




























Google Views Text Ads as Distinct From Other Search Ads

Source: Trial Transcript, Sept. 13, 2023, 
423:12-423:14 (emphasis added)

Testimony of Hal Varian, 
Chief Economist at Google
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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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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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Google Recognizes Search Ads as Distinct from Other Ad Channels
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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)

Industry Recognizes Search Ads as Distinct from Other Ad Channels
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Attempting to measure or use 
ROI/ROAS of different ad 
channels does not mean ad 
channels are interchangeable

Interpreting Shifts in Ad Spend: Conceptual Takeaways
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Even moving spend across ad 
channels does not necessarily 
mean ad channels are 
interchangeable

 



Using ROI/ROAS Does Not Mean Ad Channels Are Interchangeable
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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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Using ROI/ROAS Does Not Mean Ad Channels Are Interchangeable





Advertisers Perceive Limited Alternatives to Google
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Advertisers Perceive Limited Alternatives to Google
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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)

Advertisers Perceive Limited Alternatives to Google
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Examples 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 Harms Advertisers Through Its 
Withholding of Information and Control of the Ad Auction

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
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Google Recognizes Impact of Its Restrictions on Advertisers
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Industry Perspective: Impact of Google’s Restrictions
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Generalized Second-Price (GSP) Auction

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

Google does not tell 
advertisers--

How Ad Rank is 
actually calculated

The actual Ad Rank 
for any of their ads
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pCTR, Ad Relevance, 
Landing Page Quality

(Below Average, Average, 
Above Average)

Quality Score
(1-10, on keyword basis)

Ad Rank
(Long-Term Value to Google, 

on ad basis)

Aggregation of 
already aggregated 
components

Not actually used 
in any individual 
auction

Coarse

Based only on exact 
matched queries

Aggregated over 
extended period



Google Influences the Outcomes of Its “Black Box” Auctions

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

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
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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



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

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

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

Higher Ad Prices

Thicker Auctions/
Higher Ad Prices

Unwanted Ad Spend
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