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Key Takeaways B

e Programmaticis more than just RTB - "Programmatic”is the use of technology to
automate media buying. It's simple, efficient, effective marketing... and that’'s why everyone
is talking about it

e Our Display margins remain healthy in this end-state - We are bullding out both a best-
in-class buyside platform and a leading ad exchange to ensure we maintain the same
margins as our traditional Displaybusiness.

o We have a solid plan in place for 2014 and beyond, but we can go bigger - We believewe
can capture $6B of programmatic Display spend by 2017 if Product deliverson a truly
integrated platform technology across buy and sell. There is +$4B incremental value if we
deliver best-in-class mobile and video enablers seamlessly baked into our stack, and
scalable Private RTB, And an additional +$5B if we leverage our O&0 data to provide
proprietary targeting on one-of-a-kind signals.

e Sales needs to get smarter on Programmatic - Programmatic is still a black box for many
of our sellers, and we need to plan for this future by carefully considering our options across
LCS and Doubleclick.

_
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Quick Programmatic Primer

(Repetiton doesnt spoll the prayer)
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Defining “Programmatic” explicitly =

High-level definition of programmatic
Using technology to automatically buy and run an ad campaign, reaching the right user with the

;m massage at the right time. Regardiess of your goal, programmatic means simple, efficient,
sffective transactions. That's it!

Breaking this down into its sublomponents (oracison & mporrant):

Any trade of advertising inventory on an ad

Possible Media transactions PROGRAMMA exchange platform on an impression by
i OVER RTE o impression basis as each impression becomes
Type of Inventery PLATFORMS available on a publisher's website (ie.,
unreserved). Can be KTH or fixed price.
RESERVED UNRESERVED s £ Tursbuvine on i
§
=
Agtomated Unreserved .
o .m”“"“ Fined Rate Programmatic over RTB platforms that involves
i X : g i : 1h. PRIVATE 2 select number of buyers and sellers,
;“ RTE 8 £, Tery Busch rurnimz o Custum
; PO YOS 80T (VaNe ANpN0y
ie iowetaman-Onty
- 4
trade o sing Inventory that takes
& Oper Aucvon de of advertising y
2 PROGRAMMATIC place on programmatic platforms where pricing
OVER NON-2TS is fixed and inventory is reserved.
PLATFORMS

Programmatic element is the automation of the
RFP, creative and campaign trafficking
wor kfiow,

n £r RELL
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Programmatic Display RTB, Simplified
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DS is programmatic, but we're focused on

Buyer using DCM, DBM, AdX -

* Pays $1-2 for ad serving, analytics

* Pays $14 for the buying platform capability:

targeting, bidding algorithms

* Pays $18 for the exchange - a consolidated pool of
great inventory with data signals that can be passed

to the buying mechanism

Pub pays $2 for ad trafficking and inventory

management
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Date

Tex

03142014 1600 57

Does the AdX margin Tit’ the buyer or seller? | thought the buyer 1 e, i a marketer spends

$100 on media, they are only effectively getting $66 of media (exciuding DFP fee)

03/14/2014 163552

its pub rev share so hits the sellet  Buyer spends $100 on media, gets $84-85

03142014 1850 32

Do we need to clarify for this group which doflars marketers pay vs pubkshers? DCMDBM are

marketers, AdX/DF P are publishers

03/142014 1850 32

Are you sure? This doesnl make sense to me In that case, our AdSense vs. AdX margins

aren'! equivalent, as in the AdSense case, the 32% comes from the buyer These must be
equal
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Marketers
Buyside
Campaign Mgmt

s AdServing & Planning

¢ Data Management - Ingesting 15t
g 3 1 Dl ._4 1l

e Analytics - att r

Programmatic, Advanced Class

Buying
o Platform =

Exchange
or Search
Engine

LA O
i“ BT h_ O
SEM Tool)

Sellside
Inventory Mgmt

s Ad Serving
¢ Yield Management - optimize

» Tag Management

v
-
1
C
0
0
>
a

when we look at the more simplistic versions in slide
5 and 6, we are obscuring some of the complexity -
but it's important to note that the key pieces of the

stack have several sub-components that are

Important to our offering and we can be

disintermediated at any point

HIGHLY CONFIDENTIAL

GOOG-DOJ-02857740



Programmatic will also power traditional (i.e. . J—
clunky, manual) direct buys

Previous slides refer to media bought and sold over a2 network or tm:hangq [(indirect™), which currently

accounts for 35%! of Global Display Spend
Programmatic technology s also evolving to make direct buys - deals for higher CPM inventory

wemium) betweoen one buyer and ane saller - more efficient
f Y

‘o @@ ® | A MARKETERSPENDS $100 TODAY...

LM N
- L
a Q
—y i -
@ T,
- —
| - ~
L —
- 3

[ln the future, direct buys will be powered by programmatic technology - "Programmatic over non-RTB ]

Platforms” - which we believe will justify higher margins than $2-4 across Buy and Sell

Hotet and Sourte

' Dwectvi maieed: from GBS oeta oD
iﬁ:mmemmimlﬂmmm Per Giobsl Agency telm, moit
fmnwm nﬂﬂﬁrmmmﬂwrﬂﬂ REorica
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Marketers

Gross Rev (2013)

¥ Growth'
A%
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Programmatic Market Sizes & Growth Rates
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Tesla - 2B in annual revenue, 456M in annual gross profit, 22.6% margin
Chipotle - 3.2B in annual revenue, 899M in annual gross profit, 28% margin
Dominoes - 1.8B in annual revenue, 549M in annual gross profit, 30% margin
Wendy's - 2.5B in annual revenue, 648M in annual gross profit, 26% margin
AOL - revenue for 2013 - $2.3B, 22% margin on net revenue
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IHeplay business. Several madia transaction scenarios emerpe:

1a. Status quo - AdWords buying AdSense inventory

- -

1b. Stotus que - AdWords buying AdX inventory
32% ma

- . o

2. “All DCLK™ Programmatic - DBM buying AdX inventory

Cm-Em s
remaning 20|

3. Disintermediation - DBM buying non-AdX inventory,
other non-Google DSPs hurmg_Adx inventory

' Other ' 14% margin
- - X Exchanges ! mmﬁ

-

Programmatic Display Margin Implications - B

it is Important to understand the margin implications of a programmatic Tuture on Our

KEY MARGIN TAKEAWAYS

AdWords neutrality: Demand the ough
AdWords has equivalent margins
regardiess of whether the inventory is
sourced from AdSense or AdX publishers

AW/DBM neutrality (mostly) New [J[.h*
pricing struciure s SeLup so that over e
DBM fee is 14%. neuts alizing margin
impact of whether Google-sourced
nventory Is bought via AGWords or DEM
(note margin does fluctuate by DBM buyes
based on contract fee)

Disintermediation hurts our margins
DEM buying on non-AdX exchanges or
Other USPs buying on AdX *,r.t-tds. us lower
margins than Di .pi.;, status quo

The world is becoming media agnostic

this is a sea change we canT lenore just

because it threalens our mar L.'f'.{'l.e-,_. -

innovator's dilemma 'Thlchuihng- and

nppor:unlty mal J"r' ; are fully presarved

t buyers use our USP end b ,Jr‘hfdm "
l

Our exinangs
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Time Machine to the
Programmatic Future

(2017)
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Industry forecasts project the RTB market to | S
grow 5x to $21B by 2017*
Global Display Forecast - 2013-2017 2017 RTB spend by Region
$120
RTE ™
aliotal 18
100 aGicbel Non-RTH 15%
580
560
2017 RTB spend by Type
340
520
50
U013 J016

= 10 Bepot “Tes Time Bhaaing o= the United States and Wondwae
= RTE oefmeg 83 “Progemmatc over TTE Pigrtorms” (per defintion glige) — mouaes Privete
H Nl il % -

.

