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1 General Search Text Ads are a distinct product category 

2 Search Ads more broadly are a distinct product category 

3 Effectively providing Text Ads and other Search Ads requires significant 
resources, and advertisers have few alternatives apart from Google 

4 Google harms advertisers through its withholding of information and
control of the ad auction 

2 



Total Media Ad Spending, by Media Digital Ad Spending, by Format 
US, 2021, billions 

US, 2021, billions 

TV 

$65.66 

Newspaper 

■ $10.41 
Magazine 

■ $9.90 
Radio 

■ $10. 83 
Out-of-home 

1$7.08 

Directories 

1$0.71 

Source: eMarketer. March 2022 

eMarketer I lnsiderlntelligence.com 

Display 

Search 

Lead Generation 

1$2.84 

Classifieds and Directories 

I$2.38 

Email 

1$o.s4 

$118.72 

$86.43 

Source: eMarketer, March 2022 

eMarketer I lnsiderlntelligence.com 

Advertising: Multi-Billion-Dollar Industry 



Overview of Advertising Channels: Text Ads and Other Search Ads 

•
Text Ads 

• Shown in response 
to real-time query 

■ Shown on 

general SERPs ' 

■ Appear similar to 
organic results 

• Primarily text 

Organic 
Listings 

Go gle best gaming laptOl)S X S 1tn 

Q. All () Shopl)ir,g 0 Videos c;J Images 9 News ! More Tools 

About 360,000,000 results (0.64 seconds) 

Sponsored • Shop best gaming laptops 

Other Search Ads
•~ :6. :6 - Shopping ads 

Alienware m18 Lenovo- For Alienware m16 Dell XPS 15 Lenovo- For Alienware m18 Afienware m16 G16Gaming 

Gaming Lapt.. Gaming -... Gaming Lapt.. . Laptop - w/... Gaming-... FHD+480Hz... Gaming Lapt... Laptop - 16"... • Shown in response$1,899.99 $2,999.99 3;... $1,599.99 ;!;,... $2,999.00 $1,249.99 -4;-... $2,549.99 $1,799.99 ;!;,... $1,399.99 +,... 

Dell Lenovo Dell Dell Lenovo Best Buy Dell Den to real-time query
(99) (161 ) (47) (325) (277) (46) °'Free by 8/... °'Free by 8/... 

■ Shown onSpon-ed 

e Dell general SERPs,httpscltw- del.oom 

Innovation That Wins - Available w/ Windows 11 specialized SERP, 
With Prenil.m Design & Features, Dell Gaming laptops Deliver lhe Most lmmetsive Experience. 

Stlop OeU Gaming Laptops w/ Intel Core & Wr,,;Jt;Jws 11, Engineered With... app stores, etc. 
Dell Gaming BTS Sale • BTS Sale Laptops • Stlop Dell BTS Sale Monit0B BTS Sale 

Spon-ed ■ Include Shopping 
t-:3 PC Magazine 

https;ltw-pcnag oom , u,p-101)d;s, ual1WllJ"laptops ads, Travel ads, etc_ 
5 Best Gaming Laptops - Top 5 Gaming Laptops 
Lab Tested Reviews by PCMag.com Read Reviews and Cofr4>are Pri=i on the... 

PCMag Editors' Choice •Best Cheap Gaming Laptops ' Best Value Pid< 

Back to school: Up to 35% off Gaming Laptops 

~ PCGarner 
https;l-._.corn • be5111"rrq-l,ipixlp : 

Best gaming laptops in 2023: Portable powerhouses 
Aug 7, 2023 - The (!lad< list ; l.enoYo Legion Pro 7i gaming laptop Best overall 1. 

Lenovo Legion Pre 7i (Gen8) ; GigabyteGS RTX 4060 gaming laptop Best value. 



Overview of Advertising Channels: Other Search Ads 
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0 Expedia 0 English list your prop,erty Suppon 

9 ~ 0>«•-ln 
.:. n•-...~ -

°°"'9CO 

Canersvillt, Georgia, United States of-· Jun 14 1 room, 2 tra... • • 

See how we pick our tt<Omm♦nded prop,ertits © 5c<tby 
Recommended 

....... a 
You cou1d be Jeeing !Owe, f,lfices 

~ With member pi-ices. y<>u cou'\::I ~ve 10% or more tight now on thousands ofproperiies. 
Vi~ina map Sigl"I ,n S19f\ up. it's f,~ 

Courtyard by Marriott Cartersville 
Search by property name Cartersv1Ue 

~ FoolQ. e.q. Bes! JttJi 
Brand New Hott-I 'Mth 8w 
R.Mturan1 and Bar OPffl, Easy a«e-ss frorr 1-75, Frtt w..Fi, 
~.tnd fwtptt COC ,tpprovt'd dicttlin«$ $t.nclMck. $5" C#Mi#IM♦ 
TVtntOOn'IS 

Filter by $179 
4.S/S Wonderful (63 reviews) S211 t«M 

Popufarfilttr, 

0 <:artefSVitle Medical Center Hilton Garden Inn Cartersville 
Cartel"SVlfle

0 Hoose 
~ Pool 

0 Hott<b 
On-St:e: Sar i$Open Oai1/ 4PM-11PM 
Ht:ailii & saft:ty is Out t~pptiori~. fvll Madt·lO·Ordt:1 0 Brtakf.lst included b<Nllf•>l e1v•il~k. Roo1n >oervite•nd ~, ¥V1t;\c1We IHity. 
lndoa-Pool.D Kitch,!• 
Fulty refundable @Ml#¥♦ 
Resetve now pay later $201 

Your budget 4.2/ S Very Good (487 revi:ews) S.2l6tot41 

D i.es, '"'" s1s 
Hampton Inn by Hilton Atlanta Kennesaw 0 $7S!0$12S 
!f Rrt:akfMI inducltd ~ Pool 

D s12s 1o s200 
Greatloutionoff 1·75 & dos,e to 1-SJS 

~our locaton n~r shop$, diW19, golf& ~ 
Ur1ive-sity. Co111phn•w1t.1ity daily t.ot bre:.akfMt and patbl'lg,. 

