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Revenue
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“Mandatory”

“Always On”

3
REDACTED FOR PUBLIC FILING



“No Real Market Pressure”
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“Rank ads sub-optimally in 
exchange for more revenue”
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“Code Yellow”
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Monopoly Power

9

“Monopoly power is the power to control 
prices or exclude competition.” 

United States v. E.I. du Pont de Nemours,
351 U.S. 377, 391 (1956) (emphasis added)

“[T]he material consideration in determining 
whether a monopoly exists is…[if] power 
exists to raise prices or to exclude 
competition when it is desired to do so.” 

Am. Tobacco Co. v. United States,
328 U.S. 781, 811 (1946) (emphasis added)

Direct evidence shows a firm's “power to 
control prices or exclude competition.”

United States v. Microsoft Corp.,
253 F.3d 34, 51 (D.C. Cir. 2001) (emphasis added)

Monopoly power exists where “something a 
firm without a monopoly would have been 
unable to do” or behavior “difficult to 
explain unless [the defendant has] a monopoly 
product.”

Microsoft, 253 F.3d at 57–58 (emphasis added)
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Monopoly Power: 
Direct Evidence

10
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A Monopolist Controls Prices

“Monopoly power is the power to control prices or exclude 
competition.”

United States v. E.I. du Pont de Nemours,
351 U.S. 377, 391 (1956) (emphasis added)

11
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A Monopolist Raises Prices When It Desires

Dr. Hal Varian
Chief Economist

Q.   A monopolist who sells things through an auction could control the 
auction’s outcome by changing the design of the auction itself?

A.   There could be ways to do that, yes.

* * *
Q. A monopolist who sells things through an auction could influence 

the auction’s outcome by changing the algorithm that runs the 
action; is that right?

A. Well, yes. If he changes the algorithm, you get a different answer.

Q. Finally, sir, a monopolist that wanted to influence the result of an 
auction would have a number of levers that it could use, correct.

A. Correct, yeah.

Tr. Testimony

12
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Tr. 464:14–17, 465:4–12 (Varian (Google)).



Google Uses Knobs And Tunings To Raise Prices

Jerry Dischler
VP & General Manager, 

Google Ads

Q.   And Google has pricing knobs or tunings that it 
can use to impact search ad pricing; correct?

A.   Yes.
Tr. Testimony

Dr. Adam Juda
VP, Product Management

Q.   And you defined a tuning as a mechanism by 
which the weights in the auction function are 
adjusted. Would you agree on that?

A.   That sounds reasonable to me.
Q.   Tunings can impact pricing, correct?
A.   They can.

Tr. Testimony

13Tr. 1207:17–19 (Dischler (Google)); Tr. 4111:12–17 (Juda (Google)).
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Google Defines “Fair” Prices As Higher Prices

Dr. Adam Juda
VP, Product 

Management

Q. So, yes, ads quality sometimes does try and 
raise prices.

A. I would describe it less as raising prices and 
more coming up with better prices or more 
fair prices, where those new prices are 
higher than the previous ones.

14

Tr. Testimony

Tr. 4108:8–15, 4110:2–11 (Juda (Google)).
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“Code Yellow”: A Call For More Revenue

2019

“[C]alling a code yellow for Search 
revenue starting today. We’ve seen 
steady weakness in the daily 
numbers and are likely to end the 
quarter significantly behind if we 
don’t turn things around.”

“The timing of our revenue 
launches is slightly behind where 
is was last year.”

UPX2043 at -063 (emphasis in original) (emphasis added in red).
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Google Profitably Raised Prices By 5% Or More

Jerry Dischler
VP & General 

Manager, Google Ads

Q.   And in some of the launches you recall have increased 
prices 5 percent; is that correct?

A.   Yes; for the typical advertiser, yes. With every advertiser, 
every advertiser behaves differently.  So I’m not going to say 
across the board.

* * *
Q.   And when Google launched price increases of 5 percent on 

search ads, it resulted in an increase in revenue to Google; 
correct?

A.  Typically, it would result in an increase in revenue.
Tr. Testimony

16Tr. 1208:11–24, 1209:5–8 (Dischler (Google)).
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Google Can Profitably Raise Prices By 10% Or 15%

17

Jerry Dischler
VP & General 

Manager, Google Ads

Q.  Sir, would you agree that Google has raised search ad 
prices by 10 percent for some queries?  Correct?

A. By 10 percent for some queries?  It’s possible, yes.
* * *

Q.  Would [Google] keep enough advertisers so that [its] 
revenue would go up if [Google] implemented a 15 
percent increase?

A.   I imagine that’s what the author would say, yes.
Q.   Do you have any reason to think that that's not true?
A.   No. 
Q.   Yes or no, did you give that answer?
A.   That is the answer I gave on September 28, 2020, yes.

Tr. Testimony

Tr. 1209:2–4, 1213:18–1214:5 (Dischler (Google)).
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Google Has Increased Search Ad Prices

18

Dr. Mark Israel
Google Expert

Compass Lexecon

Q.   Now, prices for Google's ads have risen 
over the past decade; is that right?

A.   Overall -- nominal prices on average, I think 
it’s fair that they have gone up. It 
depends a lot on what you look at and what 
index you use, but I think it's fair that on 
average, they've gone up.

Tr. Testimony

Tr. 8855:12–20 (Israel (Def. Expert)).
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Search Ads Price Increase: CPCs More Than Doubled

19UPXD102 at 65.
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Google’s Search Ads Price Index, PCs and Mobile Phones (US)

Redacted

Redacted

Redacted

Redacted

Redacted

Redacted
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Search Advertising Is Incredibly Profitable

Adrian Perica
VP, Corporate Development

“[T]here aren’t so many businesses on the 
planet that have such high marginal 
profit[] on incremental revenues.” 

UPX0635 (2018)

Dr. Sridhar Ramaswamy
Former CEO & Founder at Neeva; Former SVP, 
Ads/Commerce at Google

20

“[S]earch is one of the most profitable 
businesses ever.”

Tr. Testimony

Nick Fox
VP, Product Management

“What are our superpowers? . . . .  Resources: our core 
business (Search) is incredibly lucrative … providing endless 
capital….”

UPX0275 (2021)

UPX0635 at -352 (emphasis added); Tr. 3796:5–3798:22 (Ramaswamy (Neeva)); UPX0275 at -078 (emphasis added).
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Google Can Ignore “Fundamental Laws Of Economics”

2020

21

“Search Advertising is one of the world’s 
greatest business models ever created . . .”

“Part of what has been so amazing about that is 
that we’ve essentially been able to ignore one of 
the fundamental laws of economics – 
businesses need to worry about supply and 
demand[.]”

