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Agenda

e Review GDN / DBM updated customer segmentation
In keeping with the DDM / AdWords Design Principles
Goalis to assist LCS and SMB sales teams guide customers to the right display solution

e Review GDN Marketing Reboot plans for Fall 2015
Goal is to position GDN as an accessible programmatic solution & compiementary to DEM
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GDN/DBM: Customer Segmentation Summary

Messaging: Googie offers two programmatic buying options for display: GON and DBM. Each are builtto deliver
performance at scale in display. The choice between whether to use one platform or the other (or both) is
dependent on a customer s objectives core competencies/assets & organizational structure.

Differentiation Target Use Case Customer Segmentation
Deeply miegrated nto Most effective starting port for desplay and Typecally smaller and med-sized marketers
AdWords with synerges a5 a turnkey media solution who are able to sabsty thes desplay needs
for marksters and Broad reach wilth 3 sampie low-touch solubon with
agencies usmyg AdWards - Sophesticated targetng murumal CustomiZation

Actomated edding

Scaled creative
An megral pant of DOM to Marketers who need platform-dnven Large gisplay buyers sterested n
more effectively creale and  features for more customization across conscbdating ther display buynyg across
manage hobstic Campsgns  multiple inventory sources channeis and deploying 8 stralegy with a
ACTOSS Multiple - Broad sccess to all maor exchanges sngle wew of 8 customer

channeis/mverdory sources - integrabondcantrol of prophetary data
- Demand aggregator featuwres
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Project Simple: Customer Segmentation e Trosoeiionps

Data-driven review of Display marketplace identified four key segments of
buyers and characteristics of each

Customer Segments 2017 Forecast @ |mwﬂmmﬂm
TAM'  Platforms TA. CRM-Foouned. Large [top -~ T000) maskaters that have solwest
custommn wenl duty anel can utillze Bae b eehanced fargetion
il wtte iution.
3518 8148 ® Vi Super-Scalmi frand: tiarkoters Who may not R desp CRM
o — fata tut whose digtal advertising spesel s 50 brge el a amad

of sarmgs atifes sgreficant FvefEreil n (yoganmnetic  (wg.
bag UPG)  Thwy Sypically gpgee 1o hanrstaskd CRAL ihe Sata

(7) Mid-Sized Agency-Lad Customers (Torso/Tall LCS: Top Tier SMB)
5313 SﬁB - mﬁ-‘lﬂﬂ! ﬂ. fd:m m 1P R dxta) who o the sCake
DiHben T
. and thus seo comioitatss delogeting ey poogesmmatic  and
buyww) decmons 0 Dwr agencies

3) Non-Agency Sub-scaled
o  Gmaller digRal advertisers, who Can legely Acoorrgheh the

5338 S48 ruh @hing Cleciihves e Dre- 3800 BolUton ypcally i Hetwark s
@ Neatworks
Total (2017): S$1158 5248 *  Networks that everage mutiple platformis /oot 1o Sprove
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Detail: “Segment 1A” Marketer-led large Customers
57% are existing DBM customers, capturing just 2.3% of their TAM (2014 numbers)
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GDN Reboot

MARKETING PLAN
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Mid-sized advertisers believe programmatic is
the future of display —

but, they're struggling to figure it out and
they're not considering
GDN as a solution

“Quite honestly, | don't think of GDN as programmatic, but | wouldn be surprised If
there was some element of it.”