0 $200 lo S300 

0 Great« than S300 
4.6/S Wonderful (433 ,evie'\\s) 

Gt.1t$t rating 
Microtel Inn & Suites by Wyndham Cartersville 

@ Any Ca.rtersvil1e 

, .,0 Wonde<ful 4,5+ < • • d ) . 
Q Very good 4+ fulty ,efundable 49§@ 

~~rw now. pay lattr:1 i1l~l;, ~• ~ 
Q Good3.5+ -::..~-=~- '..",,,.--- 3.8/S Good 11.000 rfViews) 

Trips .. Sign in 

FOUR~" 
POINTS 
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O fAOWOOO. SO 

8
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Wyndham 
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Consumer Purchase Funnel is a Conceptual Model 

(1) Stages~ and (2) Successive Narrowing 

0 0 0 0 0000 0000 0 0 0 0 

AWARENESS t 
I ~~~~ 
: Top funnel 

0000 0000
I 
Il QfWW~INTEREST ♦ t 

I 
0 0 0 01 Mid funnel 

I 
I 

t .,I 
l 

I 

m 
DESIRE 

I 0 0 
I fl\1 Bottom funnel 
Il 
I 

ACTION .., I 

Source: Prof. Jerath Teaching Slides 



Characteristics Advertisers Consider When Building Ad Campaigns 

•
Targeting 

Inferred Intent* from Signals 

• Expected audience composition (e.g., 
demographics) 

• Behavioral profiles (based on 
online behavior) 

■ Context 

*inferences limited in accuracy 

Declared Intent, in Real Time 

■ Query 

•
Funnel Goal(s) for which Ad Channel is 

Most Suited and Effective 

A 
AWARENESS 

l Top funnel 

A 
INTEREST y 

l Mid funnel 

A 
DESIRE y 

l Bottom funnel 

ACTION 



Advertisers Attach a Unique Value to Text Ads and Other Search Ads 

Ad Channel Targeting Funnel Goal(s) for which Ad Channel is 
Most Suited and Effective 

AWARENESS 

Traditional, Display, Inferred Intent from Signals Top funnel 

Socia I Media Ads l A 
INTEREST 

I Mid funnel 

DESIRE V ' 
Text Ads and Other Search Ads Declared Intent, in Real Time Bottom funnel l 

ACTION 



1 General Search Text Ads are a distinct product category 

2 Search Ads more broadly are a distinct product category 

3 Effectively providing Text Ads and other Search Ads requires significant 
resources. and advertisers have few alternatives apart from Google 

4 Google harms advertisers through its withholding of information and 
control of the ad auction 

9 



A Hallmark Feature of Text Ads: Keywords and Match Types 

Google 
o_ lawn mowing service residential X 

• Advertiser selects keywords and match types 
for their Text Ads 

■ Consumer enters query 

■ Google decides which Text Ads enter the 
auction and which ads are shown on the SERP 

Exact Match 

"same meaning 
as your keyword" 

e.g., "grass cut 
services" 

Phrase Match Broad Match 

"include[s] the 
meaning ofyour 

keyword" 

"relate[s] to your 
keyword" 

e.g., 
"landscaping 
service to cut 

grass" 

e.g., "lawn 
aeration prices" 

Source: Based on Google Ads Help, 
"About keyword matching options" 

(UPX8023. at -.001) 



Options with Text Ads vs. Constraints on Other Search Ads 

Text Ads 

Sponsored 

e OeU 
hltl)s:llw-del.com : 

Innovation That Wins • Available w/ Windows 11 
With Premum Design & Fealures, Dell Ganw,g Ull)ll)pa Deliver the Most lmmersive Experience. 

Shop Dell Gaming laptops wl Intel c«e & Wl'l<lows 11, Engineered With. .. 

Dell Gaming 8TS Sale • 6TS Sale Laptops • Shop Dell 8TS Sale • Moortors 6TS Sale 

Advertise virtually anything 

Select keywords and match types 

Submit ad copy/ components 

Have one or more focal points for ad 

Other Search Ads 

Sponsored • Shop best gaming laptops , 

.. 
~ :6. 

Alienware m18 Lenovo - Fof Alienware m16 DeUXPS 15 Lenovo • For 

Gaming Lapl.. Gaming-... Gaming Lapt.. . Laptop - w/ . .. Gaming - ... 

$1 ,899.99 $2,999.99 3,-... $1 ,599.99 ~ --· $2,999.00 $1,249.99 4;.. 

Dell Lenovo Dell Dell Lenovo 

(99) (161) (47) (325) (2TT) 

Advertise only products 

Select product category 

Submit live inventory and pricing feeds 

Show only one product at a time 

Adhere to rigid content and 
informational restrictions 



Broader Scope, Wider Range of Targeting Options, Greater Control 

Go gle best gaming laptops X Sign n 

0. All () Shol)png 0 Videos c;J lmeges 1!9 News ; More Tools SafeSean:h • 

About 350.000.000 results(0.64 seconds) 

Sponsored • Shop best gaming laptops 
,-----. 