* How do things grow? What has to happen / what
do we believe?

- what's happening to the user? what do marketers
care about?
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Date

Text

bl [ -

03/14/2014 16 3553

+bfaick@googie com

Feedback from Buyside Leads was 10 include a skde on what is changing with the user / CMOs
to fuel this growth We had a shide hke this at one point but Phiipp thought it was bonng. so we
moved o the appendix Let me know if you want o reintegrate
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We believe customer behaviors will lead to greater @@=
programmatic spend than Analyst estimates

. | ) y u gty LML ¥ } -
Lpercharged by powertul & unigue data signai

W+ mopub | |

: |
* atlas.

otes ard Souroes

G Bapey “Rest Tome B-0gurg on Tha Unvbed SUKE1 40d WONDwdt”
i phlgrugter “Prograrnmatic &J Spend el 1o 1087
'm ot Moty of Chidn oo 10 Duy prograrmaii adi o ety

- mobile and video forecasts - double-check and
add time period

- CMO - what is the value chain? CMO wants to
own the data intelligence

- more intelligence equals better decisioning

- helps when they are planning, much smoother
performance, optimizing on the go

- what are our beliefs?

- more consumer behavior will be on these devices
- CMOs want to get there

- CMOs want to be efficient with their buying

- Publishers want to maximize
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Scenario 1. Product delivering on platform
integration nets $6B by 2017

|

o o hasn-Cacdpaw Progy errrate

1ns

T

nn Tota o ol w7

& Al EuROEeL on Brograe st Mode e

Programmatic market size:
¢ Initial analyst forecast (focus on RTB) e Preduct integration Product | $5.78
- delivers on buyside and sellside
oA platform integration
| #5 ]

|
|

|

: Caveat: Revenue projection based on
! DBM and AdX Buyers gross media

: spend. Excludes GDN buying on AdX

| and Doubleclick Search - both valid

: programmatic use cases, but add

| significant complexity to our forecast,
I
I
I
r
|
|
I
|

- what % of the market will want to move direct to

programmatic?

- Bruce build idea -

1. market / share

- reduce the 30%->20% for direct shifting
-blue 4 -red 5
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Date

Text

062172019 20 56 55

+pshodiaifdgoogie com see these scneartos from 2014 this was the last ime with did the
philpp exércise inthis case, these were about revenue goals in this case, it is about product
strategy. | think there i1s another exampie from 2016 which was more about product strategy /
industry trends

06/21/2019 2056 55

put another way, we 0ok the 4 trends in the previous siide as assumplions and played out
revenue scenanos in this exercise, | think we should outine the 4 trends, the probabibty of
extreme in each and then the product imphcations on each end M try to pen a structure for
this before we meet with danielle
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Scenario 2: Laser focus on mobile & video, and N——
streamlining Direct RTB, nets $10B by 2017

Programmatic market size:

e Initial analyst forecast + more = ‘ Product integration. Froduct $5.78
o
W

aggressive Mobile and Video RTB d‘f iwa :nﬁ:lm'r’::::m Satsice
forecast, Brand goes programmatic
o Video & Mobile Bect-in class +52 68
DroCuct enablers ingornpof ated
s :
Towemra 0] wr
» Searara & Turnkey Private Auctions, +5$2.18
- - Pt . . Preferred l}uil. CuBES
sl 5 e
| ¥
e Programmatic Scenario #2 $10.48
W E u
| A1 ._.....l'
m

= A ISUMDDan  Prograrmmans Moo DEt

- what % of the market will want to move direct to
programmatic?

- Bruce build idea -

1. market / share

- reduce the 30%->20% for direct shifting

- blue 4 -red 5
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Scenario 3: Direct buys going programmatic and
supercharging our O&O0 data nets us $15B by 2017

~ Programmatic market size: Prodictiviamratinfodor: [ 8378
e Initial analyst forecast + more . delivers on buyside and seliside
aggressive Mobile and Video RTB platform integration.
forecast + non-RT8B spend moving to T ==
; - t Mobrle: Beut-inclass .
programmatic technology : . product enablers incorporated
irto platforms, It *just works®
" A
. Turnkey Private Auctions, +52.18
- S e . Preferred Deals, CuBES:
— ! : Usability in AdX makes massive
i » Lo W ! 1 " Impsovernenis
-_-Mnh*-—'-. i : ' - -
. e s =l B ProgrammaticScenario®2 | $10.48
P B L |
' Direct buys via DDM-DFP link. | +$0.68
- E : . Programmatic technology fuels
.o our ad serving stack, recelve
- "r " higher margin as % of media
1...: ] .
b : 4 Change the gama with Data +54.08
I 3 Harness powerful O&D data
signals for leading edge
targeting < RTB * non-ATH
For all of these Sales reorients | o ofe
= o o to effectively sell programmatic | 2ha

= & gBUEhand © PrograrmTais Mode Dee

Articulate base case, scenario 1, scenario 2 and be clear on what we need to do to bring those
to pass and what externally needs to happen

And then talk about the implications of the different scenario

In scenario 2 (jordan) - i) WORKFLOW OPTIMIZATION (certain percentage) how much would
advertisers pay for workflow integration ... PS velieves 5% is too few, ii) UNIQUE SECRET
TARGETING SAUCE - what role does 1st and 3rd party play in this ... agencies are trying to
proliferate themselves ... martin sorrell says "we are a data mining companies” ... they
understand what they can bring is better data ... that is not necessarily our view ... if Google is
the intelligence layer - either supplier or manager - how much would people pay ... and to what
extent do we allow people to suck in data. ...