“Sure, we had to build the best product, made 
smart marketing/distribution investments to get 
our product everywhere, but we could 
essentially tear the economics textbook in 
half[.]”

UPX0038 at -619 (emphasis added); Tr. 1694:15–1697:22 (Roszak (Google)).
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20%+ Year-Over-Year Revenue Growth

2018

Dr. Prabhakar Raghavan
SVP, Knowledge & Information Products

Q. And this chart shows that between the years 2010 and 2018, 
the . . . Search Ads team consistently met the OKR for revenue 
growth in the neighborhood of 20 percent; correct?

A. Yes.
Tr. Testimony

22UPX0342 at -824; Tr. 7549:6–9, 7549:22–7550:1 (Raghavan (Google)). 22
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Moving From Query Growth To RPM Growth

2018
RPM has become the dominant growth driver
acacacacaca a accaccacca aa acaca acacac acac acaca acac acaca a acacacac

Maintained ~20% Y/Y growth over several years
RPM gains making up for diminishing query volume contribution

1 Monetisation gains now 
driving majority of revenue 
growth
• In 2018:  of growth driven by 

RMP, howeve
Red.

r that gets to aa%+ 
when we adjust for country mix

Red.

>> What’s the source of the
RPM strength?

23

Redacted

UPX0342 at -825–26 (emphasis added).
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Google Used Levers To Meet Wall Street Revenue Targets

2019

24

“If we don’t hit plan . . . we miss the 
street’s expectations again . . . so we 
get punished pretty badly in the market.  
We are shaking the cushions on 
launches . . . .”

Jerry Dischler
VP & General Manager, Google Ads

Q. Part of your goal of shaking the cushions was to find more 
revenue for Google; correct?

A. My goal was to get creative so that we could try 
to make our quarter, yes.

Tr. Testimony

UPX0522 at -193 (emphasis added); Tr. 1216:20–23 (Dischler (Google)).
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Google’s Steady Increase In Search Ads Revenue

2018

25

First off we wanted to remind you that we are all part of a most amazing business.
Search Ads + O&O has grown at an incredible rate over the past decade - typically in the high 
teens - reaching $98B last year, and despite covid - we’ll exceed $100B this year.
You can see that the vast majority of our growth has come from Mobile search - especially in the 
last 5 years.
Desktop has largely plateau-ed, while AFS has declined.
And just in the last couple years - you can see O&O like discovery and gmail starting to really 
contribute.

UPX0012 at .002 (emphasis added).



Google Search+ High Margins And Profits Are Durable

UPX7002.A at .001 (emphasis added).

• Search Ads 
revenue exceeds 
$150 billion today

• Gross margin 
exceeds   %

• Operating profit 
exceeds   %

26

Red
.

Red
.
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Monopoly Power: 
No Consideration 

Of Competitor Pricing

27
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Monopolists Do Not Consider Rivals’ Prices

Monopoly power exists where a firm sets prices “without 
considering rivals’ prices, something a firm without a 
monopoly would [be] unable to do.”

United States v. Microsoft, 253 F.3d 34, 57–58 (D.C. Cir. 2001)

28
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Google Does Not Consider Competitor Pricing

2022

29

“As a general matter, Google does 
not regularly or systematically 
compare ‘the relative pricing’ of 
different Google digital 
advertising products, nor does 
Google regularly or systematically 
compare ‘the relative pricing’ of 
‘Google search advertising’ to 
advertising provided by different 
sellers.”

UPX6021 at -400 (emphasis added); see also Tr. 4292:11–16 (Juda (Google)).
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Google Does Not Consider Competitor Pricing

30

Dr. Adam Juda
VP, Product 

Management

Q.  Sir, you’re not aware of anyone at Google doing 
any analysis of Bing’s auction model; correct?

A.   No one immediately comes to mind.
Q. You’re also not aware of anyone at Google ever 

doing any analysis of pricing of search ads at 
Bing; correct?

A. Nothing immediately comes to mind.

Tr. Testimony

Tr. 4292:11–16 (Juda (Google)).
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Google: No Market Pressure To Clean Up Advertising

2016

31

Jerry Dischler
VP & General Manager, Google Ads

“We never really had 
market pressure to clean 
up advertising . . . .”

UPX0461 at -732 (emphasis added).
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Google Does Not Consider Competitor Pricing

32

Dr. Adam Juda
VP, Product 

Management

Q. THE COURT: So is there any variable in the 
algorithm that takes into consideration the cost 
of advertising on other digital platforms?

A. THE WITNESS: No. I don’t think we would know 
with enough confidence what that would be at the 
auction level even if we wanted to do so, but no, 
I can’t think of anything like that.

Tr. Testimony

Tr. 4290:20–4291:1 (Juda (Google)).
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Google Did Not Consider Facebook

33

Sundeep Jain
Former VP, Product 
Management (Mar. 

2013-Oct. 2018)

Q. Was competition with Facebook for advertisements 
something you would consider when deciding 
whether to enact a particular user interface launch 
at Google?

A. [T]here are so many factors that go into a user 
interface launch. . . . I don’t think we looked at 
Facebook’s ads as -- so broadly, not really.

Tr. Testimony

Des. Tr. 202:17–24 (Jain (Google) Dep.).
REDACTED FOR PUBLIC FILING
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Competition Lowers Prices

2017
“Japan is unique, we have a big 
competitor unlike US and UK.”

* * *
“JP [Japan] is unique among our major 
countries in the sense that we have a 
player who competes against us head-to-
head, Y!J . . . Advertisers split their 
search budget to Y!J and Google, 
which makes auction pressure on 
Google less.”

UPX0462 at -844; see also Tr. 1550:22–1556:21 (Roszak (Google))
REDACTED FOR PUBLIC FILING



Monopoly Power: 
Market Shares

35
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Monopoly Power: Market Shares

Market share of 60-65% meets “the levels that courts 
ordinarily find sufficient to establish monopoly power.”

 FTC v. Facebook, Inc., 581 F. Supp. 3d 34, 47–48 (D.D.C. 2022) (citations omitted)

36
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UPXD102 at 63. 37
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Market Definition:
Search Advertising

39
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Relevant Market Based On Market Realities

40

“Congress prescribed a pragmatic, factual 
approach to the definition of the relevant 
market and not a formal, legalistic one.” 

Brown Shoe Co. v. United States,
370 U.S. 294, 336 (1962) (emphasis added)

Expert conclusions on relevant market must be 
“consistent with the business realities” of a 
company. 

