bto,ers 
O&O am! Th d Party 

Sa l!S shift to plann ng and de Ima~ ng 
Get 10016 penetr t on of ad servtng 

LCS becomes ArtstOtle .mrl tu I S(!f\1CC 
LCS sc s p tform adoption 

DSP a l servtng. an lylk:s & 0MP 

Op n more 0&O Data/ In~ mof)' 
Ad serving fREE:71 
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Display P&L ==-
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Our own data proves its not just hype 

• 08M chenc tyi,. analystS n Qt. 13 -=I ows h her re nee on trad ngd k n lessmatur-ema,~ • and 
d rect marteter br 11gitl' techno ogy n house tn more matur-e man ets 

AMERJCAS NACE SEEMEA APAC 

• We be eve other re,glooswi uends m arty to ltieAmetica wtth Directs a d Networks ta ng share 
away from Aa•ncies and Desks - ---- ....... • Nctwo ksga n ullCtlonvl 
'°' Oou 

ad • on of RTB buying nto fo _ ,__ - sCfVlce a :ro e business 
~ • Advt'n ~, d eas ga n snare oi - 70\o edvcn: !;f nvesi ta 

IO'lo 
1 owncmp and~ 

ft 
~ g 2 8 e e 2 0 ... . . • 
~ ~ ij ij ~ ~ ;!! ~ ... ... .: .. • .: ... .. 

==-
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Id Date Text 

2 02/23/2014 21 1943 This is an important strategic insight, in my view These trends are what have driven mDev's 
LCS and curated network strategies in the Americas. I'd  move this into the main deck large 
implications product, sales and organizational strategy 
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Lumascape matters: Programmatic success not 
guaranteed, we compete on every dimension 

DISPLAY LUMAscape 

WPP 

t - ----• L 

C 
0 
N 
s 
u 
M 
E 
R 
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Defining "Programmatic" is fuzzy 

OEFINmONS INTERNAL PRODUCT DEFINITION 

R•al,ume bidd1n1 c-RTB1 ts a subset or programmat 

.1li2!ID on 
mpressllon 

As wc1l come to~ the above ulstlnctlon Is t?SSen~ -
programmatic encompassesmuch more than just media 
bought and sold aver an exctwlge. and our Stratt'g/ must 
be broad enough to encorrtpass this larger definition 

- programmatic - be very clear what they are 
1. RTB 
1 a. Private RTB 
2. Non-RTB Programmatic 

-growth driver assumptions of each of these things 
-no external vs internal 
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Id Date Text 

10 03/11/2014 18 3946 this slide being revised for our more explicit definition 

- RTB 
- Direct RTB 
• non-RTB programmatic 

HIGHLY CONFIDENTIAL GOOG-DOJ-02857790 



We have a journey ahead of us to become a 
truly integrated stack (BL1J1s1de perspective) 

==-

• Buysldeprod ctadoptlonamo LCSsuperheadlscurrentlyenrcmctyl ,vfor>I DCLKprod ct: 

n ,. 
C.t 

,. 
UI 

• 

u O!i ... 
100 . H1o 17,. ,. ,,. u ... "" l!Jo 2'!11 4116 

too u .. 161' u"' ... 1!1 lCN : .. O!I .. .. 
til ..... ,. 1711 U!lt '°" JH1 ,,. Ill IS1' 

100 .. ,, .. 1111 :,_ 16!i al!i ,,, •• II ,, ll"i 1e1t ni. U,t Jl'li 1\i 2!1 .... 
JO u '°" '"" :o, H!I Uli 

'"" 
o" 401" 

in - ., .. Oti ,. .. . ... ... 11 .. 1S1' ~,.. 
The path to bee om ~ a uu -OS o1 the Internet· is a mult stage o (with caveat that th fOUTI eyn<1y 
sequ need f ently or certa n buyers): 

201• 201S 2016 2017 

Media Buying Platform Decision-making Brain 
OS of the Internet Full 

stack unification, Buy/Sell (DBM+ OS) ( .. + DCM+ GAP) 
integrabon 

• Given 1mmechat.t1 focus on bt1ng the Media Buyina Platform, Regional Buys,de leads have defined 2014 
N•SUlff Platform OKR around DBM adoption-
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"Sesame Street Simple" - WIP 