Alien ware m 18 Lenovo - For Afienware m16 Dell XPS 15 Lenovo- For Alien ware m 18 A6enware m16 G16 Gaming 

Gaming Lapl.. Gaming -... Gaming Lapt... Laptop-w/. .. Gaming-... FHD•480Hz... Gaming Lapt... Laptop- 16" ... 

$1,89').99 $2,999.99 a,... $1,599.99 ;!; ... $2,999.00 $1,249.99 4;... $2,549.99 $1,799.99 :!,... $1,399.99 4;... 

Dell Dell Lenovo Best Buy DeU DellDell Lenovo 

(99) (161) (47) (325) {2TT) (46) C,.Free by 81... C,.Free by 8/ ... 

Spons«ed 

E) Dell 
https:/!w,,w.deil00ffl 

Innovation That Wins - Available w/ Windows 11 
With PrenillnOesign & Features. Del Garring LaplOl)S Deliver lhe Most lmmefsive Expenence. 

Shop OeO Gaming Laptops wl Inlet Core & Wlldows 11, Engineered Will... 

OeO Gamng BTS Sale BTS Sale laptops • Shop Dell BTS Sale • Monllora BTS Sale 

Spons«ed 

~ PC Magazine 
https:/lwww.panag.com, lop-10-pdts , ganw,g-laptops 

5 Best Gaming Laptops - Top 5 Gaming Laptops 
Lab Tested Relliews byPCMag.com. Read Reviews and C~are Plices on lhe... 

PCMag Edittlfs" Choice • BestClleap Gaming lap(ops • BestValue Pick 

Back to school: Up to 35% off Gan-ing Laptops 

~ PCGamer 
htip£1---.com.-~p40p 

Best gaming laptops in 2023: Portable powerhouses 
Aug 7, 2023 - The q,jclt li91 ; lenollo Legion Pm 7i gaming laptop Best overall 1. 

Lenovo legion Pro 7i (Gen8) ; Gigabyte GS RTX 4060 gamng laptop Best value. 

Advertiser can-

Advertise virtually anything 

Inf luence reach and frequency of 
ad via keywords, match-type 
options 

Determine visual appearance and 
message of ad (e.g., include 
slogan as headline) 

Select specific website for ad's 
main landing page 

Include multiple additional focal 
points via extensions (e.g., to 
point to different product groups) 

Text 
Ads 

✓ 

✓ 

Google 
Shopping 

ads? 

X 

✓ 

✓ 

✓ 



Google Views Text Ads as Distinct From Other Search Ads 

Pr•p • Product Ads Roundtable 

D•te: ThulSday, 11/11/10 
Time: t 1am. 12pm 
Where: UnN0111ty Thoator. 840 

Summ.,y : We're Of09nb:,ng a smal rooJM:flat:'o wt.h advortl$0ra •nd r•pcM'\«$ tor tho J.aund'I of 
Product Ads. Tho goal Is to hoot on intlmato and oonversotional doscusslon that emphasizes the 
succoss oe our odve~isors v.110 IUIW boOn bela-t..tJnO lhls now ad IOfinaL wo·ro olso 

"'-'blrshino the P..odu:1 Adi blog DOtt dra.'t on !he morning of that day. 

Agenda! 
11:()().11:ISam 
8uffo,dmo 

11:1s.1 1:20am 
Suut1 on Now Ad F«m•ts lnitiaUvo, ~ . ads W"lnCWation 

11 :20-11:25e<n 
~nls 10 li>trocluee bota advettlsor$, also on holJd•y re:a,I shopj)hg uason 

t 1 :25-1 1 :30am 
JOfry/Jonnl« on Prccluct AM. oxplanatJon cl howII WOll<s, and lw> dotno 

11:30-1 t :40am 
Niel< from Cams,mo, speaks about•~u,ing PrccluctAds 

11:40.1 1:!iOam 
~ frcm O.Opott.com tp,Oak• obout oxporior"H:O ~ P~Ada 

11 :5(). I 2:00pm 
O&A with rOl)Orlers 

Tolking Points for J4Hry 111"1d J.onf'lifor: 
We'd suggc,$1 thal ycu focus ycur rematl<s on tho spoc,11c$ ol lho p,odl,d. indud,,g tho video 
an<I oemo. We'd 8ISO •11e you to highllglll tile one year anniversory. You'll atso hav$ a row 
gonoral slides behind you. Hero a,e S<lfflC SUQ90Slod la!lunli poinls: 

• Product ads hn boon rn bot.I forone yoar, aod wtfve mado improvornonls °""" tino 
bMed on foedbac:k trom aCMWt.ise~ such u CamJ)m('.)r and °'8po,9.COf"l"I. 

• Ran ov« 100 oxporiments. Some examples cl how k's changed OWi the bola . od 
quotity. ¥Jwords imogretion. fct•tvros. 

• Availablo to al USAdvorlls«s 
• Short video and the<l lrYe domo IJliu 10 send ..,,,pie ~-I 

elvolrom 

l na s.op:iir.ii1o 

y. Wedonoc 

" ·but slmply 
1OCher and 

ors only gtl to 

:gs to fflanagod 
Vcrds, ond ifs 
Ion Optmizer 

t.no u5tr query, 
10 v.ilh thi$ food, 
1ue1 Soorch. 

fe each week, 

auso oach 

oductAds? 

r-
t be a'lallable 

and havo plans 

tnl Cenle< feed 
r, Tho1e are two 
venlsors a way 10 
~y v.ilhln Iha ad 
tort and offor 

2. Do Product Ads participate in the AdWords auction? 
Since Product Ads are a very d·fferent product-based ad formal, we currently run a separate 
auction to determine the most relevant products to feature for a particular query. We do not 
displace any standard AdWords text ads from the first page of the search results, but simply 
show them addition to Product Ads - as we believe that both supplement each other and 
provide useful information to the user. 