FTC v. Sysco Corp.,
113 F. Supp. 3d 1, 36–37 (D.D.C. 2015) (emphasis added)

“[T]he relevant market must include all 
products reasonably interchangeable by 
consumers for the same purposes.” 

   United States v. Microsoft Corp., 
253 F.3d 34, 51–52 (D.C. Cir. 2001) 

(emphasis added) (cleaned up)

“[C]ourts look at whether two products can be 
used for the same purpose, and, if so, whether 
and to what extent purchasers are willing to 
substitute one for the other.” 

 United States v. H & R Block, Inc.,
833 F. Supp. 2d 36, 51 (D.D.C. 2011) 

(emphasis added) (cleaned up)
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Not Reasonably Interchangeable

41
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Not All “Competitors” Are Included In A Market

42

“[A]lthough it is literally true that, in a general 
sense, cash and checks compete with general 
purpose cards as an option for payment by 
consumers . . . cash and checks do not drive many 
of the means of competition in the general purpose 
card market.”

 United States v. Visa, 
163 F. Supp. 2d 322, 338 (S.D.N.Y. 2001)

“[T]he mere fact that a firm may be termed a 
competitor in the overall marketplace does 
not necessarily require that it be included in 
the relevant product market for antitrust 
purposes.” 

FTC v. Sysco Corp.,
113 F. Supp. 3d 1, 26 (D.D.C. 2015) (cleaned up)

“[W]hile providers of all tax preparation methods 
may compete at some level, this does not 
necessarily require that [they] be included in the 
relevant product market for antitrust purposes.” 

United States v. H & R Block,
833 F. Supp. 2d 36, 54 (D.D.C. 2011) (cleaned up)

REDACTED FOR PUBLIC FILING

“At a high enough price, even poor 
substitutes look good to the consumer.” 

United States v. Eastman Kodak Co., 
63 F.3d 95, 105 (2d Cir. 1995)

 (emphasis added) (cleaned up)



All Digital Advertising Is Not Substitutable

“In other words, the existence of a larger market within which two 
products compete does not necessarily mean that they are 
reasonably interchangeable substitutes for one another. In this 
case, there is undeniably a broader market for digital healthcare 
advertising in which programmatic, social media, and endemic 
websites all participate. But the viability of such additional markets 
does not render the one identified by the government unusable.”

FTC v. IQVIA Holdings Inc., 
2024 WL 81232, at *24 (S.D.N.Y. Jan. 8, 2024) (emphasis added) (cleaned up)

43
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Market Definition:
Search Ads

44
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Brown Shoe Factors

45

• Peculiar characteristics and uses

• Distinct prices

• Industry or public recognition of the market
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Search Ads Defined: Response To A User Query

46

46

Joshua Lowcock
Global Chief Media Officer

REDACTED FOR PUBLIC FILING

Q.   Could we focus on search advertising for a moment? How 
do you define “search advertising”?

A.   Search advertising can be defined as advertising that you 
buy in response to people conducting a search on a 
search engine or platform.

Tr. Testimony

Jerry Dischler
VP & General Manager, 

Google Ads

Q.  . . . A search ad is an advertisement that’s displayed on a 
search engines result page in response to a user query; 
correct?

A.  Yes.

Tr. Testimony

Tr. 3803:21–25 (Lowcock (IPG)); Tr. 1173:13–17 (Dischler (Google)).



Search Ads Are A Market “Of Course”

47

2020

REDACTED FOR PUBLIC FILING

Dr. Hal Varian
Chief Economist

“[T]here is a market for search 
advertising of course.”

UPX0452 at .001.



Search Ads Are “Evergreen”

48
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Tracy-Ann Lim
Managing Director, 
Chief Media Officer

A.  [P]aid search is . . . an always-on channel so we 
call it like an evergreen media channel, where we 
capture demand year-round, whereas other[] 
channels, like paid social, operate on a campaign 
timetable so a campaign has a beginning, a middle, 
and an end. 

* * *
Q.  And when you say always on, what does that mean?
A.  Every day of every week of every month year-

round.
Tr. Testimony

Tr. 4841:13–4842:3, 4849:8–9 (Lim (JPMorgan)).



Search Ads Are Constant

49

2018

REDACTED FOR PUBLIC FILING
DX0412 at -665.



Search Ads Are Not Substitutable

50
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Joshua 
Lowcock

Global Chief Media 
Officer

Q.   Mr. Lowcock, could you explain the differences in your mind 
between “search” and “display” and whether or not they are 
substitutable from your perspective in your business?

A.   Display advertising is primarily to drive awareness, what we 
would call brand advertising. Search advertising is lower funnel, 
primarily intended to capture intent. I would not consider them 
substitutable.

*  *  *
Q.   Mr. Lowcock, could you please explain whether you consider any 

particular ad inventories or platforms to be must haves for an 
online ad campaign?

A.   I would go so far as search would be mandatory in any 
advertising campaign.

Tr. Testimony

Tr. 3824:20–3825:3, 3826:11–15 (Lowcock (IPG)).



Search Ads Are “Unique” 

51

51
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Ryan Booth
Senior Manager, 

Paid Search

A. . . . Back to earlier part of the testimony, 
search ads are unique in the sense that 
somebody is going and initiating the action, 
going to Google, going to Bing, asking for 
solutions to -- asking for a solution.

Tr. Testimony

Tr. 5220:15–18 (Booth (The Home Depot)).



Search Ads Are A Unique Channel

2020

52UPX0033 at -145.
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Market Definition:
Search Ads Pricing 
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Google Profitably Raised Prices By 5% Or More

54
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Jerry Dischler
VP & General 

Manager, Google Ads

Q.  And in some of the launches you recall have increased 
prices 5 percent; is that correct?

A.  Yes; for the typical advertiser, yes. With every advertiser, 
every advertiser behaves differently. So I’m not going to say 
across the board.

* * *
Q.  And when Google launched price increases of 5 percent on 

search ads, it resulted in an increase in revenue to Google; 
correct?

A.  Typically, it would result in an increase in revenue.
Tr. Testimony

Tr. 1208:11–24, 1209:5–8 (Dischler (Google)).



Google Search Ad Price Increases Were Profitable

55
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Prof. Michael 
Whinston
Plaintiff Expert

Prof. of Economics & 
Management, M.I.T.

A.   What they did is they artificially lowered or raised prices 
to advertisers, and they looked to see what happened to 
ad revenue.

* * *
A.   And the bottom line on this that they came to was, if we -- 

basically there’s what they called a stickage of 50 
percent. So if they raised prices 10 percent, revenue 
would go up 5.

* * *
A.   So, yes, there was some reduction in advertising, but it was 

low enough that raising prices was profitable, and that’s 
what convinced them that they could do this.

