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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
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Overview of Advertising Channels: Text Ads and Other Search Ads
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Consumer Purchase Funnel is a Conceptual Model

(1) Stages, and (2) Successive Narrowing

AWARENESS

Top funnel

v
INTEREST

e —————

Mid funnel

e — — e - —

v
DESIRE

t
|
|
l : Bottom funnel
1
ACTION .

Source: Prof. Jerath Teaching Slides



Characteristics Advertisers Consider When Building Ad Campaigns

i

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

Inferred Intent* from Signals

= EXpected audience composition (e.g., AWARENESS A
demographics) : —
= Behavioral profiles (based on ¥ : i
online behavior) INTEREST v :
. Orea i Mid funnel
_ o _ ¥ A
*inferences limited in accuracy DESIRE LoV
é Bottom funnel
Declared Intent, in Real Time ACTION v

= Query




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

f’

Ad Channel Jargeting Funnel Goal(s) for which Ad Channel is
Most Suited and Effective
A
AWARENESS i
Traditional, Display, Inferred Intent from Signals Tiip Fiifiiiel
Social Media Ads ! i
INTEREST v ’T
Mid funnel
v A N
DESIRE oy
Text Ads and Other Search Ads Declared Intent, in Real Time : Settai il
} E
ACTION v
J




o General Search Text Ads are a distinct product category



A Hallmark Feature of Text Ads: Keywords and Match Types

Google

lawn mowing service residential X

/(:\l
)

=

Exact Match Phrase Match Broad Match

“same meaning “include[s] the “relate[s] to your
as your keyword” meaning of your keyword”

= Advertiser selects keywords and match types keyword”

for their Text Ads

e.g., “grass cut eg, 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
oy Dell

~" htips:iwww delicom  §
Innovation That Wins - Available w/ Windows 11

With Premium Design & Features, Dell Gaming Laptops Defiver the Most Immersive Experience.
Shop Deli Gaming Laptope w/ Intei Core & Windows 11, Engineerad With. ..
Deli 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

Al 4 5

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 & §1,599.99 & _ $2,999.00 $1,249.99 3
Dell Lenovo Dell Deli 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

Google best gaming laptops X| & & Q
2 Al O Shopping [E] Videos (O Images & News | More Tools
About 350,000,000 resuits (0.54 seconds)
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With Premium Design & Features, Dell Gaming Laptops Defiver the Most immersive Expenence.

Sponsored
[ﬂ PC Magazine
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Lab Tested Reviews by PCMag.com. Read Reviews and Compare Prices on the.._
PCMag Editors' Choice - Best Cheap Gaming Laptops - Best \alue Pick
Back to school: Up to 35% off Gaming Laptops

E PC Gamer
hittps:iiwwe pegamer.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 (Gend) ; Gigabyte G5 RTX 4060 gaming laptop Best value.

+ @ Pick up today per
Alienware m18
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$2,549.99
Best Buy
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f- m' B
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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)

v
v




Google Views Text Ads as Distinct From Other Search Ads

Erepared by dna edinr 110870
Prep - Product Ads Roundtable F

#ive from
Date: Thursday, 11/11/10
Time: 11am - 12pm
Where: University Theater, B40

pn a saparain
Summary: We're crganizing a small with advertisers and reporters for the launch of y. We donot
Product Ads. The goal is to host an intimate and conversational d ion that o5 the &5, but simply
success of our advertisers who have been bata-testing this new ad formal. Wa're also | other and
publishing the Product Ads bloq post draft on the morning of that day. [

Agenda: ors only get to

11:00-11:15am

Buffor tima 195 1o managed
Nerds, and if's

11:15-11:20am lon Optimizer
Suszan on New Ad Formalts Initiative, vision, ads innovation

11:20-11:25am

2. Do Product Ads participate in the AdWords auction?
ool s Spiwmnapi Since Product Ads are a very different product-based ad format, we currently run a separate

Jemytioer on Prosict Ade, sxplenstn of how ok, and e oo et auction to determine the most relevant products to feature for a particular query. We do not
11:30-11:40am - lo sachwee. displace any standard AdWords text ads from the first page of the search results, but simply
MNick from Campmor speaks about experience using Product Ads _ .

. show them addition to Product Ads —- as we believe that both supplement each other and
A Sy SR oSN R i axpie iy P e pracech provide useful information to the user.