-- if we go down that path, agencies will not be happy

-- if you add value - not just in terms of efficiency, but in terms of data, you can (move from
dumb ad serving to smart decisioning engine .. that's $0.02 to $0.05)

-- grab the dollar flow chart from the beginning and say how it changes in the new world
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Date

Text

LX)

03132014 2204 33

+bfaick@@googie com +dbleding@googie com
feedback from PS

- need 10 be more aggressive on dala story

- Should think through if we controled ad flow on android (1 e , we yiekd manage ALL ADS on
android - we get first call on ad flow for every app) and we can place, iterally based on owr
largeting and prvacy pancples every ad on there

~In a way that i1s the old GDN business (we didn'l pass signals 10 anyone else, what woulkd
happen if we shift radically back to that workd)

— don’! need 10 go crazy into the model, but need to be prepared to tak (o how we'd use these
data signals in programmabic and non programmatic enmaronments

01772014 2324 04

PS.
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What we believe needs to happen ... -

Sales - Support full service model for top 1000 [expand on this)
Butld ecosystem - to mplement and service our platforms

Articulate customer segmentation strategy for Programmatic era

Product - Supercharge DDM, get behind as a company
Clean sheet design for a programmatic future - like DS
Iruly integrate DS and GAP/DMP into DDM, currently half pregnant

Data - Cohesive data plan for a data driven programmatic future
Develop a first party data strategy that's competitive with Tech Titans
Clear plan to consuft with customers to help them leverage their data
Data management platformsto pull these and external data together for buying

sSysiems

Org - Think through how we would org for a programmatic future - in particular need 1o

resolve full serve platforms relativeto core O&0 business

Inventory - acquire inventory as needed to drive this future [Mobile, Video, O&0 strategy]

1. We secure RTB inventory (i.e. open to data

usage.

2. We make great tools to access that inventory
3. The tools become sticky by combing premium
with RTB for programmatic across ALL media
(direct/indriect/bidable/negotiated)
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Date

Text

&~ 8

03/14/2014 16 3339

From corvo with Aaron McNally

DFP.AdX = make this a senes of modules. but all pant of the same product (same as DDM)

bnan adams pushing for this
DFP-DCM ink (Jordan) is fully realized

(propose 1o add these under Product)
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Back to the Present

(2014)
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Level-setting in 2014: We are still at the [ p——
beginning of our programmatic journey

» DDM adoption among LCS super-head is currently extremely low for *1 DCLK Buyside product:

Top LC S Clmests OO Pusetration. o % of Peiees 4 alptor 1% SC% mEntom 1 PVR aluphae
kL
RN L] ']'_ngu [

L L
asl
)

5 0|
| i
vy
e
|
L |

s DFP and AdX sellside mlpﬁﬂﬂ high In the LIS but highly variable in other regions, and very low for certain
formats especially video:

Tange Pty (F Po il Pommmation as % of Pt LA g LAY asi <IN g
e
Fostarn k  Petwarsa & Genser
L. | oty
eahtay
.
el =+ | ==
b, L8 ;
Cevatag
I Viden
i LY
m’%hm“m“;um-ﬂuﬁﬂﬁuﬂhﬂﬁh
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Solid x-functional plan to achieve Scenario #1in @e
2014, and OKRs to track progress

. SALESI $ Amipietad 1 idah & i i
PEEIo) ' is developed a joint business plan for the |

¢« PRODUCT

PROJECT LINCOLN t fucts wil have
%, nesrform : . detall

PROJECT |ORDAN: | evera
vengine (getall
e gTECH s gyaluating Serviceability and setting targets to e

hile winning in prog eset 3 N-Staff OKRs &
guideposts in 2014

+ i ol W el 580 B r i It
i i IBM ared s larkend arg ¥ [ [
r ® i rarnt T TR y ¥
L 1 L i iy A # i . T "
Ll ® | iy
. . T Y ¥ 3 1 TR ™" Calill KL
i W 4
! b i WL
i ¥ i Ty 1
[ ] i (3 ¥ v ol »
T (e i v i i - wir Hiay y
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8 3 [
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1. We secure RTB inventory (i.e. open to data
usage.

2. We make great tools to access that inventory
3. The tools become sticky by combing premium
with RTB for programmatic across ALL media

(direct/indriect/bidable/negotiated)
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Date

Text

L]

0310722014 103558

Wonder if the AdX markeiplace deserves ink here. | will be the big connective tissue b'w buyers

and sellers and help to power scaled PAPDs
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Supporting Detail
for Programmatic Scenarios
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o Product builds truly integrated stack for Buyside pE—
and Sellside

e BUYSIDE: Develop a true OS of the Advertiser by integrating ad serving & planning, attribution, data
rr;,r'.,ag.‘_:n..an:r and the t-_*.”_rur‘!?‘, [_H.-':!fl‘__-l My Germnris H =¥ P P PO ol DRM DRl O0E AS ana taom
..".-r. g = - y & I_._.._. J . .' ¥ ‘*-,.1.'!" =4 a. -|r._ W ._... .-:,—fl } M B §a

=] 1)

e SELLSIDE: Develop a true Publisher OS by strengthening our yieid management capabilities across formats

. - S — - " e P
- o - Y o K J e

Marketing
&

(-
3
Py
il
-
.
-

L A
Vi

/— o Efficiency: Recent BCG study’ shows - /f_' High CPMs: AdX controls (e.g. min floors) |
that agenches with a unified stack can allows pulis to set rates comparatie with
reduce campalgn process time by 33% direct - e.g., 60% of Washington Post's AdX

revenue is branded and In line with direct
o Profitability: internal studies show that CPMs:

marketers increase their ROI by x%
when they adopt an additional DCLK ) e Best for Remnant Dynamic allocationgets

\L product k WaPo highest CPM for each impression /

Fources
| —

! Googre Lt gy 'Em-rfmﬂmmﬂunmmlm'
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Programmatic Video in 2017

Unity linear and digital buying

and selling and lead In the
.‘ “video everywhere”
erwironment - where video
exists on every screen - with
format innovation and

interactivity

Programmatic Mobile in 2017

Find the right users at the right
time regardless of screen using
w-device and enhanced

and buitd solutions for new
rovenue models for non-ads
supported inventory (e.g.. IAP
formats)

& Product builds best-in-class platform for Mobile
and Video within a unified stack r

targeting signals (e.g., location),

'ﬁ_m
et —

. impact- Mmhmdhy.?ﬂ'

What needs to happen on the BUYSIDE:

o Power brandand TV spend by integrating planning.
optimization, measursment (including sales lift) and
verification capabilities in DCWDBM for RTB direct,
indirect Ondine Video buying across screens

What needs to happen on the SELLSIDE
e Make it simple for publishers to monetize video content
on any screen or device [DFP for Video]
e Ensure programmatic direct works 1o videa so that
pubs can make their exclusive inventory avallatle ro
select buyers [Private RTB)

What needs to happen on the BUYSIDE:
¢ Single view of the consumer provided by x-device
solutions [Jumble]
o Targeting and format innovation using unigue
mabile data signals like location awareness

What needs to happen on the SELLSIDE:
e Provide value to moblle pubs beyond ads - analytics.
conversion tracking, and teols to drive in-app
purchases
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id Date Tex

03/17/2014 1507 39 | +eveg@googie com agree with Ben's comment that would be good to mention Freewheel and
the importance of pub side ad serang in lerms of access 10 wdeo supply [even though the deck
tends 1o be buy side]

1 0311772014 17 56 31 | The dnving force behind the FW acquisihon was TV everywhere (accelerating the ability 1o make
cable contert accessible across screens via IP) | think we can beel up the sellside wdeo
ponts and include something around enablng broadcasters 10 serve into all emaronments,
especially VOD Do you think we need 1o mention the specific acquisition? We don! mention
any others

+weainberg@google com for addiional sell-side input

1 032072014 0230 17 | menbon comcast & freewheel here? somewhera?