Tr. Testimony

Tr. 4791:21–4793:1 (Whinston (Pls. Expert)).
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Gamma Yellow: 20% Price Increase Was Profitable

2017

•

• “Agenda: 
o Do we want to raise prices? 
o Is it ok to raise prices? 
o How we would roll-out?”

“10% is believed to be safe
• WoW noise is high (50% by spend seeing more than 

10%). 
• We’ve launched things at 15% and heard nothing. 
• GY was 20% on mobile on average.” 

•
Redacted

“ @: one way to phrase this is that under perfect prices, 1 
penny less than the breaking point is the right amount.  
The advertiser is currently paying at least 20% less than their 
willingness to pay.”

REDACTED FOR PUBLIC FILING
UPX0036 at -063–64, -067 (emphasis added).



“Reassuring Piece of Evidence” Price Increases Stick

2019

57

“The AION long term AE was in that 
regards a key reassuring piece of 
evidence showing that Redacted        spend 
stickage to a detectable price increase 
matched shorter 6 week responses, while 
the CX Lab ROI study confirmed that 
advertisers do indeed detect and react to 
changes within these time frames.”

REDACTED FOR PUBLIC FILING
UPX0509 at -958 (emphasis added).
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Market Definition:
Brown Shoe Factors
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Brown Shoe Factors

60

• Peculiar characteristics and uses

• Distinct customers

• Distinct prices

• Industry or public recognition of the market

REDACTED FOR PUBLIC FILING
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Text Ads Are A Different Species

REDACTED FOR PUBLIC FILING

Dr. Hal Varian
Chief Economist

Q.   . . . PLAs are a different species than text 
ads; is that right?

A.   Yes.

Tr. Testimony

Tr. 423:12–14 (Varian (Google)).



Text Ads Defined

62

Jerry Dischler
VP & General Manager, 

Google Ads

Q. Sir, UPX12.005, is this an example of a text ad?
A. It is.
Q.    And a text ad contains the ad content and the text including 

possibly one, the URL, two, one to three headlines, and 
three, a one to two description line; is that correct?

A. That's correct.
Tr. Testimony

REDACTED FOR PUBLIC FILING

Joshua 
Lowcock
Global Chief 
Media Officer

Q. What is a text ad?
A. …So a text ad is just simply text, there’s no image, there’s 

no video, it is text only.

Tr. Testimony

Tr. 1179:20–25 (Dischler (Google)); Tr. 3809:13–23 (Lowcock (IPG)).



63.

Text Ads Give Advertisers More Control 

Jerry Dischler
VP & General Manager, 

Google Ads

Q.  Would you agree that a text ad gives an advertiser more control when their ad appears on a 
search engine results page?

A.  It does.
Q.  For a text ad, an advertiser can select a set of keywords to direct the text ad to appear in 

response to specific user queries?
A.  A specific set of user queries, yes.
Q.  But for a shopping ad, the advertiser does not select keywords that will respond to a query; 

correct?
A.  That's correct. Tr. Testimony

Dr. Hal Varian
Chief Economist

Q.  With text ads, the advertiser gets to choose the creative element in the ad?
A.  Yes.
Q.  With text ads, the advertiser can identify the distinctions in their product versus other 

companies?
A.  Yes.
Q.  With shopping or -- shopping ads, or PLAs, advertisers do not get to choose the 

creative in the ad?
A.  Okay.
Q.  True?
A.  I believe so. Tr. Testimony

REDACTED FOR PUBLIC FILING
Tr. 1185:13–22 (Dischler (Google)); Tr. 423:15–25 (Varian (Google))



Text Ads Have Distinct Customers

64

Jerry Dischler
VP & General Manager, 

Google Ads

Q.  And the majority of advertisers on Google cannot buy shopping ads or 
PLAs because they’re not actually selling physical products; correct?

A.   That’s correct.

Tr. Testimony

Tracy-Ann Lim
Managing Director, Chief 

Media Officer

Q.    And why does JPMorgan Chase not buy product listing ads or shopping 
ads?

A.    We, for the most part, represent intangible products and services.
Q.    So is it the case that the only search-related ads that JPMorgan buys are 

search text ads?
A.    Yes.

Tr. Testimony
REDACTED FOR PUBLIC FILING

Tr. 1183:16–19 (Dischler (Google)); Tr. 4848:9–14 (Lim (JPMorgan)).
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Majority Of Advertisers Buy Only Text Ads

Jerry Dischler
VP & General Manager, Google Ads

Q.  The majority of advertisers on 
Google purchase text ads, correct?

A.  That’s correct.
Q.  The majority of revenue that Google 

earns is from text ads, correct?
A.  Yes.

Tr. Testimony

REDACTED FOR PUBLIC FILING
UPXD102 at 37; Tr. 1476:25–1477:5 (Dischler (Google)).



Distinct Prices: Separate Auctions 

Dr. Adam Juda
VP, Product Management

Q. Google runs an ad auction for text ads, 
correct?

A.  We do.
Q. And Google runs a separate ad auction for 

shopping ads, or PLAs, correct?
A.  That is correct.

Tr. Testimony

Joshua Lowcock
Global Chief Media Officer

Q.  And when shopping ads are sold in an 
auction, is that the same auction or a different 
auction than the auction for text ads?

A. It’s a different auction.
Q. How does the auction for shopping ads differ 

from the auction for text ads?
A. They’re two separate auctions.

Tr. Testimony

66

Jerry Dischler
VP & General Manager, Google Ads

Q.   And I believe you stated that the auction for text ads 
is different than the auction for shopping ads or 
PLAs; correct?

A.   It is.
Q.   They're completely separate auctions; correct?
A.  They are.

* * *

Q.   And since text ad auctions and shopping auctions are 
separate, any changes to the pricing in one auction 
does not impact the pricing of another auction; 
correct?

A.   That’s correct.

REDACTED FOR PUBLIC FILING

Tr. Testimony

Tr. 4018:24–4019:3 (Juda (Google)); Tr. 3812:9–15 (Lowcock (IPG)); Tr. 1197:9–13, 1203:21–24 (Dischler (Google)).



Text Ads Are More Expensive 

67
REDACTED FOR PUBLIC FILING

UPXD102 at 39.



Text Ads: “Siloed In Their Own World”

2017

68
REDACTED FOR PUBLIC FILING

“[T]he hypothesis is that PLA’s are good 
experience on shopping queries, 
however, the cpc’s on PLAs arent [sic] 
comparable to text ads. Today these two 
formats are siloed in their own world 
and don’t compete, it will be worth 
looking at pricing from that point of view.”

PSX00191 at -723 (emphasis added).