• FUTURE Real time bidded media buying will grow globally from $3B and 11% of the display market In 2012 lo 
S16B and 38% of the digital market in 2011 (emarketer) That is big but we think this is conservative and 
forecast as much as 80% of digital media buying wil be processed in real-time bidded exchanges exchanges in the next 
10 years Why? 

o Content 1s moving Publishers business model IS under siege and they want their sales force focused 
on native bespoke, unique experiences and move greater amounts of inventory to liquid inventory pools 
where the highest bidder wins (prediction  high end pubs will move 50% of sales 10 programmatic and 
~ 10 custom bespoke 1.1 experiences) 

-: Money is moving • Buyers want 10 find audiences at a scale and customize messages to them based on 
deep knowledge on who that customer is what she's doing and where she IS 
Devices are connecting And as TV and Internet screens converge the buyers that win will be the ones 
that can leverage technology to find audiences across all screens and engage them 

• GOOGLE'S ROLE Google is at once a catalyst, on enabler and an objective referee in this Shit We need 
10 

o Execute on our business plans - 2 5B 58% YoY growth for buy-Side) XXX for sell Side 
o Accelerate product execution DOM lrom vision to reality - that means 1) video 2) mobile first. 3) 

integrated attribution 
o Prepare for organizational flexibility we need a sales force that understands both media buying and 

technology Many potential paths to get there and want this teams early thoughts on how this looks 
• RISKS - We have made a ton of progress but risks are 

Socialist democracy on the buy-side - We may need more command/control to ensure regions 
coordinate approach and services win 

o Services are a core component of this offering we need to rethink our approach here (not as cost but 
as asset) 

• In this world - where 
• great ad inventory is being made available for purchase in open exchanges rather than 

through 1-1 relationships with direct sales forces, 

• where the need to reach consumers across devices is so palpable, 
• the dream of data driving digital marketing becomes a reality 

• This dream allows i) publishers to focus on valuable partnerships with their direct 
clients and experiences with their users and ii) allows marketers to 

• "program" our ads to do what we want, when we want depending on the audience on 
the page 

• by leveraging sophisticated, real-time, machine-based targeting to ensure precision 
and 
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Id Date Text 

3 01/24/2014 19 44 17 PS advised to just summarize 5 bullets or less - the point let me take a crack based on all our 
convos on this topic and you guys chime in. 
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Programmatic is embraced because it 
solves long-standing problems 

MARKETER 

PUBLISHER 

Medlo consumption hos bacomt uuemely frogmtnttd ond 
thot trend occ:tltrotes os devic:es prolirerote 

, nee<! to reach the right user. at the right time, with the right 
message. regardless of which umezone she's In. what she's 
reading or watching. and what device she's on• 

, want lo have an lnforme<I, mult••channel. two•way 
conversation with her • I don't Just want to bombard herw1th a 
st.itlc ad• 

Cost of content proch.r«ion hos gone through th• floor 
resulting in on explosion of publishers . mossive 
inventory growth ond much of it unsold or und•rvolutd 

, nee<! to expose my Inventory to as large a pool of smart 
buyets.lS I can• 

"Data will help me articulate the value of my aud,eoce to the 
buyers who are most Interested In those segments· 

Progran,mat1c creates market hqu1d1ty by connecting buyers and sellers In real time 
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Id Date Text 

3 01/24/2014 18 49 07 +emel@google.com Shoud include the concept of real-time optimization 

2 01/24/2014 18 52 31 +ashelhammer@google.com

1 01/24/2014 19 23 41 +1 this statement is from the buyers perspective 

For individual publishers programmatic solves the problem of scaling their ad sales business 
There are only a fixed number of sponsorship deals a sales team can sell inventory volume 
fluctuates over time and programmatic allows publishers to sell more of their inventory at the 
highest pnce possible 

Publishers can maximize their revenue and minimize their operating costs with programmatic 
technology 