1 03202014 02.30. 17 | Also may be worth mentioning thal it's important to enable dynamic ad insertion in ive, knear
environments as well (e.g serve info a cable network’s IP delvered simuicast of a inear
stream)

el
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Win in Direct RTB by making Private Auctions, | p—
Preferred Deals & CuBES turnkey

nsidered “Direct RTB" a5 these de
Ca oab:hty
Private Auction .
Ceasl Typu
AVG TINE TO INPLEMENT mDEY DEAL®
Invertoey S
CPM
. o vy
I
A
nnnnnnnnnnnnnnnn e R =] Lot gt @ et L':HCCI‘\
M Re TaneTw
# = |.+u-:,u.r-"|'

¢ Iinventory Discoverability & Promotion

e Verification & Brand Measuremaent

e Increased Sales Effort across Buy & Sell

e
* Aret0Lal froem gTech M TS SEnvae tes

1. We secure RTB inventory (i.e. open to data

usage.
2. We make great tools to access that inventory
3. The tools become sticky by combing premium
with RTB for programmatic across ALL media

(direct/indriect/bidable/negotiated)
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|

(4] Google makes traditional direct buys more o
efficient, then becomes a true decision engine

From gt eater efficency.., 10 a true decision engine

¢ Mechanicsol adirect buy are clunkyandtime- ¢ It's not just about efficiency .. vision s to move
consuming buyer and seller create actual plan from a ‘dumb’ campalign management platformto a
in Excel, trade »-mails with vendors in RFP true decision engine that will:
process, traffic ad tags. collect screenshots

1. Inform what media to buy

o Google's vision isto create a direct bridge

between buyside and seilside campaign Business intelligence layered into the platforms will
MANGESment systems - using programmatic inform optimal media mix across bath reserve and
technology - to make direct buys as efficient as exchange buys

Duying over an apen exchange
Z. Automate prcing

Current RFP process requires manually tracking costs
for each publisher; pricing data for reserve buys will be
directly ransparent within the platform

mt

3

1. Msasure and optimize in real-time

ntory Mg

Leading brand metrics baked into the platform, and
campaigns are optmized in real-time

=]

w
-

-

I

e By providing this value, we believe we can justify
much higher margins on reseérve buys: from approx
$1 CPM (fiat fee) 10 5-10% cost of media

e Changein business model (and effective
margins) will potentially let us report on gross
revenue versus net
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supercharge targeting via programmatic tec

ta s the fuel in the programmatic engine geser et

________

Lise [ aar b rvabyled

Leverage powerful O&O data signals to . -
n

2017 § # leverage OAD signs for signed.

ST

$18

2017 § I leverage QLD signs for all users

$48B

A1. We secure RTB inventory (i.e. open to data

usage.

2. We make great tools to access that inventory
3. The tools become sticky by combing premium
with RTB for programmatic across ALL media

(direct/indriect/bidable/negotiated)
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HIGHLY CONFIDENTIAL

How many Googlers does it take 1o sell & service a
programmaatic solution to Chase Bank {a DBM direct
markeiser)/

i

! Arstotie AE

T DEM AM (DM team)

1 DCLK Agency AE (for DOM contract)
205 AE L AM

3 LCS HOI AE B AM

1 LCS Agency AE

1 gTech Aristotie conmsuitant

! gVech Agency TAM (for DOM)

1 gTech for DS

12 Googlers across LCS. Agency. DCLK
Inefficiencies stem from DCLK and gTech
fragmentation across products, and overiap between
DCLK and LCS responsibilities

More efMcient cases do exist, ke GEICO {anotrer
DEM direct marketear):

1 Aristotie AF respomiible For DBM.
DCLL. DS DRM. and GAP

! DBM AM [DMM team)

2 LCS =0t &AM

8 LCS AL (taken off account)

0 LCS Agency (ne focus on agency)
1 DS AM

1 gTech Agency TAM (for DCM)

& Googlers across LCS, Agency. DCLK

Sales org not yet oriented for programmatic S
future, though key learnings from Aristotle

* o KEY LEARNINGS FROM ARISTOTLE
7 ASWE THINK TO THE FUTURE

Bost Aristorie AR vieww theamealves a5 A
Tech consultants® capable of selling
unified DOM vision - DS, DOCM,. DEM,. ORM

GAP

Display buyers are fickle and ongoing
head to-head tests will determine whethes
W retain accounts - manual servicing
will be required 1o provide best

pDeriornmandce

Out of -80 tests
L t-_j-':-'lf_l‘

s Evs Biss

Advanced Display secyicing will De
required for both GDN and DBM, and

centralired team helps with best practice
sharing and prevents skill erosion
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Two broad alternatives for Sales org alignment

"-—.-.m
e

around programmatic

LS owrs cliont

el s s

OPTION 1: Progrommatic media ssies team /5 o
Ihae

g
it BLE E
Googie

Client wants to buy on DOM
Clent wants 1o buy (DBM. OS, DOM, . GAP)

Googre O&Q inventary nm'llmnmhuh—d-

¢ DDM Media Sales 1o provide full servicing (campaign
management & optimization, technical support)

¢ LCS would pitch medla-centric. DDM teams would
pitch media-agnostically

PROS:

e Central poolof Hnmviedye on programmatic allows
fewer touch points and faster implementation

"ane face of

CONS:
o Significant hand-offs required - likely to cause internal
ronfusion, and for clients on the narrative
e LCS never gets schooled on programmatic

Org structures intentionally

oversimplified and ignore

OPTION 2. Progrommionc medaa s

< g

'

A

Programmuatic AL roie o podt el

srvale in DOM madia snd vl

Rarsirts watn Fationms Sales sales team that

m.l
ALL and Al wiith
will pomanty fotus on 080 ammatic
_________________ AEx to vall tha
‘ ol szack

- e e e  we e S w a E  a

o Centralzed Display services team 10 jon LCS but
remain pooied in medium-ternr Concem overs
erosion of highly specialized skills, though team
could be dispersed in pods in the lang-term

PROS:
e Team that ultimately cams cllent relauonship (LCS
equipped to sell & service programimatic

CONS:
e Selling full DDM value prop spread across two
sales teams
e Media-agnostic and media-centric narratives
potentially muddied in the same team

HIGHLY CONFIDENTIAL
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© may, 2015

OPTION ¥: Zrogrammotc meda

LS ownt client
redatimMan e i
tha "o Taie” of

: Client wants to buy on DOM
AOCOMPDASSSS macka
Gougie O&D invertory & platf
: Centralized Medis Servicey

e o

OPTION 2: Prograr
Pregrammatic Al roie o poct il
specalze o ODMW modia ang wdl Enterprise
Ravson with Patformy Sakes saies team that
willl partner
WO QITEEATYRMtE Aks 4N AMY with
will premanly fozut on OAQ Programmatic
AES 10 el the
full mack
: Centralized Media Services :
L]
¢ Integration/leaty |
i reasdoptionfor |
' techs only '

- W e e e
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6, May, 2015

OPTION 3 2PNarale Businegs

L
{zoogle.com

HIGHLY CONFIDENTIAL

Linite

ggﬂmmau 3'5_ ;n Monetization Solutions
DRM ém At for publishers
“W e Saply Sirde Remperiie
madia & platforms Management
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We believe this estimate is conservative... but -
competition over larger pie is getting fiercer

LaOhd] COMP IS Wt |--.i|_¥"“*-' LA Wil W
irst-party data to extend their reach acro
el LR fALS W

i+ ausd

otes ard Souroes

G Bapey “Rest Tome B-0gurg on Tha Unvbed SUKE1 40d WONDwdt”
i phlgrugter “Prograrnmatic &J Spend el 1o 1087
'm ot Moty of Chidn oo 10 Duy prograrmaii adi o ety

- mobile and video forecasts - double-check and
add time period

- CMO - what is the value chain? CMO wants to
own the data intelligence

- more intelligence equals better decisioning

- helps when they are planning, much smoother
performance, optimizing on the go

- what are our beliefs?