69

Advertisers Bought Text Ads Even When Prices Increased

REDACTED FOR PUBLIC FILING

Joshua 
Lowcock

Global Chief Media 
Officer

Q.  And, Mr. Lowcock, if the price of Google’s text ads 
increased by 5 percent, would you recommend to your 
clients to move their ad spend elsewhere? 

A.  No.
* * *

Q.  Have you seen a trend with respect to the CPCs of 
Google’s text ads? 

A.  There has been an increase in price of CPC on text 
ads.

Q.  And have your clients moved their ad spend away from 
Google Search?

A.  No.
Tr. Testimony

Tr. 3825:12–15, 3826:4–10 (Lowcock (IPG)).



Text Ads “Exist For A Different Reason” 

70

70

REDACTED FOR PUBLIC FILING

Tracy-Ann Lim
Managing Director, 
Chief Media Officer

Q.  And just to drive down on this point, what is it 
that makes paid search text ads versus 
digital display ads not fungible?

A.  They exist for a different reason. . . .  

Tr. Testimony

Tr. 4856:16–4858:16 (Lim (JPMorgan)).



Text Ads Are “Distinctly Different”

71

2018

REDACTED FOR PUBLIC FILING

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

UPX0915 at -063 (emphasis in original) (emphasis in red added).



Agenda

Google Has Monopoly Power In Search Advertising1

Search Ads Is A Relevant Product Market2

Text Ads Is A Relevant Product Market3

Google Failed To Prove Procompetitive Justifications5

Google’s Price Increases Harmed Advertisers4

72
REDACTED FOR PUBLIC FILING



Advertiser Harm: 
Google Manipulates 

Auction Pricing 

73
REDACTED FOR PUBLIC FILING



A Monopolist Raises Prices When It Desires To Do So

“[T]he material consideration in determining whether a 
monopoly exists is . . . [if] power exists to raise prices or to 
exclude competition when it is desired to do so.”

Am. Tobacco Co. v. United States, 328 U.S. 781, 811 (1946) (emphasis added)

74
REDACTED FOR PUBLIC FILING



Pricing Knobs “Extract Value More Directly”

2018

75
REDACTED FOR PUBLIC FILING

UPX0889 at -783.



Google Manipulates Search Ad Pricing

76

2013

“What are we tuning 
again? Prices!”

REDACTED FOR PUBLIC FILING
UPX0043 at -582 (emphasis in original).



77

Google Raises Prices Through “Intentional Pricing”

2018 “We also directly affect pricing 
through tunings of our auction 
mechanisms, in general through the 
three levers that are format 
pricing, squashing or reserves. 
We’ll call this ‘intentional’ pricing.”

REDACTED FOR PUBLIC FILING
UPX0509 at -869 (emphasis in italics in original) (emphasis added).



Google’s “Intentional” Pricing Levers And Knobs

78

1. Format Pricing

2. Squashing 

3. rGSP

REDACTED FOR PUBLIC FILING



Advertiser Harm: 
Format Pricing 

79
REDACTED FOR PUBLIC FILING



Pricing Knob #1: Format Pricing

80
REDACTED FOR PUBLIC FILING

Jerry Dischler
VP & General 

Manager, Google Ads

Q.  And do you agree that format pricing is just 
one of the pricing knobs that Google has 
to adjust the search ads auction?

A.  Yes.

Tr. Testimony

Tr. 1273:10–13 (Dischler (Google)).



81

Momiji: Format Pricing Opportunity To Make “Billions”

2016

REDACTED FOR PUBLIC FILING
UPX0727 at -047; see also UPXD102 at 69.



82

Momiji: “Best Knob To Engender Large Price Increases”

2017

REDACTED FOR PUBLIC FILING

“Prices should go up . . .
GammaYellow: Prices could be higher, 
and we think we would keep the 
money[.]”

* * *
“Most gains in Top-1, where we have no 
way to say what formats should cost . . . 
Format pricing is our best knob to 
engender large price increases[.]”

UPX0507 at .004, .026 (emphasis added).



Momiji Increased Prices

83
REDACTED FOR PUBLIC FILING

Jerry Dischler
VP & General 

Manager, Google Ads

Q.  For the typical or average advertiser, there 
was a price increase as a result of the momiji 
launch; correct?

A.  For the typical advertiser, I believe the 
answer is yes, but as advertisers are fond 
of telling us, none of them are typical.

Tr. Testimony

Tr. 1274:21–25 (Dischler (Google)).



84

Google’s Search Ad Auction Is A Black Box

2017

“There will be no proactive 
communication of this change, and 
no comm doc or impact list will be 
shared with sales.”

REDACTED FOR PUBLIC FILING
UPX0456 at -283.



85

Google’s Search Ad Auction Is A Black Box

2008

REDACTED FOR PUBLIC FILING
UPX0925 at -765.



Advertiser Harm: 
Squashing

86
REDACTED FOR PUBLIC FILING



Pricing Knob #2: Squashing 

2017

87

Redacted

Redacted

REDACTED FOR PUBLIC FILING

“It is a pricing knob which increases 
an advertiser’s LTV based on how far 
their pCTR is from the highest pCTR 
on query.”

“[W]orking on using it to engender a 
more broad price increase.”

UPX0430 at -581 (emphasis added).



Squashing: Raises Price Against The Highest Bidder

88
REDACTED FOR PUBLIC FILING

Prof. Michael 
Whinston
Plaintiff Expert

Prof. of Economics & 
Management, M.I.T.

A.  [W]hat they would do is they would take . . . the 
bidder who had the second highest predicted 
clickthrough rate, and, in essence, in the formula for 
the auction, boost that ranking of that. And why? To 
basically raise the price against the highest 
bidder.

Tr. Testimony

Tr. 4790:19–4791:20 (Whinston (Pls. Expert)); see also UPX0442 at -869.



Squashing: Recover Lost Revenue

2017

89
REDACTED FOR PUBLIC FILING

“recover lost revenue from 
launches which create value 
for our users and advertisers, 
but reduce revenue for 
Google”

UPX0442 at -868; see also Tr. 4791:5–14 (Whinston (Pls. Expert)).



Squashing: Winner Pays More

90
REDACTED FOR PUBLIC FILING

Jerry Dischler
VP & General 

Manager, Google Ads

Q.  And Google has implemented squashing in its text 
ad auction dynamics; correct?

A.  It has.

Q.  And one of the effects of squashing text ads is that 
the top winner of the auction pays more; correct?

A.  In some cases, yes.

Q.  On average, the winner pays more; correct?
A.  On average, yes.

Tr. Testimony

Tr. 1222:3–10 (Dischler (Google)).