Source: Internal Google Document, 
"Prep - Product Ads Roundtable" (Nov. 11, 2010) 

(UPX0440, at -590) 



Google Views Text Ads as Distinct From Other Search Ads 

Go gk 

(Sept. 16, 2011) 
(UPX0464, at -155) 

rtunity: Complements text ads to increase an advertiser's "s 

Source: Google presentation. 
"Product Ads 'Tetris' Update" 

Product Ads "Tetrisu Update 
:::,vcu - ~ep1emoer 10, LU 11 



 

  
  

Google Views Text Ads as  Distinct From Other Search  Ads 

Testimony of Hal Varian, 
Chief Economist at Google 

Source: Trial Transcript, Sept. 13, 2023, 
423:12-423:14 (emphasis added) 
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Google Views Text Ads as  Distinct From Other Search  Ads 

Source: Trial Transcript, Sept. 19, 2023, 
1355:03-1355:11 (emphasis added) 

Testimony of Jerry Dischler, 
VP and General Manager of Ads at Google 
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Industry Views Text Ads as Distinct From Other Search Ads 

- Product Listing Ads) and 

c,oog1e sea'Ch & Au1omo1,ve summa,y 

Using Google as our f rame of reference. 'W'Hc 11· refP'') to two c1Ist1nct n ocl1 ,ct<, Shopping Ads(~ Google Search & Automotive - Su 
P-r-~ «~ »: -., p-,,._,o, '.Jl"t",0' "'"•Hfl'J. ~,e.. Google ACls (Text Ads]. These two units are distinctly different in both how they are bought and consumer experience.• ,,,t......., . ~r.. .,,. . ..,._.,. 

• , ~,..,.,. •.,~, •-~- '•.l•,Je••~• -•11?~ 
e ~t\t ,..,,.i.,..Y"f', I ,r,:,.-,1-v.-'Wl«Nw-,,,. ..,ui, 

• [,t'II- •:,-(' .....",\' ~..r·~~ ' "'> ' ~•---1- """"'-'ft,"'4'j,' '¥ 

• l )."·<•r:>bYltt»f'l"'f",~•~_,~,'1,-•• CV"\I• ♦ '" of'•II'• 1 ;,-H' '+;I .....'♦ \~ ;v,,~,f .. hlr.;.,ti V 
• 1-l~Y\·r~,... •ti••..1•0...-1,,:1,...,. .... \ Co,f' ..,,, J -"1') , ...,\,,w,r·•-4-v ot"·• ! ,...,,,....... r;f,t:('~"- Cfull~ ,._i,.._,_ 

t ~ CWIMf f(lfu:t, IO~ Milt(h~n-C,l'I not ody b<III CMI perfO!INN'• • , .. 1,,.. _ 1h>uld tHnk •bolt aid~how Wt build c«iNcS.nc• -lh.ct,9't1Nn.., IAin9 OWsil,IIOffll. 
; , ,~~tPClonof •~~m,diteo"'"'Y'tft4~1'1p&tt1-to-oflf'Cfof!Cc.,.1;ir1 
o l) ,.,......vlliblliit)'Ol'l•l(p+tl.d l)Ni-• Wl~ .....1•M1.1fl,a.11 tl,tlru,111PM9Mby loiMtontaNing MM t.MyCMI ~ ...._ ~OIi,«~. 
o )) •-Pfdl<'t.!Olityol perioffNt1e•sodiffb t#lwi"- • "'9'"°'col'fld-•.~NWbwtf'~,-II lilWlp,K,thet c.-.,.!9nf!W'Uk,. 

• •·• •"' r ", • ""~ .. -~ I• ,,..,. ,._• ., • -,, •- ·..,I., • ,,.. I _,,,... • "' Ir I.., ~-~-l"' ·I •- - ,..,_.,. --t, ....H•:.0"1-- '""·'• I"'("'-'••" t ""6t •I•......,. • • 

el.r. ·rr>""' ,:rt:,. Jhf"\ "~~O'l-,n· .llf'.f't,_.,...., '1,1, ,,.., , ,:.; .-d.,...-J .,.._ .,...,... «• ..1 .-(~ >J ..-.... •.,.,"4C'.'. J.,.._,.:t..,•:U,:V. t,,-µ.,•,;.,r"t..,_,u,11,,: .. ~5t.,Pl'>f"9lo.l 

Why Is se-,rch lmport.J.nt to u1 

"'"'"'--~"-T"• ..J .. .;,_..., ... •-·~ I >-~ •• ., '-'<' .... ,.,.,,, t --.;-,-.."'" '' ' "°''" 
-.:,c.ae•>11(~"1V"'('ll~,. + •.-,~~•-,-,:.-r• n11t-:.."'«.- ·'-•<o•t•e~.....n : t"C41:..,")":,u;t•r ·"<.,_,:c 

.\a:-....-,,,.,,.....,,._.,.,..•~¥,,.,- , ,,.,.,, lt..f', ,..,.,,. J ... ••• (""'°''•r•..-~M• • •r~1•,.n-J.~1•r ,ru, ,..,., V""f"I' "',.,,., •lr')ti,.. J·,.1· ,,....,,,c,p..,..r..,.. ._,:,·~• , ........:,,,..,.. 
t"'r'-1 ,1--,::-,,J, ~J,i$' _.,;::,,-,( t ~,,t-.,.·"'1"10v•'i ~..-!>'i •-..-y;•r'f\ , d,,11,tc, ,--h 'l'.,Q, ....,,~( ,.,,. ._._ I ~,-~ ,_.,,.,~-IQ }1,-,.....,..l""J.C r, .,l''lr-..,..Hl'"°'IP.Y,+ ..... 'i,,h0"1".,.., "J 

