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General Search Text Ads are a distinct product category

Search Ads more broadly are a distinct product category

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

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



Advertising: Multi-Billion-Dollar Industry

Total Media Ad Spending, by Media
US, 2021, billions
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Overview of Advertising Channels: Text Ads and Other Search Ads
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Overview of Advertising Channels: Other Search Ads
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Consumer Purchase Funnel is a Conceptual Model

(1) Stages, and (2) Successive Narrowing

AWARENESS

v

t
|
:Top funnel
|
|
INTEREST +

t

I

I

: Mid funnel
v I
DESIRE I

t
|
|
I
1 Bottom funnel
1
ACTION .

Source: Prof. Jerath Teaching Slides



Characteristics Advertisers Consider When Building Ad Campaigns

@ 2,

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

Inferred Intent* from Signals

= EXxpected audience composition (e.g., AWARENESS o
demographics) : Top funnel
1
= Behavioral profiles (based on v : =
online behavior) INTEREST v :
I Mid funnel
=  Context ! i rnne
. L ) v A
*Iinferences limited in accuracy DESIRE LoV
E Bottom funnel
Declared Intent, in Real Time ACTION v

= Query




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

Ad Channel largeting Funnel Goal(s) for which Ad Channel is
Most Suited and Effective
A
AWARENESS i
Traditional, Display, Inferred Intent from Signals : Top funnel
Social Media Ads ! :
INTEREST v ':‘
i Mid funnel
( v A : \
DESIRE Loy
Text Ads and Other Search Ads Declared Intent, in Real Time : T

v I
ACTION v

\. J




o General Search Text Ads are a distinct product category



A Hallmark Feature of Text Ads: Keywords and Match Types

Google

Q. ' lawn mowing service residential X

(=
)

Exact Match Phrase Match Broad Match

“same meaning “Include[s] the WNEEICEEIRER V]
_ as your keyword” meaning of your keyword”
= Advertiser selects keywords and match types ”
; keyword
for their Text Ads
e.g., “grass cut es, e.g., ‘lawn
= Consumer enters query services” “landscaping aeration prices”

service to cut

=  Google decides which Text Ads enter the \ ) grass”
auction and which ads are shown on the SERP

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
< Dell

" hitps:iwww.dell.oom }
Innovation That Wins - Available w/ Windows 11

With Premium Design & Features, Dell Gaming Laptops Deliver the Most Immersive Experience
Shop Dell Gaming Laptops w/ Intel Core & Windows 11, Engineered With....
Dell Gaming BTS Sale - BTS Sale Laptops - Shop Dell BTS Sale - Monitors BTS 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

A 4 513

Alienware m18 Lenovo - For Alienware m16 Dell XPS 15 Lenovo - For
Gaming Lapt... Gaming -... Gaming Lapt. .. Laptop - w/_.. Gaming -...
$1,899.99 $2,999.99 a-.. $1,599.99 2. . $2,999.00 $1,249.99 4.
Dell Lenovo Dell Dell Lenovo

(99) (161) (47) (325) (277)

— 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

best gaming laptops X

Google

Q Al QO Shopping [ Videos () Images News ! More

v

About 350,000,000 results (0.54 seconds)
Sponsored - Shop best gaming laptops

ﬁ’w r

SALE

Alienware m18 Lenovo - For Alienware m16 Dell XPS 15
Gaming Lapt... Gaming -... Gaming Lapt... Laptop-w/...
$1,899.99 $2,999.99 3. $1,599.99 2... |l $2,999.00
Dell Lenovo Dell Dell

(325)J

! 99 J (161) (47)

Tools

:i
Lenovo - For
Gaming -...
$1,249.99 %

Lenovo
(277)

https://www.delLcom }

Innovation That Wins - Available w/ Windows 11

Shop Dell Gaming Laptops w/ Intel Core & Windows 11, Engineered With...
Uell Gaming BTS Sale - BTS Sale Laptops - Shop Dell BTS Sale - Monitors BTS Sale

With Premium Design & Features, Deill Gaming Laptops Deliver the Most Immersive Experience.

j

Sponsored
I.B PC Magazine
https://www.pcmag.com » top-10-picks » gaming-laptops ¢
5 Best Gaming Laptops - Top 5 Gaming Laptops
Lab Tested Reviews by PCMag.com. Read Reviews and Compare Prices on the...
PCMag Editors' Choice - Best Cheap Gaming Laptops - Best Value Pick
Back to school: Up to 35% off Gaming Laptops

E PC Gamer
https://www.pcgamer.com > best-gaming-laptop  }
Best gaming laptops in 2023: Portable powerhouses
Aug 7, 2023 — The quick list ; Lenovo Legion Pro 7i gaming laptop Best overall. 1.
Lenovo Legion Pro 7i (Gen8) ; Gigabyte G5 RTX 4060 gaming laptop Best value.