- more consumer behavior will be on these devices
- CMOs want to get there

- CMOs want to be efficient with their buying

- Publishers want to maximize
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Date

Text

&~ 8

03102014 1021 32

We are playing catchup in mobile and wdeo, drmvng some of the growth differental il seems a
relatively weak argument to pin S7bn on last year's Google RTB growth vs markel Do we have
some other data ponts?

031142014 16 37 07

- customer ceninc language
- "customer behaviors will lead to greater programmatic spend than analys! estimate”™

03/14/2014 17 57 34

+sdowneyi@googie com - any chance you can shool me a scribble of the value chain graphic
you had in ming? or | can swing by youwr office and pick it up?
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Big plans

DOUBLE DOWN SCENARIO

s Accelerate Mobile and Video RTB

¢« Scoale Programmatic Direct RTB

GO BiG SCENARIO

o Fuel non-RTB Programmatic Direct

o Leverage Powerful O&O Signals

Immediate next steps on Double Down and Go

wwency platforms (P2 - MAD
natic buying (Global Ops
' tack (Product)
th DEM and AdX (Product

Hp {Product

tinors (Products

J2. DCM by 2H-14 (Product/P2
hl P2/Bi1z Ops

¢ (Product

ASK TO N-STAFF
- NE e sl g Pt neniall

1. We secure RTB inventory (i.e. open to data

usage.

2. We make great tools to access that inventory
3. The tools become sticky by combing premium
with RTB for programmatic across ALL media

(direct/indriect/bidable/negotiated)
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Date

Text

w

031022014 104140

Location we have thes in AdX. There are multiple inttiatives in train 1o improve both impression
coverage and precision

031022014 1041 40

Should we add ID and address all certification and policy inchon points for mobile and wdeo
(MApp Deephnking, Mobile Video Certifications)

03122014 16 40 12

+blaick@google com - should we officially retire this skde to the appendix in favor of the
following?
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Our Most (adjective thd) Pro Aﬂdbiggeswuyefs-m:il:;etmsmmimeresungm
il it

Seaking GEWO example via Damian MiKanna

Trading Desk manages 50% of Publicis Media globally; plans for 100% of that spend to
be programmatic by 2015

Leveraging DoubleCiick’s centralized stack and BigQuery tools to centralize advertiser
data into a single repository to enable intelligent media buying

Sophisticated buyer across >20 markets, leveraging RTB signals and impression fllters
to maximize performance against known user lists

Early adopter of HTMLS reaching >20% spend on mobile in Q1 (2x the AdX 2014 goal)
and expected 1o show similar growth of iInApp via proprietary cross device linking.

Partner with Bryan / Pooja tor example
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Date

Tex

LN

03122014 16 52 04

+dbleding@googie com are these the types of examples that are ‘exciting’ in your opinion? | think
the data pounts are powerful

03122014 165204

Were you going 1o add pubs per the e-mail with Boruta? Given Lexi seems super-excited by this
overview, should we bring back into the body of the deck?

HIGHLY CONFIDENTIAL
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What these truth’s mean for our Sales  @e ...
Org

Platform AND Media

Medla-centric products Centric offering that
Google.com = Search Pub requires:
YouTube.com = Video Pub
GDN = Google Network 1. Tier 1 third-party
inventory and O&0
Media-agnostic platforms
1. PBS+CSI+LCS Deal
Teams
gf&:ﬁ 1. Full Service Support
v"

As our teams & technology evolve, we need to rethink...
1. How our people are organized
2. How we go to market

3. The skills our salespeople need to succeed
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Truth #1: Programmatic will be ubiquitous across €8s
all formats, devices and will powered by data

LUMAScapes
Keep on
comin’

X ‘.i Lﬂbﬁﬂ.ﬁi : ; @ % fopemas @ % oon Progaeereic

.._L-.u ie digital me 1:; |‘.--' grammatic buying and automation ily starting to affect the advertising value thain
1r,-= uh‘ agenci v television T‘E+l-ljrl‘ ire starth revamp their planni 11h|1,- w/booking workfle

Inru integrate L—tu and realize efficiency gains MAGNA GLDB&L believes mnﬂtradthann!m-dm will be
ﬂff'lctld to some extent, in the long term: television, radio, digital out-of-homae being first in line.

Source Magna Global Ad Forecasts, October 2014

MAGNA GLOBAL also modeled the rise of programmatic across digital
formats and environments in the US. Desktop display formats (banners
and social) represent $5.3bn i.e. 72% of total US programmatic spend in
2013, down from 83% in 2012. Video and mobile (incl. social mobile) are
quickly rising from a low base and now represent 9% ($685m) and 19%
($1.4bn), respectively, in 2013. In 2013, 58% of desktop display is traded
programmatically, compared to 25% for video and 68% for mobile. By
2017, we expect those proportions to grow to 87%, 69% and 88%
respectively...

...Outside digital media, programmatic buying and automation are only
starting to affect the advertising value chain. For example, agencies and
television media owners are starting to revamp their
planning/buying/booking workflows to better integrate data and realize
efficiency gains. MAGNA GLOBAL believes most traditional media will be
affected, to some extent, in the long term: television, radio, digital out-of-

home being first in line.

Source Magna Global Ad Forecasts, October 2014

“Facebook’s launch of the Facebook Exchange (FBX), an RTB-based
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advertising exchange making the company’s inventory available to RTB-

platforms (but notably, not to Google) was the most monumental change
in the segment. The step validated RTB as the future default method of
trading display advertising inventory....

....0Other players entered the fray as well. In December 2012, Amazon
launched an RTB ad exchange for selling inventory available on its sites. In
May 2013 eBay launched a new RTB advertising platform. And in
September, Twitter announced it would acquired mobile advertising
exchange MoPub to RTB-enable its ad platform...citing overlap between
the rise of RTB and mobile advertising as the reason.

Real-Time bidding in the United States and Worldwide 2010 - 2017
Karsten Weid, September 2013, IDC
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Truth #2: Premium reservation programmatic will e
make brand budgets part of the programmatic
future

IDC: Programmatic Direct Sales

B Fopremai Drva Baes B Trattecw Do Taees

“But even if private marketplaces have had a limited financial impac, whatthey did accomplishwas
to allow publishers to stick a toe into the water of RTB without having to fear drowning, preparing
them for the next step in using RTB for direct sales: guaranteed upfront sales

Eventually, because with RTB comes automation, publishers will be able to reduce sales headcount,
save money, and improve profitability.”
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Date

Text

o

02/232014 1959 12

How much of AdX revenue is mDev vs. open aucton?