-• -J-~c;.,.,.A.,1,,..,,.., 

SelC." ~~ , 2'022 CkurN;IOC ,.OAMM 201t) 

CONAOENTW..XRf-AILCeNIRFOI IESIFOS'f fACFBOOl{..JN 

~IIAI IBfAIMFNIaeau 

Source: Facebook document, 
"Google Search & Automotive - Summary" 

(Oct. 25, 2018) 
(UPX0915, at -063) 



1 General Search Text Ads are a distinct product category 

2 Search Ads more broadly are a distinct product category 

3 Effectively providing Text Ads and other Search Ads requires significant 
resources. and advertisers have few alternatives apart from Google 

4 Google harms advertisers through its withholding of information and 
control of the ad auction 
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Full-Funnel Marketing: Search Ads and Other Ad Channels 
Achieve Different and Complementary Goals 

AWARENESS 

l 
INTEREST 

l 
DESIRE 

l 
ACTION 

Text Ads and other Search Ads 

Display ads (incl. Social Media) 

Generate Demand 
Raise awareness of, 

build interest in, 
product 

Harvest Demand 
Increase desire for, 
capture declared 

interest in, product 



  
 

  

   
 

 

 
 

 

  
 

 

 
  

  
  

 
 

Search Ads vs. Retargeted Display Ads 

Characteristic Search Ads Retargeted 
Display Ads 

Targeting based on: Real-time, 
declared intent 

Potentially stale, 
inferred intent 

Able to target: Any consumer 
who types 

a relevant query 

Only consumers 
who already visited 

the advertiser’s website 

Ad reflects: What consumer 
is actually 

searching for 

Potentially different 
products or services than 

those 
previously viewed 

Impact of ongoing 
changes in consumer 
tracking: 

Uniquely unaffected Expected to become 
substantially less effective 
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Search Ads are Distinct from Retargeted Display Ads 

Online advertising primer 

August 2017 
Updated Nov :2.()JB 

Executive Summary 

1. Typc•of ads offl<>e and on 
a. There ere rwomajor klnds ol o111one ads. cffr 

Oirtcl response ad$ such as direct mail. ca 
lO cnc:ourage users 10 make krmed'lte i:KI 
hand. aim to b\lild brand rccogn,itlon....-hich, Search ads are an effective form of advertising since queries are a strong signal 

b. ~ me p,openes ofdkea response 
reasonaay d esdrJCC. IJM:-y naw Dl!'tX>me rnoc 
ads hc!pb\ild brands, ard diSj)lay ads ohe of user interest and intent and the ads appear immediately after the query is 
rC'Sl)Onse suet, as a 0bCk 

2. searcna~ 
a. se•ehMS entered. 

e:nc.tred. 
b. ScerehMS~ebgble:,obcSho'M'IWtlen 

user·s query. Henct me•~~no,~ 
11$«$. 

c;. Advenisers eai, .,..use toea1'00 cargetJng (piml """ meJ andsome ads. 
demographic: llfgdllg °" age ond v,,nder. such A$ 

d. On~ 6'4ot lhe dcks on ,naJor search enghffare search ad dcks: ~ oiM!'r 
94!1ere(~)Olijanicdiek>, Thor • 

Most of the value of retargeted ads occurs in the first hour or so after the user~Ung 
so on. These ate 

b. To ovetSIMl)ltya l.alo, C)t.llll 

an auccm b) assign ads to 
e.. The most valiua~ Jotm cl dtq)lny visits the advertiser's web page. Ideally the retargeted ad is seen by the user 

aoveniser aeaes a lest of use, 

woulcJbe 
CKflbC ITlOfe 

Source: Internal Google report by Hal Varian. 
"Online advertising primer" (updated Nov. 2018) 

(UPX0026, at -764-65) 



   Google Recognizes Search Ads as Distinct from Other Ad Channels 

pr .:., 2 at ,. : 10 aJ 
thi1nk ab ut ti if n b · 

~tt1:-.i\' lkmanJ" \ mk "branJ ad, LTtl Ip~ tu lTl'alL -----------

a di pla , ad fi r a n w fu I 
aru . Th di pfa· ad ha timu1 ited 

tryin6 to ati , 1 t'hat dema 1d. 

. ffi . i . nt T ,. ta I might think ' g ·. 
n1 [atent d mand. hen I . o t 

d rti m0 t to · a I hat • t.:,1, ... :h ~ids 

it'1 t im t bu a n . 
)fie a·nd ar h for "to ota' l m 

Source= Internal Google email g)g!l (Apr_ 2, 2008) 
(UPX0411, at -638) 
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Industry Recognizes Search Ads as Distinct from Other Ad Channels 

--

,__ Booking.com,r-..,i,111 

Qoo~,..,._~- • IIISWeRI 19OUESOONl'IAll!E FOR AMRTIURS 
by tlM 1-...-opMn ~ Source: Booking.com document. "Booking.com Answers to Questionnaire for 

AT-t Gootlle Id.Cit, AT.,tff7V QOOQle 0-.oftlAltOp<aC'IJUI 
o-,.s,- lll,9t'1Qtl•-1o l.'1', ;Nl. I 

~·-·-...,..,- ......... ~ 
•-r -. 