:.118:.? n:tzhmrs oduct Ads?

an

Talking Peints for Jerry and Jennifer:

We'd suggest thal you focus your remarks on the specifics of the producl. including the video t be available

and demo. We'd alss ke you 19 highlight the one year anniversary, You'll also have a Tew

general slides behind you. Here are some suggested talking points: |and have plans
» Product ads has been in bata for one year, and we've made improvemants over time

based on feedback from advertissrs such as Camy and Di 2.com, Z
+ Ran over 100 experiments, maewhsolmmwmmmm-m Source: Internal Goog}e Document,

B v Ty e i gt “Prep - Product Ads Roundtable” (Nov. 11, 2010) -

e Short video and then lve demo [Jiiu 1o send sample queries] ;:m:::i;n (UPXO440, at _590)
text and offer




Google Views Text Ads as Distinct From Other Search Ads

Google

G

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

Product Ads “Tetris” Update

\/RI J Canteamhbe N
VDU ELETTIDE o, Vi

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 & Auwtomotive = Summarny

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 - Sun

okt etk el B g “
ex il ket i oordor 10 ToEe by

0 i h ¥ achieve their meirics on Facebeck.
I s ity ol per clients can with a degree of confid - ges will Impsct thels campaign metrics.

r
¥ spams n pacerints ol rie v srre Cdd

Why is search impertant to us

< T PRI R T

Sell Cary Objective Bresbdown - 2027 (Sowrce 10C Fil DAMM 2018)

Source: Facebook document,

- CONEIDENTIAL TREATMENT.REQUESTED BY. FACEBOOKING EBDOJGO0G. 00361068 “GOOg*e Search & Automotive - Summary"
| CONFIDENTIAL TREATMENT. REQUESTED BY. FACEBOOK.ING EBDOJGO0G, 00351063, (Oct. 25, 2018)

(UPX0915, at -063)




9 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

Raise awareness of,
l build interest in, ’ l>> Displav ads (incl. Social Medla)J

INTEREST product
DESIRE Harvest Demand
: merease desirefor 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
il visils by
. et the user
Executive Summary by the usar
Note: al nuembers cited in this document are publicly avatable via the links provided, iml e

1. Typesof ads offine and on
a, There are two major kinds of offiine ads, dirg
Drrect response ads such as direct mail, cals

e ol Search ads are an effective form of advertising since queries are a strong signal
b. Though the propertes ol dired response al

e e il O USET INterest and intent and the ads appear immediately after the query is

s entered.

uSers,

€. Advertisers can also use lacation targeting [pizza near me] and some
demographic targeting on age and gender,

d. Only 6% of the chicks on major search ngtnesaresemchasd chcks; the ofer
94% are (unpaid) organic clicks. The reveniga o ibaad oo smenectr
other operations of the scarch engine.

3. Display ads
a. Since-ciesing

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

geting mec!
5001, Thes eamdesmmhm
b. To oversimplity a lie, publishers request ag

an auction to assign ads io publishers using
2. The moct valuable bem of dicplay ade are
adverliser credes alist of user devices (e
purchase, and Instrects the ad L‘hm\? .
the adventiser & largeting ads Io devices no

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

From: Arver Nagmi « Bgooge.com s on behal? of Asar Mg
Saat Thwarsday, Aged 01, 2008 458 PM

Tee Pangd Toxde

x il Vanar, Bran

Hal, Paul

On Wed, Apr 2, 2008 at 5:10 PM, Hal Varian < (@google.com> wrote:
i s 1w v i sl One way to think about the difference between search and display/brand advertising is to say that "search ads
I purpose | he question i why s n that M5 % = " - " T ]
biven the huge st of esesrch (wnech of & help satisfy demand” while "brand advertising helps to create demand.

yuestion the value Of Seasch advertsing | In s
numbhers (that | have seen) on the valse of displ
advertiang. especially from MSFT and YHOO §
advertisang I | am right sbout there being ne

Hamanes away o i it whe ey spred When I see a display ad for a new fuel efficient Toyota, I might think "gee, maybe it's time to buy a new
N N car". The display ad has stimulated some latent demand. When I go to Google and search for "toyota” I am
You - ik success b s 10 demonsirre that now trying to satisfy that demand.