02232014 195912

10% in the Amerncas, up from 2% a year ago
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Truth #3: CMOs will insist they own the [ p——
platforms to drive this world

Package-Goods Marketers Build Private
Trading Desks to Hoard Data

Kellogg, Unilever and Kimberly-Clark Wary of Handiang Valaable Data Over te Ageacies
h’: |‘*|i."’l‘l“ﬂ m” 'n‘ll‘r;'."f !'-N’, st ’

Brands now have the ability to work m‘l‘rﬂ;‘huﬂ o o—s Bovnat | Huh To:__ .

directly with Demand Side Platforms. e — T i .

WA 775 Work vty w8, o e

- [P fe -4 RIS T I‘ A vrmn g Wbl oh wsedereed J 8 mace ersrded mgrwowes b bande

i e ke frprurrm it bevimg ns e baball (s vear wisr 8 T dewied e
ottt bpsebe i m—— w, Y b T patien b S
s e e B _
e Seom tim b b @ e drmasd dale jlatfere e and i Tiaw ad g
o g e oy e = damy massgrman) patherm o uied i B b #2001 ut pise partesrs
R A il o tmigr ol At e gl e afety i peies b s lepem o gt
T T e e s femie atoages U warh IRt Lhin seile bty i amd there bem
P E— e agy sevders, f o co piwte by e il el

e ¥ comme b leeing mle prgremmatic s’y sgereas den t b o raie
o il L B! b bode § e o preg et iy Sy,
"Ad bt e w wERl b e e et o e ettty
FREES B R b i Y ke et TR ¢ B O TR e PR R L
W cEs w raly cen b Smiwes w T B0 et rLEg Yreagt 8
wtrremedvery ol Ut @ eFpurien by Eregremmale
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HIGHLY CONFIDENTIAL

How we're preparing...

e [ e e Aok

PAS Sales Drive DFP « A Adoption
Video Alllance; Secure video inventory
Awtld scaled: Access RTH from DEM B GDN

L5 selis buy<sedl connected ad tech
CSl sells CuBES, Private Exchange

Artstotie; lull service display expertise
Lincaln: Solution sell to Tier 1 advertisers

LSl drives advertiser adoption of DBM

Continue 10 promote openness
FBY. TWTR, :-.;};_:I‘u' exus parinerst s

Question: We're struggling with

ready to make big. game changing
and are wondering if we can get

this session?

YouTube fully programmatic
SIr legic venilony partres Sips
NBL, Verizon, CearChannel, etg

LCS 7/ CS1/ PBS become media brokers
D&D ang Third-Party
Sales shift to planning and dealmaking

Get 100% penetration of ad serving

LCS becomes Aristotie and full service
LCS safls i::l:.irf-;-: m adopticn
USH, ad sérving, analytics & DMP

Open more O&D Data / inventory
Ad Serving FREEN
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Our own data proves its not just hype piuicir

o DBM chient type analysis In Q4413 shows higher reliance on trading desks in ess mature mar kets and
direct marketers bringing technology (n-house in more mature markets

& At s on
» Agency

o e

B Motwork

AMERICAS NACE SEEMEA APAC
e Ne believe other regions will trend similarly to the Americas, with Directs and Networks taking share
weay from Agencies and Desks

0
W o Networks gain iracthon via
adoption of RTB buying into ful
seivice drhqlrﬂﬂf DUSIMess
- Advertiser directs gain share s
" advertisers invest in data
by ™ owrersiin and saxpertics
"wre r e
o
e e e g
2 C 3 g
= - 3
- - - -
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id Date Text
02232014 21 1943

hJ

This is an important strategic insight, inmy wew  These trends are what have dnven mDev's
LCS and curated network strategies in the Amencas 'd move this into the main deck large
imphcations for product, sales and orgamizational strategy

HIGHLY CONFIDENTIAL GOOG-D0OJ-02857786



Lumascape matters: Programmatic success not
guaranteed, we compete on every dimension

DISPLAY scape
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Graveyard Slides
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EXTERNAL DEFINITIONS

Defining “Programmatic” is fuzzy [ R

INTERNAL PRODUCT DEFINITION

Product definit

Real-time bidding ("RTH

- programmatic - be very clear what they are

1. RTB
1a. Private RTB

2. Non-RTB Programmatic

-growth driver assumptions of each of these things

-no external vs internal

HIGHLY CONFIDENTIAL
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Date

Text

10

03112014 1839 46

this shde being revised for our more exphol definthon

-RTB
— Dwect RTB
- non-RTB programmatic
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We have a journey ahead of us to become a | S
truly integrated stack (Buyside perspective)
e Buyside product adoption among LCS super-head Is currently extremely low for >1 DCLK product

sing le Product Adoption

[ T L R

AL . (X1

T e o LE L L1 s
od 10| -3 irs ™ 0w
£ 100 | Y 14 us “ws
L] L &l B im™ (251
G wol W a1 ns 1w
" ] LN 6N 2in b
w 0| T LY SO 8% 0w
v, 1 !‘-"5: [ oot [ 50 Al 1w
- The path to et TUNgE a true “US of the imernet 153 multl '_.t.-'-,::t‘ FOUT Yy fwith Caveal that this lourney may

JLi HiHered ! { i Duys
2014 2015 2016-2017

OS of the Internet Full
stack unification, Buy/Sell
integration

Decision-making Brain
(..+ DCM+ GAP)

¢ Given immediate focus on being the Media Buying Platform, Regional Buyside leads have defined 2014
N-Staff Platform OKR around DBM adoption -
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e i iy g

“Sesame Street Simple” - WIP

e FUTURE - Realtime bidded media buying will grow globally from $3B and 11% of the display market in 2012 to
$166 and 38% of the digital market in 2017 (emarketer) That is big, but we think s 1S conservative and
forecast as much as B0% of digital media buying will be processed in real-bme-bidded exchanges in the nexdt
10 years. Why?