Surveyed Afvertae
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Quotes from llluminas GDN Brand Perception Research

“Quite honestly, | don’t think of GDN as programmatic, but | wouldn’t be
surprised if there was some element of it.” - Advertiser

“I don't think there has been as much emphasis from Google’s side to
educate agencies on how GDN has evolved.” - Agency

“I'm uncomfortable about even thinking about bringing that [programmatic]
role in-house.” - Advertiser
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Insights

Advertisers trust GON, bust they are also

unaware many of the beneflils >
Audience targeting. flexibility and ROI matter >
moE! 1o gecision makers 3
Advertisers know programmatic ls powerful, -
but they still don really know what it is

=l ™

Implications

Leverage equity as the leading trusted partner

to eoucate why GON ls more than just “display”

Prioritize messaging with audience targeting
apecifically Google-only strengths

Educate the industry exactly what
programmatic is and why it matters

Display Decision Criteria
Top Factors

Audience Targeting - 38%
Flexibility - 38%

ROI - 32%

Cost Transparency - 32%

Quotes about Display Decision Criteria

[ROI] “Conversions are the best way to gauge success. Over site views,
unique visitors, over all of these other fancy metrics, conversion are by far

the number one.” - Advertiser

Programmatic Expectations

89% of survey respondents are or will spend programmatically within 2 years

Top Benefits
Better Targeting Effectiveness - 45%

Quotes about Programmatic Expectations
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[Understanding] “There are barriers from an education standpoint. | have a
basic understanding of the programmatic landscape, but even | would
struggle to educate others.” - Agency

[Use] “Ease of use. Yes, | think that's going to be important. | mean, | don’t
want it to be something that has a big learning curve for myself.” - Advertiser

GDN Brand Perceptions

Platform or Network | trust - 48% (Closest competitors is Facebook - 42%)
Is an expert in display advertising - 45% (Closes competitor is Facebook -
37%)

Most common words to describe GDN: global, scope, scale, breadth.

Quotes about GDN

“I don't think there has been as much emphasis from Google’'s side to
educate agencies on how GDN has evolved.” - Agency
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Summary of Total Addressable Market (TAM) and Platforms Market

Totsl adrossabie market (TAM) and
Paathormme macket

- J014 revenus
Total Customews ': o

(58 / % of wial LCS revenue)
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Marketer-led customers (segment 1) get involved in stack decisions for two reasons: customer
data (1A) and/or scale (1B)
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: ‘ n'a Top DEM
Decisions driven by efMiciency. customar
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Top 200 customers account for the majority of total online display + video spend, with a concentration in
the retall, finance, auto, and tech verticals

200 marketers account for majority of spend Focus in retail, finance, and technology

Customes Concentrafion of Mareter led TAM (1014 Percentage of Marketer lod TAM by Vertical (2014
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Summary of Total Addressable Market (TAM) and Platforms Market

Growth
2014 2017 CAGR
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Marketer-led” (Sagment 14 and 1E) is ‘
wxpected to become the lagest customes 0
negment by 2017, growing at —68% CAGR

v accourding for 5T of 2017 spend

Agency led customers reman large and
fast-growng, comprising 20% of 2007
Patforms spend and growing #t 90% CAGR
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d Date Text

1 07082015 011506 | Victor, do you have what you need to look into this? Unfortunately, Chns F i1s on a GoogleServe
project in the Philippines for a few weeks

1 07/08/201501:24 56 | Yes, | am working on it. We should be fine

1 070872015 14 41 04 | *wnowkov@@google com. +mderyncki@google com
Hi Mathas, Victor can we get the % of LCS by # of parents and % of LCS/Google display and
video spend for these segments? | thought we had this in the projedt simple matenals, but |
don see it now

2 07/08/2015 144104 | thank you!
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Detail: “Segment 1A" Marketer-led large Customers
Top 1000 LCS parents in CRM-oriented verticals, Captures 90% of Total TAM of 1A

TAM' Concentration Curve of LCS Clients w/ Direct Relationships with their Customers’
{2014, §23.1 Bn)
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For current DBM adoption, can either portray in two ways

Two-toned concentration curve

Bar graph with two segments

Need these metrics (# of Non-DBM accounts, x% of total accounts, DBM $, % of total
$)
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To AdWords Advertisers striving for programmatic impact

the Google Display Network is the one programmatic solution

that enables them to make the next big leap in their digital advertising on
their current platform

because of its qualified audiences, multi-screen reach and transparent
results,
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