In conumciion

Moo [thanks for the combined name Hal | ) | che
of the current ple. While we clearty noed 1o resp
sire all the pee by demonsiraling posdive ROH O Bofh Se

On Wad, Ape 2, 2008 a1 8 10 PM, Hal Varian goughe
Ome way 1o think about the differymce betwoen search and

heldp sansly demand™ whibe "brand sdvening b IPTA
When | 560 a display s T & mew fegl efficient Tovota, | mighn think "poe. maybe il's Tme 1o buy o sew
ear® The display ad bas stimulated some Latenl demand 'When | go to Google and search for "toyoma™ | am

N (rying te aatsly thal densand

It 15 definsiely hard 1o measure the mpect of brand advertisang snce there is often conssdorahle lag betwaoen
expoaise and puschase (al least R big ket items like can)  Bul there are enough cases thal indicate Thal al
lpast some brand advertising s very effective  Paul Todd, Peter Kellis, Dvane Lambert and others are working
um ways [ mewsee mpact of brand advertismg, bul & big pan of §l i looking at ow i brend exposare
Impacts search bebayis

Heve's ome of my colunins on sdvenising mapact in & markes where 8 is relatively casy 10 measse cosverson
herp peophe chool berkeley edw'—hal peoplehal Y Times 2006-00-0 1 tm|
{However, | doet kiow how effective by particular] sl of ad would be online )

Source: |nternal Google email chain (Apr. 2, 2008)
L (UPX0411, at -638)




Industry Recognizes Search Ads as Distinct from Other Ad Channels

— Booking.com

i Fakeuany 20710 [ oV ap———
Booking com ANSWERS to QUESTIONNAIRE FOR ADVERTISERS [
by the E Commession. " 3 i i [ I -
AT.40660 - Google Adtech, ATAOGTO - Google Data elated practices . Source: Bookmg__corn document, Booking_com f\nsﬂwrers to Questhnnaire for
Ouedune: 1801071 sxsended 10 16372031 — Advertisers by the European Commission™ (Feb. 1, 2021)
Contiet datalls 8nd inlarmation B yous andamaking __ T . (UPXM35 at —058)

tr brdei e (acdlale jrailis be®w nfeguains jlidhs Fuluabe P pefis eagaiihlie ke Po rejde b
i el s e

| Conmpteny Bty Lorn

oA .:mnm A e Hopng ot

o Eg:'.,;.t?,_‘-"”“" (b) whether you consider online search advertising and online display advertising as substitutes?® for each other
- inak g £

" il or complements and for what reasons;

o i _ _

Camptny b e by oo Confidential Reply:

Gueswoms « Answers We consider these as complementary rather than substitutes.

WEF I THIhS

0 LS A, 1SN0 RO MG Search and Display Ads are not seen as substitutable to one another by Booking.com because they target users

Al formmat wpeciE e wag 18 wiER awrang Coderr B dsgRayed, el
ey wides il {ush ib A bl fagE, Davinds of eiiey) o @ vileo il

in very different situations/environments, providing a variety of contexts for influencing potential customers.

Ad wrvehbavy. the aran! oF ADdce 00 & welade aRLMEch o onlre
oy e}

I s DA 5 i Sy v i Search Ads are targeting users who are often in a high intent situation, who are actively seeking out an answer
Skl Caigaa Sranns Aysisbie GOSE platdinm. by detereung 0 il

o oy e e to a specific problem or need.

Eurapasn Doanomic Ama [EEAT) mfers 1o Wember Tiates o e £l " . . x " .

o g g oedrossbsrbends Display Ads are targeting users (audiences) who are, more often than not, doing something very different to the
lecwtagy 1 Saboe e fusthase 4 s a8 rmericy o0 b 8 adverts they are being shown - therefore, a lower intent environment and exhibit lower engagement.

Atemibhin i i BJETICHE A0 By SSARIAE Tl iy Hiidm Ml ool

Figader Babding. uyenelc sfarinng rolvegen et o ooy S
vy @ Me e e |6 letoade Peadel Delliag, Te sufla _

As a result of the different contexts the user engagement and resulting performance is very different between

":yn.,u““*“i”if:““ “':‘ Search & Display advertising - further underlining why they are not substitutable. Both ad formats have their
T (L IRRKESER s s 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

Testimony of Joshua Lowcock,
Global Chief Medlia 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 guide for Research collaborators snd Thres

a

Advertisers do care about the incrementality of their advertising spend, but it is difficult 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 run 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.