1 02/01/2014 22 23 04 For oremium publishers this isn't really the case - they still have premium brands end it's not 
about discovery 

4 02/01/2014 222304 alex, Im working through lhis concept on another slide, any good data you have around this? 
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Go glc Sell-Side Platforms: Overview 

Vision To max1mrze the long-term value"' a user for our publishers We do this by 
commerc1al12Ang products and fea1ures that .1,low us to bnng best-m<lass solutions to market 

Revenue I KPls I Business Summary 
Gloo.l P11blw-.t Olaplay R• ... nlHI S811 [QRAF T • ORI Yft •wbmmtsO 

2012 201lf 20'"8 

. ,.. --~ 
■ AOX 

■ AFC 

• 0tJ ~r.e11,oowunPBS1nau::..a1 .,.,..,~ 
• .11tn P8S~1ADat •« k:b 
• 1 1~i~ ~~••h lfflffll~ 

• llm·~~pm -a.,•~ 
0.!rffl ~ -~ 

• DTtCl au MC ,.a (If C,111); 

Pnonuo ., 
Pnnclpt 
01 

Pion I 
tn,tlotlv 

•• 

Status 
1. ProgrammIbc Evorywhoro 
2. Mutt1 .. creon Firat 
3. Aud1onco 11 tho Currency 
• Brand II the Opportunity 
6 Content tManIgemonl) ii King 

1 Programmauc Everywhere 
I.Jard J 100,. OFP DFA ~ P1Dgninwrt!\!!1t: 

7 Google Med 
jSuperl,"t~J 70S Of P ,mps .iiglblo I~ AdX 
(AuclJOn C>Jnam,cs)SXB rewn,e at SJ• Cf>t.ts 

2 Mulli•ocroen First 
(0Cl.K I App ) SIOOm tn:m Frsi l~ Ill App 

mp$ 
(Form!1!5~)SXB~ 

rmniacy (Sld l eble1 
(s.igte v,ew al U"..et) , G•IPPIO ~ 

3 Aud1enu Is tho Currency 
(DI PJ Build pLY1 fo, OOP c011S6t Wllh 

IOt-.g crmbf!,11151)/l 
~e f:x:Cf?Sl0nl $7W M'<. n:remenul 

spend lrl $1 

• Brandl• the Opportunity 
(~] S80tt rC\ICnUC ll'om l"tlJW guamrtoe 

Yldeo~d,: 
[Bland Fom ] 70'1. of IIMfl.:,iy AcJNe View 

erobled 
(Sefve on v.ieo ~, S.VJA oJ v~ 

~UlGames 
" ~· 

89 are Commerce and Bus Dev developments 
6 are AFS transformation 
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Access to inventory starts with DFP and our penetration is highly 
variable and generally lower outside of the US !,~;bt -;;.s,~.... ~ 

Estimated Top Pub OFP Penetration, •• % of pub• (NOT lmpre•1lon •hire) ,.,__, ~% 

.,,,.,lc«t APAC 
I 

NACE SE£UfA 
. 

flll♦rtal Pui,. J•fH'"• l<o,-ea 
flllltill ' H- 1. c-• c;.-..... lndlll. 'rR. IT. [tMfVlng 
01111 ... • AptN c., ISPS l•IAm ChlNI AU, HZ SU UI( DACH O.nelux Ncxd,a ES. ll u..,,. 

... - - -
ONltop 

mWet> 

Video 

Appa 

Eaampl• 
Pubtnoc 
on OfP 

.. . 
u.,tec 
po,ltloft, 
dlallengos 

~ 11:da)' ia~ \Ve 1Y,,t - klO 
(AbPubJ 

Yahod llt1flx ._., Pnt,HI 
Cosito Reddil Globo 

._.,. ~ Mlcs.ltiotl o, OF-P but 0,,-., pot wl/f!!lrM6-.'8d o, ottw SSPII 

This is DFP penetration .... bright spots in Americas ... especially the 

Ad Mob ... has been our strategy to date ... is that our strategy {work on slide 
that talk about apps} 

** mWeb - confident our desktop etc .. 

** apps - top of market ... brands big enough for advertisers to care about ... 
come concerns that what's going to happen in next 18 months (a lot of driver 
for this is FB has a lot of inroads ... FB and Twitter could go that route in the 
apps world) ... exchange balkanization (saw that early on in ad network ... 
pandora saw ad tech took a new CEO ... pandora/facebook/etc .. ) 

Those are both representative of Ad Mob ... . 