= Content is moving - Publishers business model is under siege and they want their sales force focused
on native, bespoke, unique expenences and move greater amounts of inventory 10 iquid inventory pools
where the highest bidder wins (prediction - high-end pubs wil move 50% of sales to programmabc and
0% 10 custom, bespoke 1.1 expenences)
Money 1s mowing - Buyers want 1o find audiences al a scale and customize messages lo them based on
deep knowledge on who that customer 15, what she's doing, and where she s
Dewces are connecting - And as TV and internet screens converge the buyers thal win will be the ones
that can leverage technology to find audiences across all screens and engage them

e GOOGLE's ROLE - Google is at once a catalyst, an enabler, and an objective referee in this shit We need
o

o Execute on owr business plans - 2 58 (58% YoY growth for buy-side), XXX for sell.side

o Accelerate product execution - DDM from vision 10 really - that means 1) wdeo, 2) mobile-first, 3)
integrated attnbution
Prepare for organzational fliexibiity - we need a sales force that understands both media buying anc
technology. Many potential paths 1o get there and want this team's early thoughts on how this looks

e RISKS - We have made a ton of progress, but nsks are

= Socialst democracy on the buy-side - We may need more command/control to ensure regions
coordingle approach and semces win
Semvices are a core component of this offenng - we need 1o rethunk owr approach here (not as cost, but

as assel)

In this world - where

e great ad inventory is being made available for purchase in open exchanges rather than
through 1-1 relationships with direct sales forces,

e where the need to reach consumers across devices is so palpable,
the dream of data driving digital marketing becomes a reality

e This dream allows i) publishers to focus on valuable partnerships with their direct
clients and experiences with their users and ii) allows marketers to

e “program” our ads to do what we want, when we want depending on the audience on
the page

e Dby leveraging sophisticated, real-time, machine-based targeting to ensure precision
and
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Date

Text

L]

01/2472014 1944 17

PS adwised to ust summanze - 5 bullets or less - the point et me take a crack based on all our

COMvos On this topic and you guys chime in
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Programmatic is embraced because it Te—
solves long-standing problems

MARKETER

Media consumption has become extremely fragmented and
that trend accelerates as devices proliferate

"I need to reach the right user, at the right time, with the right
message, regardless of which timezone she’s in, what she's
reading or watching, and what device she's on”

"I want to have an informed, multi-channel, two-way

conversation with her - | don't just want to bombard herwith a
static ad"

PUBLISHER
Cost of content production has through the floor

resulting in an explosion of pubiishm - massive

inventory growth and much of it unsold or undervalued

"I need to expose my inventory to as large a pool of smart
buyersas | can”

“Data will help me articulate the value of my audience to the
buyers who are most interested in those segments”

Programmatic creates market liquidity by connecting buyers and sellers in real time
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id Date Text

3 01242014 184907 | +emelf@google com Should include the conceplt of real-ime oplimization
2 01/24/2014 1852 31 | +ashellhammer@google com

1

017242014 1923 41

+1 this statement i1s from the buyers perspective

For indwdual publishers, programmatic solves the problem of scaling their ad sales business
There are only a fixed number of sponsorship deals a sales team can sell inventory volume
fluctuates over ime and programmatc alows publishers [0 sell more of their inventory at the
hghest pnce possible

Publishers can maxmize their revenue and minimize their operating costs with programmatic
lechnology

02/01/2014 222304

For premium publishers this 1sn really the case - they sl have premium brands and IT's not
about discovery

02/01/2014 2223 04

alex - i'm working through thes concepl on another shde any good data you have around this?
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Gouogle  Sell-Side Platforms: Overview

Vision: To maximize the long-term valueof a user for our publishers. We do this by
commercializing products and features that allow us to bring best-in-class solutions to market
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89 are Commerce and Bus Dev developments
6 are AFS transformation
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Access to inventory starts with DFP and our penetration is highly

variable and generally lower outside of the US  5%5™ W >m% 250
Estimated Top Pub DFP Penetration, as % of pubs (NOT impression share) Aty

so7s% B <%

Video
Sotutron
Apps  |foPub)
Example Yahoo! Netfioc Hulu Pinterest Alitaba (and most mapr | Axel Sprnger. SKY (both n deal Uradad Edtenal RCS
Pubs not Costco Reddt Giobo China pubs) Benese ACP | negotistions), Guardian, Schibsted Gruppo L Espresso
on DFP Dwango Sanoma Telegraafl LeMonde. Ls Figam.
__________________________ LA I AN I s S K N SN e e Mt o LA SOOI O [ i
Market e AUMNZ DFP s DFP strongest in UK_Flips in - Posiion impiowng i
i e  Owrall juwngnmutnp L enetration among fast 12 months_ ncl PC FRITES thanics 10 new
challenges Conada haghest levels globally HewsQuest prcing
' :‘:“ e e JP adserang o Nordics dommated by local "“....mﬁw;t =
dominated by agency . player Adlorm. no local MBS 10 wor
. im:ln-i:anATm roups team in Nordics - Close to 0% marke! shace n
= "“ﬂ':‘ e  Chna challenged on e Video sales needs actvation  Eastern Europe and Russa
v poce & insulanty { weith entrenched / low cost
pncing challenge (now local competiton
resolved) - Video mosth, owned by
AR e e e pg e ~ T n e e
&E H\an- AdPrse
Key s e v V/hasl. Al Match. App Nexus. DAC. | Adtach, 2417 Emediate, Smans AdTech, AdFox
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MideoPlaza

This is DFP penetration .... bright spots in Americas ... especially the

AdMob ... has been our strategy to date ... is that our strategy {work on slide
that talk about apps}

** mWeb - confident our desktop etc..

** apps - top of market ... brands big enough for advertisers to care about ...
come concerns that what's going to happen in next 18 months (a lot of driver
for this is FB has a lot of inroads ... FB and Twitter could go that route in the
apps world) ... exchange balkanization (saw that early on in ad network ...
pandora saw ad tech took a new CEO ... pandora/facebook/etc..)

Those are both representative of AdMob ....

o e de Fe v e de e g e o e e e e e

info we have in pubpangea - looks at penetration across the pubs we have

today (so sampled publisher)
inventory planner - we looked at best estimates and nielsen and there were red

flags (e.g., FB was 99 of 100)
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going through the top pubs by region/by market, by desktop/mobile/video - no
tool to do that - we talked to regions
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Similarly, AdX penetration is also lower outside of the US, and we

are just starting to actively move into Video 3™ ™ 7% g =
Estimated Top Pub AdX Penetration, as % of pubs (NOT impression share) "™ <
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............................................................................................................ L. ., .
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Among top pubs,
From Robin:

Important to note that fundamental difference between DFP and AdX
relationship maps shown here and on previous page:

For DFP, owning the relationship is “everything”

For AdX, relationship is just the first step, need also to get access to and win
impressions (i.e., funnel pages in rest of this section)

Also, picture changes for Mobile whether we are talking about mobile Web vs.
apps (this is more a web-based view with traditional pubs, not top apps).

From Scott: Given this is very high level / directional I'm not going to worry
about this too much but the table structure is tricky for APAC. Lumping Japan
and China together makes the shading somewhat meaningless, ditto
Korea/lndia/SEA being grouped. Also, AdX is not the only display inventory
access point. If we include AFC, AdMob etc then the mobile picture in
Japan/China would look much better. I've just limited to AdX though.

