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Agenda 

~ Evolution of the P&L 

@ DVAA revenue ... a crash course in ,,_,5 to 7 tninutes 

* P&L rnechanlcs 

@ DVAA P&L. trends, high!lghts and 2019+ pr!or!tles 

Google 
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Pre-2015: Revenue solves all problems! 
Ads Revenue 

----.. 
- ~ 

... 
Shift to Mobile going well in Search 

- ---... --
Google 
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2015: What's a P&L? 
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2016-2017: Oh S*-k?., we spend how much on REWS??? 

Google 
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2018+: YOU get a P&L! And YOU get a P&L! 

Google 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-004326987 



HIGHLY CONFIDENTIAL GOOG-AT-MDL-004326988 



D isplay & V ideo (ads), A pps and A nalytics 

II 

Google 
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DV AA Mission 

"Strengthen Google's Mission by 
efficiently connecting advertisers to users 

through great, accessible content." 

goldory-dvaa-all-hands-q2 
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DBM: Highly 
sophisticated. Google 
owned DSP 

AdWords/GON (Google 
Display Network): Easy 
to use, CPC bidding; 

AdX Buyers: Other 
DSPs Advertisers can 
use to access Google 
inventory/sellside 
products 

Google 

HIGHLY CONFIDENTIAL 

AdMob 

AKA "the buyside" 
AKA "buying door" 

AKA " front-end" 
AKA " advertiser view" 

non-Google 

e sellside 
AKA " pub product" 

AKA " inventory source" 
AKA " publisher view" 

AFC 

AdMob: App-focused 
inventory 

AdX: Big publisher 
websites (ESPN, NY 
Times) 

AFC: Smaller, mom & 
pop websites, biogs, 

Non-Google: other 
inventories where 
Google doesn't directly 
own relationship wilh the 
publisher 
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DVAA P&L: What's included 

"DVAA P&L" = Core DVAA + GA O&OP&Ls 

Core OVAA* GA Suite Extended OVAA 

AdWords (GDN) AdX Buyers 

GA Suite Free Play 

GA Suite Paid GMail 

I YouTube I 

DFP 

•me/ assocraled Measurement 

Google 
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a resses spectrum o mar eter pu 1s er use cases 
(simple to sophisticated) and optimizes for access 

' OS used ID milPegot search 
carrpligm Of' AOWOtds end otrer 
r•twom• 
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Advertisers use AdWords 
to buy display ads 

Advertisers use DBM as 
DSP to manage campaigns 
across multiple exchanges, 
additional controls, etc . 

Advertisers use other DSPs 
to access Google-managed 
inventory 

-----------1 

Less sophisticated 
publishers monetize using 
Google, simpler controls 

Publishers use other SSP 
to tap into Google-sourced 
demand 

0::: 
UJ 
~ 
=> 
Cl') 
z 
0 
(_) 
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How are P&Ls defined? 

Google 
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DVAA P&L Google· PA 

Platforms & 
Ecosystems • PA 

Play · PGS 

Play Ads · 
PG 

Cloud · PA 

Apps· 
PGS 

Gmatl Ads 
- PG 

• PAs are defined by sellside product (i.e., where did the ad land/was viewed by the user?) 
• This is why YouTube isn't part of the DVAA P&L, even though our teams do work that 

benefit them! (i.e. DBM) • ....,. ' ' • "" 
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P&L Definitions 

1/1 

~ 
(I) 

0 -1/1 

8 

X 
w 
Q. 
0 

Served Rewnue Fixed FX 

Dook.cl Rcnnuc Float!~ FX) 

TAC 

Net Revenue 

Other COS 
Machine/Network 

Total Opex 

EngPM 
GBO 

Morketmg 
G&A 

Tl 

Opewl 1q Prof,t \ 

Revforce revenue + Feff In fixed Annual Plan rate FX 

Spam/Credits, Sales Allowance (bad debt), OVIP 

AeeCM1ndno revenue (In ffoattno FX 

Applies to media revenue only (excepl PG/PD. Exchange Btddtng) 