***************** 

info we have in pubpangea - looks at penetration across the pubs we have 
today (so sampled publisher) 
inventory planner - we looked at best estimates and nielsen and there were red 
flags (e.g., FB was 99 of 100) 
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going through the top pubs by region/by market, by desktop/mobile/video - no 
tool to do that - we talked to regions 
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Similarly, AdX penetration is also lower outside of the US, and we 
are Just starting to actively move into Video :t:.'t ~~~,. !~:, 

Eatlmeted Top Pub AdX Penetretion, •• % of pubs (NOT lmpreaalon share) 

Mi••~ APAC l«Act SlEUEA 

Ento,uJ Pubt J1pen. Kol••· 

"-' "-" comm., c. .... , Inell■, rR, If, [tMr~lng 
Onhn■ .Appl u , ISPS le1Am China AU, l«Z SEA UK DACtt Ben•luJC Hotdlo ES U1tb1a 

0..1\lop 

mW•b 

\lldoc) 

Appl' 

,op.-.. llflPa • 
pl• Yehod lt.ctix tMu Pw!cttHI S.•- ,... 0Nngo GMO AMI~ Slry (batll ..-., , RCS Gn,ppo l &,n Eum •~ 
II04 Co~1co Rllddil Globo TV ~ lmpl•n ~•-,0,,) Gua,doln Schti.ted l_,.1on<M Lt F,ga,,o Pui. T11 

d)( , s-.ma, TN91NI Al~ Orange f~ ~A • 
•• •• ········-···· ·····················-·-·············-·········· ..... -···························-·······-·············-····· Ua"'ltt • 0...11 Wong WI tlA (Hp WI • Vlf'/ .. Alt¥. ldolaion • SVq AdX pos~,on WI~ • 51,ong pcm1,on .. flay 

,-klon. CA) tlul IK""II c~ "'AU llul ...-o,y MO-I DIA ohn "'amal , and Spe,,i .,_,. 11fva 
d\llllengfl ~•t'i't & p!IC"'9 P"'""' co,,t1rM!fd by ~ty pubs .,,_. d ,,_.o,y ..ah top • 1111Cko0nll P""""" pub 

• Top pttlftlllln ~ cun..-ly • SJ & CII enpyw,g grta !J"lle 11G1. y.i U""t RT8 (Ot Ol,ly 
lockldup• guat"1l .. delllt RTB~h llul RPM • Rubtcon np ~ltonglot fa, 11111) 
noc currtnlly plaV""9., spact co,,51ta1ec1 in- pulll,a!HN1 , • Cl\lltfl99C "'franc• n 

• ~TAM i,o,,wig on 09"' • v~ '°'hd up by qy • • ~ penet,_ l<tw u 2 ...... ~-pl«•• 
a.ci-. liloci..d Oft Pl'tfflUffl, 111.ba IICJOII ~ 1119,y do nCIC - 'tid4IO ' llllltltlg mott al Ille 
V'll«I ~ Globo find mark .. pre, llouold by trldCICNI Pft<NWII pubt 

Vochalagy) - Good'"""' pot t(ln., 

Emeiging lhftrfla lad SIIII 
Nlsctl'II -• • ...... ""Appflui.i" liiii.i:.,;.; -~oc -Adiit. -· "Ruexon··~;.;-•• ·--·-·-- ........................ -....... ·-·· ............... . 