-
................., -· c,_ 

Qunitg,.. • Nl9WW1f 

Pi-□,,. ---- _.,.·--_______....,.. 
..........................., ..............,......... 
.... ........,.. ~... MDid 4' .....« 611 a wtlall ................., 
........ ....._.. .... --......-a.rt-"'~~_.,,.. •..,._..-.;;,.,.,..ma.,............, .. , 
............... .... ..,,,.,-"-i..... ,.......,. ......~ 

.. ..,~..11 ..---~· 

- -·- r'ff-"'"l ........ ----~.-it• ..,... 
,_,.... ,r;.~..CI..~......,._.,.._..,,...._.. l -
~•--IJl!'c...-.r.~.-.. .. ..-

-............-. rOl,-, --- -~r•..,._.,......,_.,.__ ..,_,•_., 
~---_,_IUN..M,tld~_._..,,._,,1...,.."-".._ 

Ow l •14 .__._ .,....._ 1... 6i ........ t - • J if.....,._ 
~ l-1..• •••~I~~•...-. MII.... Ml ... - f-J4 

-~•lllli•ftrl ............-.111,ca.•..... 
..........., l .!I u..•-•n.-M lkt..W.•~-

Advertisers by the European Commission" (Feb. 1. 2021) 
(UPX0435, at -058) 

(b) whether you consider on line search advertising and online display advertising as substitutes3 for each other 
or complements and for what reasons; 

Confidential Reply: 

We consider these as complementary rather than substitutes. 

Search and Display Ads are not seen as substitutable to one another by Booking.com because they target users 
in very different situations/environments, providing a variety of contexts for influencing potential customers . 

Search Ads are targeting users who are often in a high intent situation, who are actively seeking out an answer 
to a specific problem or need . 

Display Ads are targeting users (audiences) who are, more often than not, doing something very different to the 
adverts they are being shown - therefore, a lower intent environment and exhibit lower engagement. 

As a result of the different contexts the user engagement and resulting performance is very different between 
Search & Display advertising- further underlining why they are not substitutable. Both ad formats have their 
place in a balanced advertising portfolio, as they help to influence potential customers throughout their 
decision making journey and at various touchpoints. 



 

  
    

   

Industry Recognizes Search Ads as Distinct from  Other Ad Channels 

Source: Trial Transcript, Oct. 3, 2023, 
3824:20-3825:03, 3826:11-3826:18, 

(emphasis added) 

Testimony of Joshua Lowcock, 
Global Chief Media Officer, Universal McCann 
(part of Interpublic Group) 
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So you want to work on the 
An irl.roductcry g<i<» for ReHan:h ool,t,or,110,,, ""'1 Thre 

0 

NB· All of the content and documents linked in 
confidential. Please do not share any of lhs mate 
Auction and Predicuon Siad< SWESIPMS without 

~ 

~ 
Yafut Bcrwu PO<aoc 
EOffl'lltfriOOO 

WJ:,o1t Pape Au(ti()n -M!B 
QyaMy BfttdPtt::Ml90P!Ht1i09 
auatrt TUl09 IQd Adi Qbrdlo9f 
HowtdYwenrea!YMH out oroouct 
Astm:futRUDOnH 

erotttau we ••P#inaabouthitad 
Rg,wenem r01 AuctJOn detm 

Introduction 
Tht Thrtthddl tea-n ~ and moini.n, the Seareh M AfJ 
ecb on ~• com, t,vt. !ho oweeon e-.0 41tddt$ wtio.lhOf Of noc to ~ Pl.>-$ t, !ho top MJt. 

blMd on o~ed,...,eni,,e Ind ut...~ A WtMOfl oc <M.11 •~ 11 ersorunn1no on tome~• 
~ .,x:, ~-~ M•ch ~ (eg Ptty Store S.•tch, YouTub,t, "-rlll) 000 NS, tut 
1htfe art teemt v.twc:n m-,as>e • t'Netl<ed>reflfOn ot OJI ataon to, mcae Ptot>t"IWI 

Tht -..C110n de'"Mrnriei. the folloYNlgttv ..k.-, npects for ;iaxt adl on Googlt.CC>ffT' 

• MocaOon Whethtr °°' get to ah:JW OI not IOf tnlS query, 8.n<S Ylflat !Qnd d UI (e g 
e<te""°"') .. lhOwalO,'Q"MlhlheOd 

• Ranror,g Tht o,csc, ot &ii on !he pege 
• Pnong The price tha1 tdvef'tllert hive to pay ftx :l'le ad (OJ«flW>'. 6lwa'/& • COtc per 

<iel<.orCPC) 

Advertisers do care about the incrementality of their advertising spend . but 1t is diff cut to 
measure. For example, a common method is to turn off advertising in certain regions and 
observe sales differences between regions. There are no good tools to measure online 
incrementality for mid-size and below companies, but large companies can partner with Google 
to ru n special randomized studies. There is also a push towards building models to attribute the 
incremental value of spend and set bids and budgets based on this, but these models are 
extremely simplistic and often overly rely on correlation or strong modeling assumptions. 