Booked R.-,cnuc • TAC 

Credit Card Fees, tronsoctional gTech. data licenses (e g While Ops) 
Resource Economy charges, incl. share of Ads•PA Reserve Logs. Payments 

Book..S Revenue • Cost of S.lea 
Grosr Mergm ' Booked Revenve 

All the FTE HC (Payroll, SBC) + non-Payroll OpEJC (e.g TVCs, licenses) supporting OVAA Business 

DVAA FTEs, non-Payroll OpEx and 0th~ SR Teams supporting DVAA (EngProd, DIA, Payrnen:s Infra) 
GBO FTEs sellini;J/supportmg Core DVAA + GA products (gTech, LCS, Platfonns Sales. Partnerships. etc.) 

REWS. Legal. Anance, Peopfalps 
SRE. Pnvocy/~curlty, Machines/ Network "Overheod: Corp Equipment (e.g. laptops, Tech Slops) 

Gron M In · EJc 
Operating Prof,t I Boo>ced Re~eni,e 

Source: https:/ /docs.google.com/spreadsheets/d/1 lmyH Rpxs_fosbkRGbwenaOE2hKaWQAvUTTzclsrw6BQ/edit#g id=14 79443361 
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2017 DVAA Revenue Matrix 

Media 8uyside Fee 
Products• 
(Ad Serving) 

-------------~~@~n~elf\J~tw2~l _____ ______ ___ _ _ Sellside Fee 
Products*­
(Ad Serving) 

DCM/ORM: 
$300M 

OS: 
$18M 

$16.98 
16% YN 

Buyside Fee 
Products• (DS~ 

DBM fees 
(% of 08M media): 

$600M 

I 
I 
I 

I $5.08 
: 60% YN 

I 

I $1 .88 
• Products h'llilable lo 08M 0111om~2% YN 
• • Products 11\taiable lo AdX custorr 

Key takeaways: 

$7.08 
19%YN 

$9.58 
15%YN 

$2.18 
87% Y/Y 

081,t 
$3.08 
46%YN 

$9.28 
29~ Y/Y ....., 

$14.28 
20% Y(Y 

$8.4B 
27% YN 

$6.2B 
33%YN 

$2.68 
33%YfY 

$2.18 
4~Y/Y 
S0.78 
73% YM 

I 

YouTube 

I 

' 

P&L 

DVAA 
P&l. 

Play, VT 
W1UAP4Ls 

DFP: 
$200M 

Google "owns" majority of these transactions on both sides -AdX and nonGoogle relatively small parts of DVAA business 
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Core DV AA P&L TAC Rate is driven by Revenue Mix; Net Revenue Margins 
vary significantly by Buying Door/Inventory combinations 

-08111 AdXBuye,, bchang,e 
2017 Actual .AdWDnl9 0A PO PA PG Tag 0A PO M hldlntl -

Al'C/,,,,,.. 
0,. 32"4 11'!1. ~ 0% 32'1, -

MM••• 
32'11, $S4B ~ 43'1!. $049 32"- $0511 

AdX,._.,. 15 .. 1811, 10% ~ 10'Wt hi 10,. 16'4 4'1!, 7"' 0% ~ 0'1!, ~ (I'll, 16'1. ~ 30<r. $319 30<r. $109 18% $0.29 26% $039 10-11. $0 29 201' $088 8% $019 1~ $029 2B 

' ~ rt.• •lllewl -Non Oaagl• 
B 

~ 10'Wt 0% "' °"' ,004 ()'I(, I SP£ 
I 

,-
$0 1011, St.38 K so 18 1o,; so ,9 

D Significant variance in DBM net margins across inventory sources Legend: 

D Significant variance in buy and sell side contributions across deal types Buyh!&FH-+ K 27% ~ ~•RevSl'eR 