Google Trades Efficiency For More Revenue

91
REDACTED FOR PUBLIC FILING

Prof. Michael 
Whinston
Plaintiff Expert

Prof. of Economics & 
Management, M.I.T.

A.  [Google is] introducing inefficiency into the 
auction. . . . [T]hey’re willing to do that because it 
helped them extract more out of the highest – the 
advertiser most likely to win – the top advertiser. . . .

Tr. Testimony

Tr. 4793:2–17 (Whinston (Pls. Expert)).



REDACTED FOR PUBLIC FILING

“Negative User Experience” And 
“Negative Impact” On Quality

2017

92

“negative user experience 
consequences”

“negative impact on the long 
term incentives for advertisers to 
improve quality” 

PSX00167 at -212.



Reduces Quality For More Revenue

2018

93

“Another way of doing 
revenue-efficiency tradeoff: 
Rank ads sub-optimally in 
exchange for more revenue.”

REDACTED FOR PUBLIC FILING
UPX0051 at -241 (emphasis added).



Advertiser Harm: 
“Randomized” GSP

94
REDACTED FOR PUBLIC FILING



RGSP Replaced Format Pricing

2019

95

Redacted RedactedRedacted Redacted Redacted

Redacted Redacted
Redacted Redacted Redacted

Redacted

Redacted Redacted
Redacted

Redacted Redacted

REDACTED FOR PUBLIC FILING

“[It] introduces a probability of swapping ads as their scores 
get closer . . .”

“It avoids the creation of feature opt-out incentives common 
with mechanisms that are tied to ad features (e.g. format 
pricing), better embedding pricing into our auction.”

“It provides the high efficiency and large tuning range we need 
to accommodate Ads Quality tuning needs going forward.”

UPX0457 at -257–58 (emphasis added).



RGSP Is “A Better Pricing Knob”

2021

96

Redacted

REDACTED FOR PUBLIC FILING

“A better pricing knob than format 
pricing”

“Would likely replace format 
pricing”

“Initial impact of 10+% RPM with 
the current tuning knob”

DX0153 at -102.



Google Misleads Advertisers On RGSP

2018

97

“Randomization we can explain 
to advertisers”

* * *
• “Easy to tune, with the ability to raise 

prices (shift the curve upwards or make it 
steeper at the higher end) in small 
increments over time (AKA ‘inflation’)[.]

• We don’t want to have to say ‘we 
randomize’ – that will have perception 
problems[.]”

Redacted

REDACTED FOR PUBLIC FILING
UPX0059 at -619–20.



Advertisers Cannot Opt-Out Of RGSP

98
REDACTED FOR PUBLIC FILING

Dr. Adam Juda
VP, Product 

Management

Q. rGSP was a launch that was incorporated into the Google ad 
auction in around 2019; is that correct?

A. Seems right.
* * *

Q. But if they enter the ad auction in any way, they’re 
subject to rGSP; agreed?

A. rGSP is how the auction works today, yes.

Tr. Testimony

Tr. 4176:9–11, 4303:3–5 (Juda (Google)).



99

RGSP Manipulates The Ad Auction

Prof. Kinshuk Jerath
Plaintiff Expert

Prof. of Marketing, 
Columbia Univ.

REDACTED FOR PUBLIC FILING
UPXD103 at 43; Tr. 5491:3–5493:16 (Jerath (Pls. Expert)).



RGSP Incentivizes Advertisers To Bid Higher

100
REDACTED FOR PUBLIC FILING

Dr. Mark Israel
Google Expert

Compass Lexecon

Q.  Okay. So one of the things that rGSP does is, it 
says if you are bidding high enough, you don't 
have to worry about the swap, correct?

A. I think -- I mean, I think it incentivizes advertisers 
who have a high value on the spot to bid higher 
if they put a high value on the slot.

Tr. Testimony

Tr. 8877:20–8878:1 (Israel (Def. Expert)).



RGSP Does Not Improve Quality

2019

101
REDACTED FOR PUBLIC FILING

“[I]s there any component of quality?”

 “Does not directly touch quality.”

“Does exploration lead to better 
quality?”

 “[H]aven’t seen that it does[.]”

UPX1045 at -064.



Agenda

102

Google Has Monopoly Power in Search Ads & Text Ads1

Search Ads is a Relevant Product Market2

Text Ads is a Relevant Product Market3

Google Failed To Prove Procompetitive Justifications5

Google’s Price Increases Harmed Advertisers4

REDACTED FOR PUBLIC FILING



Google Has The Burden

103

Defendant’s burden to “show” a sufficient 
justification for its conduct, “specif[y] and 
substantiate . . . [its] claims.” 

United States v. Microsoft Corp., 
253 F.3d 34, 59, 66 (D.C. Cir. 2001)

“The Government, having demonstrated harm to 
competition, the burden shifts to Dentsply to show 
that [its exclusionary contractual provision] promotes 
a sufficiently procompetitive objective.” 

United States v. Dentsply Int’l, Inc., 
399 F.3d 181, 196–97 (3rd Cir. 2005)

“This burden-shifting has evolved based on 
which party has access to the various 
categories of evidence and information, with 
any evidence of pro-competitive justifications 
likely to be under the defendant’s control.” 

Viamedia, Inc. v. Comcast Corp.,
951 F.3d 429, 464 (7th Cir. 2020)

REDACTED FOR PUBLIC FILING

[T]he “procompetitive benefits” argument is the 
centerpiece of Meta’s affirmative defense to the FTC’s 
claims. . . . [B]ecause it is an affirmative defense, Meta 
will bear the burden of proof on the issue. 

FTC v. Meta Platforms, Inc., 
2023 WL 3092651, at *1 (D.D.C. Apr. 26, 2023)



Quality Adjusted Price

104
REDACTED FOR PUBLIC FILING



Google Prices Are Not Based On Competition

2016

105
REDACTED FOR PUBLIC FILING

“After years of reserve work, we still aren’t able to say what an 
advertiser’s value is.

We aren’t really detecting value, we are finding ideal reserve for click 
loss trade-off. So, it’s another revenue efficiency knob[.]”

PSX00211 at -138 (emphasis added).



106

Google Does Not Know Advertiser “Value”

2019

Redacted

Redacted

REDACTED FOR PUBLIC FILING

“If we had good estimates of the following two 
values for each ad, then we could simplify the 
system and pretty much call it a day:
• Blindness cost (or sightedness value) of the 

ad
• Advertiser value per click

We’ve tried to get good estimates on both of 
these values but have been unsuccessful.”

UPX0042 at -107 (emphasis added).