+ 9 Pick up today me
Alienware m18
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$2,549.99
Best Buy

(46)

SafeSearch ~

r SALE SALE ' ‘
Alienware m16 G16 Gaming
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$1,799.99 2... [l $1,399.99 4.
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Advertiser can—

Text
Ads

Google
Shopping
ads?

Advertise virtually anything

Influence 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)

N




Google Views Text Ads as Distinct From Other Search Ads

repared by Auna ader 110010
Prep - Product Ads Roundtable

eive from
Date: Thursday, 11/11/10
Time: 11am - 12pm
Where: University Theater, B40
un a separato
S y: We're organizing a small o with advertisers and reporters for the launch of y. We do not
Product Ads. The goal is to host an i and conver | d 1 that emphasizes the Its, but simply
success of our advertisers who have been m-(ostmg this new ad formatl. We're also | other and
publishing the Product Ads blog post draft on the morning of that day.
Agenda: ers only getto
11:00-11:15am
Bufrer time igs to managed
Nords, and it's
11:15-11:20am jon Optmizer
Susan on New Ad Formats Initiative, vision, ads innovation o " =
T 2. Do Product Ads participate in the AdWords auction?
e e gty Since Product Ads are a very different product-based ad format, we currently run a separate
Seatbonor o Prodiei P, doplunabios ol ow Kok 4sd e s s auction to determine the most relevant products to feature for a particular query. We do not
11:30-11:40am lo sach wees, displace any standard AdWords text ads from the first page of the search results, but simply
Nick from Campmor speaks about experience using Product Ads . "
SN show them addition to Product Ads - as we believe that both supplement each other and
Wchms from Dispar ooy spesks shoul experiends kg Produst Adls puse each provide useful information to the user.
11:50-12:00pm e
Q&A with reporters oduct Ads?
Talking Points for Jerry and Jennifer: i
We'd suggest thal you focus your remarks on the specifics of the product, including the video t be available
and demo. We'd also like you 10 highlight the one year anniversary. Youll also have a few
ponoval slides behind you, Here are some suggested lalking points: and have plans
Product ads has been in beta for one year, and we've made improvemenis over time
B 5w R R She R Source: Internal Google Document,
R U - 9 f:,f‘,‘:‘,’:"m “Prep - Product Ads Roundtable” (Nov. 11, 2010) [
e Short video and then live demo [Jliu to send sample queries) g;lmnalx\;;o (U PXO440, at _590)

toxt and offer




Google Views Text Ads as Distinct From Other Search Ads

Google 0
7

Source: Google presentation,
“Product Ads Tetris’ Update”
(Sept. 16, 2011)
(UPX0464, at -155)

Product Ads “Tetris” Update

SVBL >eptember 16, 2011

Product Ads: A recap

* Incremental Opportunity: Complements text ads to increase an advertiser’s “shelf space” on SERPs




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)




Google Views Text Ads as Distinct From Other Search Ads

Testimony of Jerry Dischler,
VP and General Manager of Ads at Google

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




Industry Views Text Ads as Distinct From Other Search Ads

Google Search & Automotive - Summary

Using Google as our frame of reference, “search” refers to two distinct products: Shopping Ads (f k.a. Product Listing Ads) and
Google Ads [Text Ads]. These two units are distinctly different in both how they are bought and consumer experience.

Google Search & Automotive - Su

o Facebood 25 3 seach and swareres plador a1 opposed 1 3 bw Lane! intect Cgaue chierel. tha rears we are claced 0 separ el budyts in oder 10 rey T

. hmluunMunnwnuunmmuumm rather we should think abcut e advertisers on using our platform.
1) Change peeception of Facebook from 4 discovery and reach platiom: to one of Intent capture
2) Previde vhibility on expected 50 clients able te their campaiges by they can ackieve their metrics on Facebeok.