Nel R.,.e,,,..-+ 31% S2A8 ~ Meci.Sc>e,,d 

D DBM on 3PE net revenue margin depends solely on buyside fees Matlli" 

.. ,._,_,,.Oft JPl!/ tar,tl- Is 15'i OS/# -.el 
N« 11......,w ~., • ~uy,kf♦ Pl-,,om, h• t ~--. ~,.,.,. S,_,,./ I - Sj>o,>t/ 
,,__O_ -P-0...S ~ .. ,..,,....,,... a,•---J,.f>Ol'li'>O 
_..,. TM:-IOO,,.,,Aod0ttll--• I..S mlttlmum ~ .... 3 IOr AdX Pl.6u1"tAJ'CIA- not 1ne.- o_ ...,.Cf ls•lSbf>SIO ~ T<1'•1N« ~-M~ In 2011 
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OpEx Allocations: EngPM 
Process: 1 X annually, Ads Finance analysts solicit feedback from Eng PM 
allocations by product based on estimated time spent a • 

• Allocations are uploaded into _ , 1 I b 
• Allocation rates are applied to all Payroll , SBC, T 

designated PG 

Example: Bahman Rabii manages EngPM Cost Center 
Engineers or ~$200M of OpEx. He provides the followi 
analyst, Piper: 

. ' 

Dear YT, my bol Bahman 
says we spend -5% of our 
time building out YT -specific 
formats. So pleez enjoy this 
$10M OpEx allocation 4 our 
good werk 

s, which houses -400 
ates to his trusty financial 

SIO Based on Bahman's inputs, Piper uploads these 

DVMP&l 

Play P&l 
GmdPIIL 

AFC 
AdMob 

AdExcllange 
3PEJNcnGoogle 
PltyAd~ 
GmaHA~ 
Total -

12 
20¾ 
4~ 

1S,,. 

2"--Ho 
100% 

$24 new allocation rates into ' 
$40 

58-4 Hyperion then takes the $400M total OpEx 
S36 

forecast/spend in Bahman's cost center and s.s :j applies the relevant allocation rates to ensure S? 
S200 OpEx hits each P&L accordingly 

Source: https:/ /docs.google.com/spreadsheets/d/1 lmyH Rpxs_fosbkRGbwenaOE2hKaWQAvUTTzclsrw6BQ/edit#g id=14 79443361 
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OpEx Allocations: GBO & Marketing 
Process: 1 X annually, every GBO Googler completes the GBO 
time study survey 

• One question is spearheaded by the Central Ads Finance 
team, where the GB0 Googler is asked t o manually enter how 
long he/she spends on each product listed (out of 100%). 
The product options presented are relevant to the team of 
the Googler taking the survey (ie GMS, LCS, etc.) 

• Central Ads Finance scales up t he results and applies them to the 
entire Sales, Marketing, Partnerships, and Google for Work rollups 
by cost center. The products are mapped to the appropriate 
Product Areas and Product Groups using Corp's latest Product 
Taxonomy 

• For Buyside Teams working on GDN (AdWords) or DBM, costs are 
allocated to Sellside product (AdX, Ad Mob, AFC, YouTube, Play 
Ads, etc.) on the basis of Revenue 

~tii,n 1 Ottt-4 , 11¥"1.31:P,~O'"tlf"l't~do~, "CJll"ndOtlf.-~ -~r"'la 
po:,,c,.)(R,.po-m, .. t S\im •o 1001 

...... 
c..,....-, ........... 

• --
..,, . .......,_, 

.....,_ .... 

------_ ... 