Source: Google document. 
"So you want to work on the Auction" (Aug. 31, 2017) 

(UPX0430, at -586) 



  
  

   

   
   
  

Interpreting  Shifts in  Ad Spend: Conceptual  Takeaways 



Attempting to measure or use 
ROI/ROAS of different ad 
channels does not mean ad 
channels are interchangeable 



Even moving spend across ad 
channels does not necessarily 
mean ad channels are 
interchangeable 
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    Using ROI/ROAS Does Not Mean Ad Channels Are Interchangeable 

Redact 

Redacted 

Source: Apparel Company 

Red'ad ed 

(May 28, 2020) 
(UPX1017, at -395) 

SE /S op ing 
Fu nel • 

Ch n 

D co IGDN 

Gm Ads 

Bc-.,,d S rch 

Shopping 

0 

10()% 

200% 

Focus less on % going to 
mid funnel channels and 
more on the mid tunnel 
channel mi / hO' it 
impacts the entire 
bu me & ... Give mid 
funne, channels room o 
operate at a lo~ er ROAS 

kno , Ing they drive ,quality 
ne. _ customers who 
convert :through other 
channels (brand search,. 
direct organic email)[.}1' 
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Using  ROI/ROAS Does Not  Mean Ad  Channels Are  Interchangeable 

Source: Trial Transcript, Oct. 3, 2023, 
3980:04-3981:02 (emphasis added) 

Testimony of Joshua Lowcock, 
Global Chief Media Officer, Universal McCann 
(part of Interpublic Group) 
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1 General Search Text Ads are a distinct product category 

2 Search Ads more broadly are a distinct product category 

3 Effectively providing Text Ads and other Search Ads requires significant 
resources, and advertisers have few alternatives apart from Google 

4 Google harms advertisers through its withholding of information and 
control of the ad auction 
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 Advertisers Perceive Limited Alternatives to Google 

We feel there are a variety of platforms where we need to be present as this 
is where a l.ot of peopll,e are spending their  t ime on. Google has lby far t he 
richest audiences and has the vast lion share of Search and Video 
[YouTube]. We deem it therefore essential to be present on Google Search 
and YouTube when running any type of campaigns. If we would not be able 
to advertise on these platforms,  we would lack a redacted alternative to reach 
the same number of users. This would likely lead to a Redacted reduction in 
bookings, and consequently a Redacted in turnover of our 

,o 

Source:  Booking_com document, "Booking_com Answers to Questionnaire for 
Advertisers by the European CommissionD {Feb_ 1, 2021} 

(LiPX0435, at-062) 
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 Advertisers Perceive Limited Alternatives to Google 

ar h ark ting/ 
Goo I 

Do we need to spend 

-Google's domi ,anoe .allows them to reta·n 90%+ market share in AMR, EMEA & RPAC 

Redlacted 

Redacted 

Source: Apple document "Apple Search Marketing/Q~ SEM, SEO & Google") (Jan. 19, 2017) 
(UPX1131, at -370-71) 
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Advertisers Perceive Limited Alternatives to  Google 

Source: Trial Transcript, Oct. 3, 2023, 
3831:09-3831:19, 3834:08-3834:11, 
3834:22-3835:01 (emphasis added) 

Testimony of Joshua Lowcock, 
Global Chief Media Officer, Universal McCann 
(part of Interpublic Group) 
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1 General Search Text Ads are a distinct product category 

2 Search Ads more broadly are a distinct product category 

3 Effectively providing Text Ads and other Search Ads requires significant 
resources. and advertisers have few alternatives apart from Google 

4 Google harms advertisers through its withholding of information and 
control of the ad auction 
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Google  Harms Advertisers Through  Its 
Withholding  of Information and Control of the Ad Auction 

Examples 

1. Google restricts what advertisers can 
know about their own ad spend through 
Search Query Reports 

2. Google controls the rules and influences 
the outcomes of its Text Ad and Search 
Ad auctions, which are a “Black Box” to 
advertisers 

Significance 

Each example impedes advertisers’ 
ability to assess their ad spend and 
manage their costs 

Each example can result in higher 
prices to advertisers 

Advertisers have limited alternatives to 
Google 
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Google Restricts What Advertisers Can Know About Their Own Ad Spend 

Google Ads Help 

About the search terms report 
Use the search terms report to know how your ads performed when triggered by actual 

searches within the Search Network. This article describes the search terms report and how 

to use it. 

How it works 
The search terms report is a list of search terms that a significant number of people have used, 

and that resulted in your ad being shown. Depending on your keyword matching options, the 

search terms listed might be different from your keyword list. 

Source: Google Ads Help, https://support.google.com/ google-ads/ answer/ 2472708?hl=en 



 Google Recognizes Impact of Its Restrictions on Advertisers 

Redacted 

Source: Excerpts of Slides from 
Google presentation, 

Redacted 

(UPX0526, at -545, -549) 

subs 
r relations: Data loss from SOR wil be 

tial if 1-click cla se is remove 

a r 11 - 86 o 

Cu 
o, 

• 
• 
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Industry Perspective: Impact of Google's Restrictions 

, ...... a,,J1 

It,...., Qnl,Loo:t ;ia:o U:06 rt,, 

µ.,_iw,,., ~C...I ,.... ~,.. ,,,_, Subject: Google Limiting SQRs 
_, 
• Nwt .....14\..,..,,, Found this article regarding Google limiting SQRs after we spoke yesterday ...a-'""'""' 011 t.,. ,., IOJOllhAY ·-~,... --- ~ ....._, https://sea rchengi nela nd.com/google-ads-to-limi t -search-terms-reporti ng-citi ng-privacy-340137 
i_. •1 GM111oi-1MZ•1 

......... .,"'"""''""""'""""' W,lp-- t "°'" '... -.
dWflW'fllHl!I!•'• ,.,.., 16......~,•• 114 ..l!'llll!rl,ttw..,_er Incredibly disappointing when we know user privacy is already protected in legacy reports & this will 'nhibit advertisers 

from being able to weed out clicks and mismatched intent. 

IA-NIC or AM Ll!ICA 'I-~ 

_,he..,,., el 111-• 

See below- one of the more egregi ous examp es of Google removing transparency from advertisers under the banrer of 
'privac ', IMO. Search Query Report data has always inherently anonymized ard aggregated. 