Key . t....Rail AdT.ch ()pa,\)( F1oboolc .AwltJNt Youku R.-.con.. VldlllllallY Amp t; A4/!;Bm , Rulxon ~ 
compelimn S.,.,,.,.T~ (l.AT~J Mc,atTV &,gt,ltol (lbdoca) V~ 

Among top pubs, 

From Robin: 
Important to note that fundamental difference between DFP and AdX 
relationship maps shown here and on previous page: 
For DFP, owning the relationship is "everything" 
For AdX, relationship is just the first step, need also to get access to and win 
impressions (i.e., funnel pages in rest of this section) 

Also, picture changes for Mobile whether we are talking about mobile Web vs. 
apps (this is more a web-based view with traditional pubs, not top apps ). 

From Scott: Given this is very high level / directional I'm not going to worry 
about this too much but the table structure is tricky for APAC. Lumping Japan 
and China together makes the shading somewhat meaningless, ditto 
Korea/India/SEA being grouped. Also, AdX is not the only display inventory 
access point. If we include AFC, AdMob etc then the mobile picture in 
Japan/China would look much better. I've just limited to AdX though. 

From Aleks: Adx should be green on SEEMEA markets with the definition of 
what percentage of Pubs are using AdX in LPS. That is almost 70% at the 
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moment. 
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3-point plan to drive up access to publisher 
invento,y 

WIP. To be lncorporared inco 
2014 planning process 

tlves required 

I OrlveDFP/AdX 
penetr•tlon 

Placeholder shde 
Intent to focus on the k•y a_reas v.e want to 
accelerate on from publisher perspective 

Pl 

rel'l,iiwsi 
tts fOf 

PBS 

Contlt!Ue «-11t..-.clor'II 
OffiW,1t,o,, frOtll d~tOp 
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.,,, ti;,~ Yldeo/fnob8e poontsol\lbom , • ..._ ..,&luWon of1.,...,u,,y 
~~•,ct~ VICMClloD o,,-,,1t>od1e1 wpplyl°""""° nmm,t<fl 

• U1.lfl<l'I ,~ Mtoon 
~~l'lundft• 
~ated l'Ntl.ttl (t,&. 
Rus11& Enrtrn Curopt) 

prove format 
compatlblllty 
_or wh..a ~ 

... a, .. ,,,. -

Maximize premium 
Inventory 
avallablllty on 
platform 

• • ,"!Jr•! 'K:t>tJ~nlt'!""...lJil)' 
__:-~..,.. er. A(IX' Ft' .. rc:, 
o::tn ·°" '"c::tS Px, 
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>4x 
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However, where we have DFP penetration outside of the US, our 
ability to access inventory is comparable, with a higher match rate 

DFP-AdX Inventory Flow by PubflSher Location. Aug 2013, Top 1500 Networks• 

lu<UI NotlllAmerkl LATAM (Ml.A JNAC fotll -
Of P Tout I ·euion, 2!>7 .'!Wl,8 ll ll'l'J 60.l !, 1.ICM .8oJ 134 Jl!,6,9al,409 68.!>7'.DJ0,!)81 !>10 %9 'i10,l51 
Of P I morn•~ Not Sold/ C.INlftftlHd by ~ I 

\.1~ h•am\ 
Of P L,irc~,.ont Sold lndireclly wlthAdX 
CMllbbNSltft 
OU> kt,p~•ICN'I\ M>ld ,no., «tly ..,,th AdX 

pllllblfo \Im pA AYII Qable to AdX 

I fflPI .,IOt\\ Ill.al AdX 
a~ bl•(~-"~ 

Wint 

•> --·-- .... - ·---··,I 

-

... S61' lb" 711' 69'j, . 
!oft 

Placeholder shde 
11• 

Intent to descnbe how much access lo 11116 - inventory we currentty have vs how much we 1--
SOK 

nt everyone us 
a variety o( reasons: 

ing OFP to use AdX as 
monetize (programmabcally or otherwise) 

•ening today for 

.... 