3) Increase predictablity o perfomanceso chents can with  degree of confidence, wmwm-ﬂnm\nmw'«m

Why is search important to us

Sell Cars Objective Breakdown - 2022 (Sowrce: IDC FI DAMM 2018)

Source: Facebook document,

- CONEIDENTIALTREATMENT.REQUESTED BY.FACEBOOK.ING FBDOJGO0G.0036106 1 “Google Search & Automotive - Summary”
- CONEIDENTIAL TREATMENT.REQUESTED. BY.EACEBOOK.ING. EBDOJGOOG, 0031063, (Oct. 25, 2018)

(UPX0915, at -063)




@ Search Ads more broadly are a distinct product category
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Full-Funnel Marketing: Search Ads and Other Ad Channels

Achieve Different and Complementary Goals

AWARENESS
Generate Demand

aise awareness of,
l - blfl(leld inigrgst . ’ [>> Display ads (incl. Social Media)J

INTEREST product
DESIRE Harvest Demand
Inerease aesireien Text Ads and other Search Ads
capture declared
interest in, product

ACTION




Search Ads vs. Retargeted Display Ads

Characteristic Search Ads Retargeted
Display Ads
Targeting based on: Real-time, Potentially stale,
declared intent inferred intent
__________________________________ Able to target: Any consumer Only consumers
who types who already visited
a relevant query the advertiser’s website
Ad reflects: What consumer Potentially different
is actually products or services than
searching for those

previously viewed

Impact of ongoing Uniquely unaffected Expected to become
changes in consumer substantially less effective
tracking:




Search Ads are Distinct from Retargeted Display Ads

Online advertising primer
Hal Varian
August 2017
Updated Nov 2018 d the list of
nnnnn by
. 1 the user
Executive Summary ly the user
Note: al numbers cited in this document are publicly avalable via the links provided, :tseen %

1. Types of ads offine and on
a. There are two major kinds of offline ads,

Direct response ads such as direct mail,

g e Search ads are an effective form of advertising since queries are a strong signal

b. Though the propertes of direct response.
reasonatty disunct, they have become m

sy . of user interest and intent and the ads appear immediately after the query is
entered.

entered. >
b. Search ads are eligible to be shown when

c. Advertisers can also use location targeting [pizza near me] and some
demographic targeting on age and gender.
d. Only 6% of the clicks on major search engines are search ad cicks; the other
94% are (unpaid) organic clicks. The r el
other operations of the scarch engine.
3. Display ads
a.

Most of the value of retargeted ads occurs in the first hour or so after the user
visits the advertiser's web page. Ideally the retargeted ad is seen by the user

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




Industry Recognizes Search Ads as Distinct from Other Ad Channels

—— Booking.com

¥ Patwunry 2001 -
Fotruay 2000

Booking com ANSWERS to QUESTIONNAIRE FOR ADVERTISERS

by the E Commis: 2 3 1 ” i I 1
- it o e w \ Source: Bookmg_.com document, Bookmg‘co_m Ans"w'ers to Questionnaire for
Oonling: 101001 sxtendes o 100034 Advertisers by the European Commission” (Feb. 1, 2021)

e ol 1o nctale osslie MaTw: anguens phiase ndwate B (a0t reagonadie ke P rejies b
has guestudy e e

Company Bochany com

{omact puivin Anse Came HOpg (L)

Pusson Owecior. Giotw Comgpettion | Fex
4l Consurmr Line

(b) whether you consider online search advertising and online display advertising as substitutes® for each other

o mas Boocbig com

rr—— y [ or complements and for what reasons;

emdennitipem 1007

Compy et st G 1 Confidential Reply:

Quesbons + Avswers We consider these as complementary rather than substitutes.

£ i o A B AT AL A A Search and Display Ads are not seen as substitutable to one another by Booking.com because they target users
Ad format species the way I8 whsth advertmeg Comtert & daglayed - - - - - - ~ - = - =

e 24 ek 41 s g b 1 ey 4 b 04 in very different situations/environments, providing a variety of contexts for influencing potential customers.

Ad mvantory. Ihe Amoul of S0ACe 00 & welade apphcaton o onlne

kb badasidel Search Ads are targeting users who are often in a high intent situation, who are actively seeking out an answer
L s e N SO e to a specific problem or need.

Burapean Bconomic Amsa PEEAT) mfern 1o Member Tistes of the 1 . ” ) . "

oo, B Cpisen e ) U S tpvi s lovoed, LY Display Ads are targeting users (audiences) who are, more often than not, doing something very different to the
Semiegy ' Stoeiate e ovhate 4 s0ins o8 Iy 84 Senat O adverts they are being shown - therefore, a lower intent environment and exhibit lower engagement.