107

Google Chooses Revenue Over Quality

2018

Redacted

REDACTED FOR PUBLIC FILING

Dr. Adam Juda
VP, Product Management

“Within ClickQuality, I think the general 
belief is that we’re likely showing 
more low quality ads that we ought 
not be showing relative to high 
quality ads that are not making their 
way through to the auction.”

* * *
“Auction / Pricing . . . The general belief 

here is there is more juice in getting 
prices right (higher) than in 
improving the allocation of ads.”

UPX0467 at -332 (emphasis added).



No Analysis Of Quality-Adjusted Pricing

108
REDACTED FOR PUBLIC FILING

Dr. Mark Israel
Google Expert

Compass Lexecon

Q.  Right. You don’t try to determine what portion of 
nominal price changes is due to changes in 
quality; is that correct?

A.  I mean, I report what Google has done in 
measuring that. I don’t do a separate 
econometric study.

Tr. Testimony

Tr. 8876:17–21 (Israel (Def. Expert)).



109

Google Terminated Attempt To Measure Excess CPC

2022

REDACTED FOR PUBLIC FILING

“In early 2018, members of Google's ad auction team 
began what they called a ‘holistic pricing project.’ 
During this effort, the ads team tried to measure and 
track something they called ‘Excess CPC.’ . . . Google 
paused the holistic pricing project and the 
associated adjustments in late 2019.”

Dr. Mark Israel
Google Expert, Compass Lexecon

A. [Excess CPC] is Google’s metric that they reported 
over time.  I think they last reported a value in 
2020. . . . [I]t was their attempt to . . . measure 
something like a quality adjusted price.

Tr. Testimony

UPX6015 at -320–21 (emphasis added); Tr. 8584:18–8585:18 (Israel (Def. Expert)).



Expanded Keyword 
Matching

110
REDACTED FOR PUBLIC FILING



Expanded Matching Reduces Advertiser Control

2020

111
REDACTED FOR PUBLIC FILING

UPX0926 at -692.



Advertisers Cannot Opt Out

112
REDACTED FOR PUBLIC FILING

Prof. Kinshuk 
Jerath

Plaintiff Expert
Prof. of Marketing, 

Columbia Univ.

A. [T]his makes it easier for advertisers to enter 
auctions, but much more difficult for them to 
not enter these auctions. So on average, that 
would lead to thicker auctions, exactly as [the 
Court] said, and thicker auctions means more -- 
higher prices.

Tr. Testimony

Tr. 5481:23–5482:8 (Jerath (Pls. Expert)).



Thicker Auctions Increase Price

113

113

Jerry Dischler
VP & General Manager, 

Google Ads

Q. An outcome of semantic matching is thicker auctions, 
correct?

A. Yes.

Tr. Testimony

Joshua Lowcock
Global Chief Media Officer

REDACTED FOR PUBLIC FILING

Q. [W]hat effect on CPC would you expect an increase in 
bidders in an auction to have?

A. It would increase the -- it should increase the price.

Tr. Testimony

Tr. 1477:22–24 (Dischler (Google)); Tr. 3830:23–3831:3 (Lowcock (IPG)).



Thicker Auctions Increase Price

114
REDACTED FOR PUBLIC FILING

Dr. Mark Israel
Google Expert

Compass Lexecon

Q.  And all else equal, more advertisers in an 
auction tend to lead to a higher price?

A. . . . I think it’s probably true on average. . .

Tr. Testimony

Tr. 8860:5–16, 8590:22–8591:5 (Israel (Def. Expert)).



Match-Type Expansions Increase Prices

2018

115

Redacted Redacted

REDACTED FOR PUBLIC FILING
UPX1117 at -107.



Match-Type Expansions Increase Prices

2019

116

“[C]overage increase also 
leads to denser auctions 
and higher CPCs . . .”

REDACTED FOR PUBLIC FILING
DX0161 at -542.



Match-Type Expansions Increase RPM

2020

117
REDACTED FOR PUBLIC FILING

PSX00548 at -471.



Advertisers Cannot Opt Out Of Match-Type Expansions

118
REDACTED FOR PUBLIC FILING

Jerry Dischler
VP & General 

Manager, Google Ads

Q. Advertisers do not have the ability to opt 
out of semantic matching, correct?

A. That’s correct.

Tr. Testimony

Tr. 1478:12–14 (Dischler (Google)).



Advertisers Cannot Opt Out Of Match-Type Expansions

2019

119

“[I]t is like being in the 
ring with a sumo wrestler, 
with the lights turned off. 
We just have to keep our 
heads down and work hard 
to innovate our way to the 
next level.” 

REDACTED FOR PUBLIC FILING
PSX00036 at -968 (emphasis added).



Search Query Reports

120
REDACTED FOR PUBLIC FILING



“Massive Decrease In Query Visibility”

2020

121
REDACTED FOR PUBLIC FILING

“Google moved to reduce 
the queries included in 
Google Ads search terms 
reports, thereby limiting 
advertiser visibility into the 
specific queries driving ad 
traffic.” 

“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.” 

UPX0987 at -125–26 (emphasis added).



122

Privacy Explanation Is Pretextual

2020

“See below – one of the more egregious 
examples of Google removing 
transparency from advertisers under the 
banner of ‘privacy’, IMO. Search Query 
data has always [been] anonymized 
and aggregated.”

REDACTED FOR PUBLIC FILING
UPX0983 at -162 (emphasis added).



Privacy Explanation Is Pretextual

123
REDACTED FOR PUBLIC FILING

Mike James
Director, Software 

Development

Q.   . . . [D]o you recall any conversations with 
Google about whether there are privacy issues 
with regard to the data that you referred to as 
obfuscated in Exhibit 4?

A. I have no recollection of conversations 
regarding privacy concerns in the search 
query report data prior to this change.

Des. Testimony

Des. Tr. 260:16–22 (James (Amazon)).



124

Privacy Explanation Is Pretextual

2020

REDACTED FOR PUBLIC FILING

Dr. Adam Juda
VP, Product Management

“While a query can 
contain sensitive 
information . . . queries 
are not PII . . . ”

UPX0526 at -531.



Advertisers Do Not Know What They Are Buying

125
REDACTED FOR PUBLIC FILING

Prof. Kinshuk 
Jerath

Plaintiff Expert
Prof. of Marketing, 

Columbia Univ.

A.  [F]or 20 percent of their spend on Google, the 
advertisers were not even told which queries 
they’re buying . . . . [T]his is like if you buy a 
product in a supermarket but they don’t tell you 
what you actually bought. . . . You should be 
entitled to know that at least this is where I 
spent my money.

Tr. Testimony

Tr. 5470:7–5471:12 (Jerath (Pls. Expert)).