,__... _ 
,..., r_, Dn-J<t HJOIQll1''1 
, • ..-••" . ......, . ~ fN!I 
, ....... ·~ o...-.i-..SQlt, 

,_ .......,L-.,,., 
1...t ,,_..., 111<11-b,,, n ll>JOh~I Ml 

·• •a11LoJ ~..... . - ~~· ...._.., '" <-,,.... Ii......""'-
IN .... .,.d ,..,,._.-Cflewt•..,.••10•~ ~•'"""'••-.111(-,l~••>Mlwn l,_,_...,.,_. BANK OF AMERICA~~ 

111,1( 1irl"ffl~ ...... U,Nfl" _.,wy, l"O'tnl i/1"4 pl I 

Source: Internal Bank of America email, 
subject line "Google Limiting SQRs" (Oct. 29, 2020) 

(UPX0983, at -162-163) 



Industry Perspective: Impact of Google's Restrictions 

••♦•••• •• 

tinuiti The Fallout 

Google Ads 
Benchmark Report 

Triopoly Series • 

from Google's September 
Search Terms Update 

Taking a lookacross dozens of long-standing Tinuiti advertisers spending millions on Google search ads per month, 
there was a significant drop in the share of spend attributed to search queries across ad formats and device types 
from August to September. 

This is a massive  decrease in query visibility, making it more difficult for paid search marketers to effectively identify 
poor-matching queries to weed out via keyword negatives. It also makes it more difficult to identify new query 
variations driving traffic which might be performing well and should be launched as new keywords. 

Source: Tinuiti presentation, 
"Google Ads Benchmark Report" (Q3 2020) 

(UPX0987, at -124-126) 



  Industry Perspective: Impact of Google’s Restrictions 

Redacted  

Redacted 

Redacted 

, documen, Source: ntema, Ap _ 1, 2021) 
R,edacted ( 

(UPX051.1, at-6ii} 

39 



Comparing Dr. Juda's Demonstrative to Google's Match Types 

Keyword Match Types 

User Queries 

Before ( tennis shoes 

JoAnne's Pro Shop 
Keyword 

(~__te_n_n_is_s_h_o_e_s_~) 

tennis shoes 

After 

Googl~ 
DXD-I1.0 I6 

Source: DXD-11.016 

Google 
0. lawn mowing service residential 

Exact Match 

"same meaning 
as your keyword" 

e.g., ugrass cut 
services" 

I 

---=--=----- -

Phrase Match Broad Match 

"include[s] the "relate[s] to your 
meaning ofyour keyword" 

keyword" 

e.g., e.g., "lawn 
"landscaping aeration prices" 
service to cut 

grass" 

Source: Based on Google Ads Help. 
"About keyword matching options" 

(UPX8023, at -.001) 



 Generalized Second-Price (GSP) Auction 

Ad Ad 

Ad A $0.9 

Ad B $1.2 

Ad C $0.8 

Ad D $0.6 

Reserve price = $0.25 

Pos1 Ad B $1.2 Price = $0.91 Ads 

Pos2 Ad A $0.9 Price = $0.81 

Pos3 Ad C $0.8 Price = $0.61 

Pos4 Ad D $0.6 Price= $0.26 

I 
I I 

Organic Results 
I I 
I I 

I 

Source: Prof. Jerath Teaching Slides 
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Google’s Ad Rank and Quality  Score Metrics are a “Black Box” 

 

Ad  Rank 
(Long-Term Value to  Google

on  ad basis) 

Google does not tell 
advertisers--

How  Ad Rank is  
actually  calculated 

The actual  Ad Rank 
for  any of  their  ads 

Quality Score 
(1-10, on keyword basis) 

Aggregation  of  
already aggregated  
components 

Not actually  used  
in  any  individual 
auction 

pCTR,  Ad  Relevance,  
Landing  Page  Quality 

(Below  Average,  Average,
Above Average) 

, 

Coarse 

Based  only on  exact  
matched queries 

Aggregated over  
extended period 

42 



 

  
  

 

  
   

  

   
  

  
 

  
 

  
 

Google Influences  the Outcomes of Its “Black Box” A uctions 

Pricing Knob: 
rGSP 

Google artificially inflates 
Ad Rank of Runner-Up 

e.g., Winner’s Ad Rank is 32; 
Runner-Up’s Ad Rank was 
originally 20; Google inflates 
Runner-Up’s rank to be above 20 

Winning Ad may lose 

Depending on difference in 
Ad Ranks of the Winner and 
Runner-Up, Google may switch 
their ad positions, e.g.: 
Runner-Up ad in 1st position 
and Winning Ad in 2nd position 

Winning Ad’s price increases 

When Winning Ad is not swapped,  
inflated Ad  Rank of  Runner-Up ad  
results in  higher  price of Winning  Ad 

Winning ad’s  price  
‒ is not based on Runner-Up ad’s 

actual bid or Ad Rank 
‒ is now set at amount  needed  to  

equal  inflated  Ad Rank 
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 Cumulative Effects of Google’s Control 

Red 

Redacted 

Redacted 

document, Source: lntema (Apr_ 1, 2021} 
Redacted g) 
(UPX05ll, at -61 , 
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Effects of Google’s “Black Box”  Auctions  and Reporting Restrictions 

Google Restricts What 
Advertisers Can Know 
About Their Own Ad Spend 
(e.g., removing data previously 
provided in SQRs) 

Thicker Auctions/ 
Higher Ad Prices 

Unwanted Ad Spend 

Google controls the 
rules and influences the 
outcomes of its 
“Black Box” auctions 
(e.g., how Ad Rank calculated; 
pricing knob of rGSP) 

Higher Ad Prices 
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