SLARNON o OGa BIENCHS 3O DUy SS@ARING Tvend iy T Ay SO

Veade! Batdeng jruyamslc sdwrinng lechiges et atows Tulgee
Iveiory ot e same Sme In Chert e header Deiding. he Buiton

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.

Fhe Umialdl hompdoms willdiow (om e Euspons Umon = of | Fdvan
porsad Lo Law w0k cortaen livand cvoupeases wBaits e irele an for they
L e e e e L R L e
wndoriod @ bl e Uamid bongdom Thondons (he | wmd b igion &
-




Industry Recognizes Search Ads as Distinct from Other Ad Channels

Testimony of Joshua Lowcock,
Global Chief Media Officer, Universal McCann
(part of Interpublic Group)

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




Realities of ROI/ROAS

So you want to work on the
An introductory gude for Research collaborators and

o 40 ot conert s cocumars bt B Advertisers do care about the incrementality of their advertising spend, but it is difficult to
o amsrrescsn s s wor ol - measure. For example, a common method is to turn off advertising in certain regions and
f‘“@ » observe sales differences between regions. There are no good tools to measure online
V;E.“n.jm&m incrementality for mid-size and below companies, but large companies can partner with Google
Gt g 2o i to run special randomized studies. There is also a push towards building models to attribute the
e Incremental value of spend and set bids and budgets based on this, but these models are
P ——— extremely simplistic and often overly rely on correlation or strong modeling assumptions.

Introduction

The T team develops and the Search Ad AUCEON. OU Cone 2
ods on Google.com. but the ouction 8ks0 decides whether of Nt 10 show PLAs in the top siot
based on expected revenue and utiity. A version of our auction s also running on some Googe
owned and operated search popertes (eg Play Store Search, YouTube viral) and AFS, tut
there are teams which manage a tweaked rersion of our austion for those propertes

The aucton determnes the following three key aspects for taxt ads on Google.com
e Alocaton Whether ads get to show Of not for the query, and what kind of Ul (eg
edensions) we show along with the ad
o Raniong. The order of ads on the page
e Pricing The price that advertsers have to pay for the ad (curently, always 8 cost per
cick, or CPC)

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 Even moving spend across ad
ROI/ROAS of different ad channels does not necessarily
channels does not mean ad mean ad channels are

channels are interchangeable interchangeable




Using ROI/ROAS Does Not Mean Ad Channels Are Interchangeable




Using ROI/ROAS Does Not Mean Ad Channels Are Interchangeable

Testimony of Joshua Lowcock,
Global Chief Medlia Officer, Universal McCann
(part of Interpublic Group)

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




@ Effectively providing Text Ads and other Search Ads requires significant
resources, and advertisers have few alternatives apart from Google
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Advertisers Perceive Limited Alternatives to Google




Advertisers Perceive Limited Alternatives to Google




Advertisers Perceive Limited Alternatives to Google

Testimony of Joshua Lowcock,
Global Chief Media Officer, Universal McCann
(part of Interpublic Group)

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




9 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




Google Restricts What Advertisers Can Know About Their Own Ad Spend

O About the search terms report
Google Ads Help 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

V g

Source: Excerpts of Slides from

Google presentation,
Redacted

(UPX0526, at -545, -549)

Customer relations: Data loss from SQR will be
substantial if 1-click clause is removed

Anal of 3months of data Pot jal mith 01 Provide m
yeis - L : -
S0% of all saqments will see leas than 15% of rows dropoed transparency by clustering queries
50% of al seqgments will see less than 33% of spend obfuscated {E.g. 'leramcepts} “ Contra

. eng FTE + BP FE/UX resources)
Owverall -8&6% of rows will be preserved

Customer relations: Some LCS advertisers may be resistant
to this change, esp. during COVID + b/c of other changes that
can reduce control and transparency

Data sharing dynamics and reduced control: Negative optics of Google expecting advenisers 10 share more data (e.qQ.
conversion values) and moving Towards more “black box® automation, while removing controls previously in place (e.g.
changing maitch type behavior)

Performance and optimization
¢ Impact on intemal tools or systems that rely on SOR, especially if not given advanced notice
Inability to source negative keywords (more relevant to manual bidders)

Risk that advertisers shift 1o SIKAG and/or increased Exact match usage (+ more complex accounts) in attempt to iIncrease control
and data availability




Industry Perspective: Impact of Google’s Restrictions

Froem Faskain Lown

et Thursday, October 29 2000 1204 MM

Te ephen At WGOOge com)

. i e b i Subject: Google Limiting SQRs

Worw!