NEB: All of the content and documents linked in|
confidential. Please do not share any of this mate
Auction and Prediction Stack SWEs/PMs without ©

Introductan

Background
Yalus Besarve Bricieg

Requirements for Auction design

Introduction
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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

Redacteg

== SEM/Shopping
Funnel

Channel

Discovery/GDN

Yahoo/MNative

Display/GDN

Redacted

Source:

Apparel Company
Redacted

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

Gmail Ads

Meon-Brand Search

0%

Brand Search

High ROAS - capture

available demand

Shopping

200%

“Focus less on % going to
mid funnel channels and
more on the mid funnel
channel mix / how it
impacts the entire
business. . .. Give mid
funnel channels room to
operate at a lower ROAS
knowing they drive quality
new customers who
convert through other
channels (brand search,
direct, organic, email)[.]”




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)




9 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

Booking com ANSWERS o QUESTIONNAIRE FOR ADVERTISERS
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Shverbainy LanyamE S aveimbie GgEsl plaians by detsnwey 0 opsl bew absh ady shisd
o o and when, e servarg the ads. and messenng el pedorance Speclc ad senens s
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[ Booking.com

We feel there are a variety of platforms where we need to be present as this
is where a lot of people are spending their time on. Google has by far the
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 === glternative to reach
the same number of users. This would likely leadtoa === reduction in

bookings. and consequently a Redacted in turnover of our

company.

Source: Booking com document, “Booking com Answers to Questionnaire for
Advertisers by the European Commission” (Feb. 1, 2021)
(UPX0435, at -062)



Apple Search

Advertisers Perceive Limited Alternatives to Google

Marketing/Q&A

Jic

Do we need to spend RedaCted on Google?

-Google's dominance allows them to retain 90%+ market share in AMR, EMEA & RPAC.

Redacted

Redacted

Source: Apple document, “Apple Search Marketing/Q&A, SEM, SEO & Google™) (Jan. 19, 2017)
(UPX1131, at -370-71)




Advertisers Perceive Limited Alternatives to Google

Testimony of Joshua Lowcock,
Global Chief Medlia 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

LALAE AL St b8 2t ]

V g

Source: Excerpts of Slides from

Google presentation,
Redacted

(UPX0526, at -b45, -b49)

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

pese b e ek Potential mitigation: Provide more
yeis - € 2 k
S0% of all segments wil see less than 16% of rows dropped transparency by clustering queries
09 1 all saagments will see less than 33% of sosend « bfuscated (Eg C()nlra CUﬂCEDtS) (1 Cmtm
eng FTE + BP FE/UX resources)

QOverall ~-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 advertisers 1o share more data (e.q.
conversion values) and moving towards more “dlack box® automation, while removing controls previously in place (e.g.
changing match type behavior)

Performance and optimization
Impact on internal 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 to SKAG and/or increased Exact match usage (+ more complex accounts) in attempt to increase control
and data availability




Industry Perspective: Impact of Google’s Restrictions

Friven: Pk min, | oni

g Souption Addur (455 e

. e e Subject: Google Limiting SQRs

W |

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

::..;‘?:1..::;;,‘:':“: https://searchengineland.com/google-ads-to-limit-search-terms-reporting-citing-privacy-340137

ko o s s e g 4 s v o 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.

S s it

it @tr's.co
RANK OF AMERICA 7%

Soarh Coviter of | wiefierae

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 Fashaky o
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Sudject ML Gl {iviting W3Ry
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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

R
"' We®

tinuiti

Google Ads
Benchmark Report

Triopoly Series @

=2

The Fallout
Google’s September
Search 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 keyward 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
Redacte
Redacted
Source: Internal document,
Redacted (Apr. 1, 2021)

(UPX0511, at -611)



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

Google

Q. ' lawn mowing service residential X

EC ]
)

Keyword Match Types

p— User Queries

/i \

{ '

ll- / ' =
i ’J Before [ tennis shoes Q/‘

JoAnne's Pro Shop

Keyword | Exact Match Phrase Match | =l o=0 0 U5 (6
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DXD-11.016
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Source: DXD-11.016

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



Generalized Second-Price (GSP) Auction

R T i GRS SESRSESHINS. FROOREINS N RN SRR R [N ISR TN BRSNS BT ]

|
'Pos1  AdB  $12 Price = $0.91AdS |
s 203 | Pos2 AdA Pri $0.81 |

0S rice = A

AdB  $1.2 : 2019 I
AdC  $0.8 ' Pos3  AdC  $0.8 Price = $0.61 I
|
AdD  $0.6  Pos4 AdD $06 Price = $0.26 |
1 [
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Reserve price = $0.25

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 now set at amount needed to
equal inflated Ad Rank



Cumulative Effects of Google’s Control

Redacted
Red
Redacted
Source: Internal document,
Redacted (Apr. 1, 2021)

(UPX0511, at -619)



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)
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