From Aleks: Adx should be green on SEEMEA markets with the definition of
what percentage of Pubs are using AdX in LPS. That is almost 70% at the
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moment.
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WIP. To be incorporated into
2014 planning process

3-point plan to drive up access to publisher

inventory .
tives required
Placeholder siide - o
Intent to focus on the key areas we want to
Drive DFP/AdX b Nghest | ~ Contis xtending
penetration rochry S fomrirogideiurbopu
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:fmw-:m OuelY DEveTrOlOe”
o Mobx & Ve

wdeo/mobde point solutions (e.g.
videclogy, Drawbridge)

- Socialize MAPRS Inventory
strategy (AdMob 5 curment
answer: will DFP/ADY take on
mADREL

evaluation of inventory
supply/demand mamatch

- Launch focused action

Ruttia Eastern furope)

1.3x - Priortize product Investments to | - GPLUNPS/LCS: Drive - Commumicate new
open up AdX access to new awarensss among SMVB format opportunities to
ﬂlﬂ'lplﬂb“lty formaty and LCS wales teams and publishers and drve
Aoy potertol Od B ore Aot nciude in solution adoption
Agr CormooT i m
mleum >4x - Rollout Cross Priority Ranking - GPL: Drve - implement sales achion
inven (CPR) / dynamic allocation onthe | supply/demand insghts | plan/investment to drive
campaign schedule veriul priomnty | toidenty highest pnonty | adoption of CPR and
availability on iovel mvestment arsas for PES | drive account
tform - Rollout network backfill ro and ttimulate premium. optimizationt a4
ensure all DFP inventory i auto- price demand among LCS | monetization levels
Mutiple goong foctors to wvertDry opted Into AdX teams Mprove
::rn ;;r?-ifn?c:u;;v - NPS/LCS: Drve premium | - Continue iInvesting in
P bty e Sl
stimulate premium-price premium marketplaces (4
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However, where we have DFP penetration outside of the US, our
ability to access inventory is comparable, with a higher match rate

DFP-AdX Iinventory Flow by Publisher Location: Aug 2013, Top 1500 Networks*

North America LATAM EMEA JAPAC Total
DF P Total impressions 257,388 811,899 | 60,151,704,862 | 134,856983,400 | 68,572.020,582 | $20,469,520,752
DEP impressions Not Sold/ Guaranteed by Direct
Sales Teams LEY S6% 1a%N Ti% 6%
DF P mgeesiions Sold indirectly with Adx
Sires LEY
DF P impressions sold indirectly with AdX .
Compatible Availabie Placeholder siide: I7%
mpw..sfm.n:mm — Intent to describe how much accessto %
lmmm[ww; inventory we currently have. vs how much we Son
oy St eiphgy monetize (programmatically or otherwise)

“‘l everyone using DFP to use AdX as ening today for

a vanety of reasons:

o Fettered Access:
o Publishers can lock up their unsold with other 55Ps or networks mainly for some type of guarantee
{e.g. Tribune and Rubicon))
o Some publishers refuse to put any unsold on exchanges sales channel conflict concern (e.g. KBB)
e Compatibility:
= Sizes and formats are tricky with directly sold concepts not always transiating to indirect, standard
exchange sizes (e.g. 88x31)
o PM is looking closely to address this as we launch new sizes, while ensuring there is ample demand
e Low Monetization:
= Price Foors in DFP and/or reserve prices in AdX
> Blocks on Buyers and/or advertisers, especally on endemic

The parodoxical chalienge: we aliow more controis fo gain more occess. yet such cantrols ¢an homgee monetizgtion
WSLLES SSCEER

Direct sold - in DFP, the publisher has specific flags that allows us to know if
it's direct .... it's standard and sponsorshop ad types
Indirect, but not backfill eligible
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sold inventory. We have a ways to go, but are seeing successes
AdX competes for nearly one-fifth (21 billion impressions out of 118 billion
“premium”, brand impressions) inventory at Directly sold priority levels

All DFP* “Direct”
Impressions priorities only (1
top 1500 pubs W | through7)
=521 billion =153 billion

Brand safe only
and excl. YT and

From pubs.
who allow AdX

' | to compete at

direct priorities
= 21 billion

Won by AdX

- | = 7.6 billion

(6% of total,
37% of eligible)

i

"

. Publishers and Platforms
Solutions © Innovations
FP-AdX Inventory Flow, Select Publishers by Direct Sold Priority: Aug 2013, Brand Safe AdX-Enabled*

ih B3
Avsoxaated Northtifte Digital - [Mailonline 3412.299.87 2. 158,337,341 577, P, 856 By 1% i™
Uibero MabaOn,ne - 9P IMTA 15T T2 AM 1507436127 RIL, 375,487 &t s %
FOX News - DFP 2490924, 308 149, 385,507 AR5, 508 4 6E% I, 3%
Synacor . DFP 2104554 179 §11L.037 068 165,517, %40 ¥ s Pt}
Weasther DFP Premium L.7M0,039, 240 470 384711 89674, Bad N 2% %
[Gannett 3.252.666,53) M1 260,211 418071429 Bl% s 5%
SteAQer interactive - OF P EMEA LA76 211 062 B35, 711 54 41,791,458 4% L) ™
About com L087,601 238 K340 014 S04. 770, 760 ™ 4T% 61%
Move com - DFE Prameem 976, 295 485 54,581,552 296,081 11% ns 30, 4%
104G - Global 811,708 N7 8.5 76, Ok AB0, 51995 % N el
Hiarit Commumcations, ing. - DFP TRS, 884,677 571,220,803 149 845 461 ) 1% %N
ONE ITALLA - (7 EMEA 614, 731.50% 582.188.221 JA354.121 % & %

= TP Pagags gy

The prior pages show that there are a lot of hurdles, but there are a set of pubs
that allow us to compete at direct sold priority levels and adx is winning quite a
bit of that inventory.. Here are some examples.

-- Of top 1500 pubs, 521 billion real impressions/month globally (XFP premium,
not including small business)

-- 153 billion (or roughly 1/5th of the 521 billion impressions) are at priorities 1 -
7 = proxy for directly sold

-- 118 are brand safe, excluding YouTube and ebay = brand safe ... PREMIUM

-- 21 billion, or 18% of the brand safe total, AdX is competing for

-- 7.6 billion, or 36% we win

The idea adx is a junk yard ...

This is the subset of global publishers that allow us to compete for direct sold,
premium publishers (versus more)
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530b total global impressions and X# of pubs
LESS Priorities below 7, ebay, non brand safe, YT = 118
Out of 166, you split into 2 groups - 13% allow AdX to compete and *87%™ that

do not allow AdX to compete
Of the 13%, AdX buyers win about 5% of the time ...
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DESK
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The 'Best’ of Google Programmatic Partners '

[SEEKING ADDITIONAL INPUT FROM POOIA/BRYAN)

L

Buying audiences across formats and platfarms via DSPs and Networks through agency
Agency planners leverage full service offerings on GDN, D5Ps gad RTB Ad Networks
Gongle's Largest DSP advertiser ($40M/year) is now considering our ad server over Atias

BidManager opened door to DoubleClick stickiness

Centralized audience and RTB buying for agencies to accelerate adoption

Utiiize disparate platforms Lo access access all inventory and data (L.e. Format Specific D5Ps)

f
I

Sell ‘services' of guaranteeing access and managing data from disparate plat

Creates new profit center for agency holding company

1 Add biggest

Bring custom data and optimization to RTB exchanges in arbitrage mode!
Sell against Trading Desks & DSPs via performance optimization & proprietary data

Capitalize heavlly on lack of buyer knowledge and sales and service expertise in display

{TEANAL Googw Confldentiad and Pyuprartany
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