P— Found this article regarding Google limiting SQRs after we spoke yesterday ...

3:::':"11“5-'-577“12";’3-'&-'«-- https://searchengineland.com/google-ads-to-limit-search-terms-reporting-citing-privacy-340137

AL Googhe Limiting SOy

o ! 0T T e g 44l Incredibly disappointing when we know user privacy is already protected in legacy reports & this will inhibit advertisers
. from being able to weed out clicks and mismatched intent.

Koneyy Martin

WP, Dl Mariating / Seench Coll wed

BANK OF AMERICA 57

See below - one of the more egregious examples of Google removing transparency from advertisers under the banner of
‘privacy’, IMO. Search Query Report data has always inherently anonymized and aggregated.

From Paskads Lowun

Sent: Thursday. Octetser 29, 2020 103 AV

To: Martin, Kanny « Potarsd Phota com s
Sulject Bl Goagle (irmiting %R,

Are yives bedling e 10t s 0o ar oot s sbamd Wit a8 4% day old wtule s net @reeily o Gangle ¥
From: Martin, Kooy
Sent: Thursday, Octeber 29 2020 1151 AM

Tor Pavhaln, Lowts « == Shols com»
Sulject (W Google |imateng SR

e e Bt BANK OF AMERICA %7

Y, MO e Daety ROpOt (1ale N Sway ey ANOYTIOE N g rgaied

Source: Internal Bank of America email,
subject line “Google Limiting SQRs” (Oct. 29, 2020)
(UPX0983, at -162-163)
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Wasd

tinuiti

The Fallout
500gle’s September
irch Terms Update

Taking a look across 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

Google Ads variations driving traffic which might be performing well and should be launched as new keywords.

Benchmark Report

Triopoly Series @

— — Source: Tinuiti presentation,
e - - — “Google Ads Benchmark Report” (Q3 2020)
(UPX0987, at -124-126)
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Comparing Dr. Juda’s Demonstrative to Google’s Match Types

Google

2, ' lawn mowing service residential X

=
%)

Keyword Match Types

User Queries

e’/ Before [ tennis shoes Q)

JoAnné;:.:, Pro Shop
Keyword Exact Match Phrase Match [ 1a/E00R 0 EG)

\ tennis shoes )

“same meaning “include[s] the EGEICEIR0R g
as your keyword” meaning of your keyword”
keyword”

[ tennis shoes

| tennis snheakers
After :

| shoes for tennis

e.g., ‘grass cut esg, e.g., “lawn
services” “landscaping aeration prices”
service to cut

DXD-11.016 \ j graSS"

([ tenis shoes

Source: DXD-11.016

Source: Based on Google Ads Help,
“About keyword matching options”
(UPX8023, at -.001)



Generalized Second-Price (GSP) Auction

Source: Prof. Jerath Teaching Slides



Google’s Ad Rank and Quality Score Metrics are a “Black Box”

Google does not tell Aggregation of
advertisers-- already aggregated
How Ad Rank is components
actually calculated Not actually used

in any individual
auction

The actual Ad Rank
for any of their ads

Coarse

Based only on exact
matched queries

Aggregated over
extended period




Google Influences the Outcomes of Its “Black Box” Auctions

Googile artificially inflates Winning Ad may lose Winning Ad'’s price increases
Ad Rank of Runner-Up Depending on difference in When Winning Ad is not swapped,
e.g., Winner’s Ad Rank is 32; Ad Ranks of the Winner and inflated Ad Rank of Runner-Up ad
Runner-Up’s Ad Rank was Runner-Up, Google may switch results in higher price of Winning Ad
originally 20; Google inflates their ad positions, e.g.: Winni o
Runner-Up’s rank to be above 20 Runner-Up ad in 1st position inning ad's price
and Winning Ad in 2nd position — s not based on Runner-Up ad’s

actual bid or Ad Rank

— IS how set at amount needed to
equal inflated Ad Rank



Cumulative Effects of Google’s Control




Effects of Google’s “Black Box” Auctions and Reporting Restrictions

Google Restricts What ) .
Advertisers Can Know T/z/ckerAuct/'ons/
About Their Own Ad Spend Higher Ad Prices
(e.g., removing data previously Unwanted Ad Spena’
provided in SQRS)

Google controls the

rules and influences the

outcomes of its Higher Ad Prices

“Black Box” auctions
(e.g., how Ad Rank calculated;
pricing knob of rGSP)