• Fettered Access: 
-: Publishers can lock up their unsold with other SSPs or networks mainly for some type of gua·ancee 

(e.g. Tribune and Rubicon)) 
-:- Some publishers refuse to put any unsold on exchanges sales channel confl1et concern (e.g. KBB) 

• Compattbihty: 
: Sizes and formats are tricky with directly sold concepts not always translaung to ind,re<t. standard 

exchange s,zes (e.g. 88x31) 
c PM is looking closely 10 address this as we launch new sizes. while ensuring there 1s ample dem.1nd 

• Low Monct1zat1on. 
: Pnce Floors in OFP and/or reserve prices en AdX 
, Blocks on Buyers and/or advertisers, especially on endemic 

Tht powo..-fca; er,.,. ~ .• ta oi m0r" ,n-;trt,.ls co,ga n mo,e occm. yr: such~- ~.t'I/J.~~· 

Direct sold - in DFP, the publisher has specific flags that allows us to know if 
it's direct .... it's standard and sponsors hop ad types 
Indirect, but not backfill eligible 
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DFP ma ters because it allows Google to seamlessly compete for directly 
sold inventory. We have a ways to go, but are seeing..successes 
AdX competes for nearly one-fifth (21 billion impressions out of 118 billion 
"premium", brand impressions) inventory at Directly sold priority levels 

All OFP* 
tmpres~lons 
top 1500 pubs 

S21 billion 

~Direct• 
prtor'lll6 onty ( 1 
chrough7) 

• 1S3 billion 

Pub _...., a,>dPhtfOt'l'l'I\ 
SOlutie>m IN10Vo11bOM 

Brand safe only 

.. !~exd. Yr and ., 

• 118 biUion 

From pubs. 
v.hoallowAIJX 
to compete ell 
direct pnontles 

21 billion 

WonbyMX 

.. • 7.6 bill ion 
(6~ of total 
37,- of eligible) 

OFP AdX Inventory Flow. Select Publishers by Direct Sold Priority Aug 2013, Brand Safe AdX-Enabled• 
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In 
Inven 
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The prior pages show that there are a lot of hurdles, but there are a set of pubs 
that allow us to compete at direct sold priority levels and adx is winning quite a 
bit of that inventory.. Here are some examples. 

-- Of top 1500 pubs, 521 billion real impressions/month globally (XFP premium, 
not including small business) 

-- 153 billion (or roughly 115th of the 521 billion impressions) are at priorities 1 -
7 = proxy for directly sold 

-- 118 are brand safe, excluding You Tube and ebay = brand safe .. . PREMIUM 

-- 21 billion, or 18% of the brand safe total, AdX is competing for 

-- 7 .6 billion, or 36% we win 

The idea adx is a junk yard ... 

This is the subset of global publishers that allow us to compete for direct sold, 
premium publishers (versus more) 
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530b total global impressions and X# of pubs 
LESS Priorities below 7, ebay, non brand safe, YT = 118 
Out of 166, you split into 2 groups - 13% allow AdX to compete and *87% * that 
do not allow AdX to compete 
Of the 13%, AdX buyers win about 5% of the time ... 
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Tt1e 'Best' of Google Programmatic Partners 

• (SEEK NG ADDITIONAL NPUT FROM POOjA/8RYA.N] . )'. 

• 

• Buytnga dencesa rossformatsandplatformsviaOSPsandNetworlslhro gh gmc.y 

• Ag ncy plar n rslt'M'.!ra f I service off r onGON, D5Ps RIBAd Nctworls 

• Goog c large.st OSP ach; enls r (S40'llye r) now consld r ng our ad rv ~ Alla 

Bid Marni; r open<:d door to Doubt • I; St i.:.:nes 

• Cef'ltr I 1ed aud!t!nc and RTB buying ro, agencies to ate lerate adoption 

• Ut 1e d pa ate platforms 10 access ilCCM a I J'IV(!mory and delta (le FOfmat Socd c DSPsl 

• Sell 'Servi es· of guarantl?e ng access and mana,g ng daui from d parate plat 

Creates fl<!W profit center for agency h Id ng ompany Add biggest b 

• Br ng custom d ta and opt mlz.n on to RTO exchanges n arb u age mode 

• Scll a tTr.id ng0es1-_s& DSPs-.: a pcrformanccoptlm 1 .. 1 on&propr etarydclta 

• cap ta 1 heavily on l.ick of buyer k1 owled r> and sates and seNtcc ex.pettlse d play 
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