ROI

126
REDACTED FOR PUBLIC FILING



ROI ≠ Substitutability 

127
REDACTED FOR PUBLIC FILING



ROI “Within” Not “Across” Channels

128

2017

“[W]e should be more concerned about 
the perception of price / ROI 
changing within a channel rather 
than actual cross channel ROI 
comparisons.”

* * *
“[C]ross channel ROI comparisons 
appear to still be extremely difficult 
today, even for major players[.]”

Redacted
RedactedRedacted

REDACTED FOR PUBLIC FILING
UPX0519 at .001 (emphasis added).



129

ROI Does Not Equal Same Relevant Market

129

REDACTED FOR PUBLIC FILING

Dr. Mark Israel
Google Expert

Compass Lexecon

Q.  Right, but the simple fact that different 
things have the same ROI, that doesn’t tell 
us whether they’re in the same antitrust 
model?

A. I agree with that entirely. . .

Tr. Testimony

Tr. 8868:15–21 (Israel (Def. Expert)).



130

Complements Not Substitutes

130

Prof. Kinshuk 
Jerath

Plaintiff Expert
Prof. of Marketing, 

Columbia Univ.

A.  [M]oney is moved from one channel to the other, 
[but] that does not mean the channels were 
substitutes. . . .

* * *
A.  [M]oney has been moved from search to display, 

but not because the channels are substitutes 
or interchangeable, rather, because the channels 
are complementary and mutually reinforcing. . 
. .

Tr. Testimony

REDACTED FOR PUBLIC FILING
Tr. 5459:7–5461:15 (Jerath (Pls. Expert)).



131

Different Channels Are Complements, Not Substitutes

2019

REDACTED FOR PUBLIC FILING
UPX0427 at -030.



Advertisers Do Not Shift Search Spend

132

132

Ryan Booth
Senior Manager, 

Paid Media

Q.   Does your team shift ad spending that 
frequently between display and Google?

A.   Sorry, you’re talking about shifting money from 
display buying over to Google.

Q.   Or Google to display on a daily basis?
A.   No.
Q.   What about any social platforms?
A.   No. I would say our Google and Bing investments 

are pretty much interchangeable but distinct and 
separate from social or display.

Tr. Testimony

REDACTED FOR PUBLIC FILING
Tr. 5142:19–5143:4 (Booth (The Home Depot)).



133

133

Advertisers Do Not Shift Search Spend

Tracy-Ann Lim
Managing Director, 
Chief Media Officer

Q.  And do you typically shift the spend between search text ads 
and digital display ads based on the – if the relative cost of 
those ads would change?

A.  No.
Q.  And why is that?
A.  Paid search budgets are for paid search only. . . . They are 

distinct and different and separate. . . .
Q.  And distinct in what way?
A.  They are not fungible.

* * *
Q.  Do you typically shift ad spend between search text ads and 

social ads based on changes in relative cost of those ads?
A.  No.

Tr. Testimony
REDACTED FOR PUBLIC FILING

Tr. 4857:6–4858:3, 4862:7–11 (Lim (JPMorgan)).



134

Advertisers Optimize “In-Channel”

134

Joshua Lowcock
Global Chief Media Officer

Q. The engine will recommend moving spend from one ad 
format to another in order to improve ROI; fair?
A.  Yes.  It also talks about -- I mean, all in-channel 
optimization.

Tr. Testimony

Tracy-Ann Lim
Managing Director, Chief 

Media Officer

REDACTED FOR PUBLIC FILING

Q.  If you learned that the ROI on Bing search text ads was 
greater than the ROI on Google Search text ads, could you 
switch all of your search text ads spending to Bing?
A.  No. Our spend with Bing maxes out where their volume 
ends…[s]o once we max out there…there's no where else 
to go.

Tr. Testimony

Tr. 3958:10–3958:14 (Lowcock (IPG)); Tr. 4875:19–4876:4 (Lim (JPMorgan)).



Search Ads Are Constant
2018

135
REDACTED FOR PUBLIC FILING

DX0412 at -665.



Google Discovery Ads

136
REDACTED FOR PUBLIC FILING



Google Discovery Ads Are Social Ads

2020

137
REDACTED FOR PUBLIC FILING

UPX0033 at -117.



138

Google Discovery Ads Are Social Ads

2020

REDACTED FOR PUBLIC FILING
UPX0033 at -145.



Discovery Ads Are Not Substitutes For Search Ads

139

Dr. Prabhakar 
Raghavan

SVP, Knowledge & 
Information Products

Q.    . . . Demand Gen ad campaigns, like Discovery ad 
campaigns, are aimed at social buyers; right?

A.    At buying -- are aimed at the latent intent that Facebook, 
Instagram, TikTok, and others are capturing, yes.

* * *
Q.    Do you see. . . the headline is ‘no evidence of cannibalization 

with existing campaigns’?
A.    I do.
Q.    And that's saying that the Discovery ads campaigns aren’t 

cannibalizing what you're getting from Search ad 
campaigns; right? 

A.    Correct.
Tr. Testimony

REDACTED FOR PUBLIC FILING
Tr. 7543:8–15, 7543:25–7544:3 (Raghavan (Google)).



Nike Facebook Boycott

140
REDACTED FOR PUBLIC FILING



141

Nike Facebook Boycott: Search Ads Are Constant

2019

REDACTED FOR PUBLIC FILING

• Search Ad spend was 
effectively constant.

• Facebook Ad spend was 
primarily reallocated to 
Display Ads during pause 
period.

• Additional investment in 
Search Ads remained 
post pause period.

UPX2076 at -152.
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Ad Clicks Is A Flawed Proxy For Quality

• Trend line of ad clicks 
is not a proxy for 
quality.

• Decreasing organic 
clicks does not imply 
quality improvements.

• No evidence clicks 
alone equal quality.

REDACTED FOR PUBLIC FILING
DXD-29 at .129.
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“[A]dvertisers care, in the end, about 
conversions/purchases, not clicks.” 

Sundeep Jain
Former VP, Product Management (Mar. 2013-Oct. 2018)

A. Aaaaaaaaaaaaaaaaaaa aaaaaaaaaaaaa aaaaaaaa 
aaaaaaaaaaaaaa aaaaaaaaaaa aaaaaaaaaa aaaaa 
aaaaaaaaaaaaaa     aaaaaaaaa    

Redacted

REDACTED FOR PUBLIC FILING

. . . . [W]e can't draw 
the correlation on the click.  We have to draw the 
correlation to the quality of the post-click experience.

Tr. Testimony

UPX0342 at -864; Des. Tr. 58:16–59:20 (Jain (Google) Dep.).
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