Source: https://docs.google.com/spreadsheets/d/1 lmyH Rpxs_fosbkRGbwenaOE2hKaWQAvUTTzclsrw6BQ/edit#g id=14 79443361 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-004327000 



OpEx Allocations: G&A and Tl 
Process: G&A (REWS, POps, Finance) and Tl allocated to P&Ls 
using a series of drivers 

• REWS - $3. 78: Volume of seated Headcount 
• Tl - $3.98: PA-specific applications/infrastructure 
• POps - $1.1 B: count of net hires 
• Finance - $0.8B: volume of activities that drive work 

(invoices, manual journal entries) 
• Legal - $7 .OB: product launches, PA specific policy issues 

- y 

Project Turbo: 

G&A OpEx Allocations 

go/corps1tes/oa-turbo 

.,, , . .., 

Source: https:/ /docs.google.com/spreadsheets/d/1 lmyH Rpxs_fosbkRGbwenaOE2hKaWQAvUTTzclsrw6BQ/edit#g id=14 79443361 
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REWS budget is highly fixed in the short-term with the exception of 
workplace services 

~,-.,g,, ~k,, ~Ir , ■ V.iyroll )ll(, & l•l, 
C'n111 Ii I Sl7M OIi S.MM. l~ --~• $'1DM 6S 

1 -60% of the REWS budget Is fixed In the short-run but represent ■ t,.-ifpty it. ~cu,1ey 

the greatest long-term opportunity Key levers: SnM, 111 

Locat10n 
Build/Buy v Lease 
F1tout SJ)<!C1tIcat;ons 
Density 

2 Fac1btIes and Safety & Secunty (~ 15% of REWS) may have room 
on the margIrs. but are difficult to fmd structural changes given 
the requ,sIte nature of maintaining and secunng our portroho 

NorCat and EMEA fac11it1es contracts out to bid 
Security ,s standardmng contractors 

3 Food spend Is highly vanable but also highly visible. Key levers: 
How cften you feed people (e.g., # of meals) 
How many people you feed (e.g .. TVCs, visitors) 
How much you subs1d1ze (e.g .. currently 100%) 
What you feed people (e.g., hot breakfast, MK snacks) 

4 Transportation Is specific to the Bay Area and necessary for 
future development; possible to overhaul routes and scheduling 
but would impact Googlers llex1b1hty and commute times 

Google ..,_ n.,., .,.,o,,vor-..t.-,._,_ _ _ _ 

HIGHLY CONFIDENTIAL 

• •• JI c.JIOll.J.l'Oft. 

$11',M, ;11' 

2 
4 

3 

$3.Sbn 
2018 Forecast 
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Food: Current Global CPPPD1 of $20 has seen a mix benefit 
from the increase in GOV Os but faces pressures in labor costs 

Breakdown by Meal 

• All Silt!& prov1d~ MK services bul meal offe11ngs vdry 

Google 

by sne type and size 

GOGOs also provide lunch while# of 
breakfast and dinner offenngs vary by site 

GOVOs are MK services only and make up S'to 
of program spend (but 22'!(, of the population) 

CWPO • CC91 pc:, perto0 per day 
'US «at,ont ocCounl lc,r 69'1,, 01 P,OQO"•TI C06l1 ond 55"-oflhcpopulo\""' 

Breakdown by Account 

• Lab1.1r c.ost& increases po:.e lhe large:.t nsll. lo food 
unrt costs while the program continues to push for 
operaltonal efftc1enc1es through contmued 
consohdallon of vendor partners 

• Food & Beverage mflatlon (1 '!o CAGR m the US2) is 
actively offset through a focus on waste reduction 
and economies of scale through procurement 

23 
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DV AA Margin structure heavily dependent upon TAC 

DVAA 201 SE Margin Structure (Exhib11 1) 

Google 
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DVAA profitability and value creation in 2019+ 

1. Increase net revenues: pricing, inventory mix, product launches 

1. Control Operating Expense Growth: DBM GBO serviceabil ity, EngPM growth 

1. Control Capital Expenditures: consider dropping low value queries 

Google 
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Inventory mix: 3PE declining, but still 40% of total 

Note slide excludes 
YT; YT makes up 
21 % of total O81v1 
revenue in 2018 YTD 

Google 

DBM lnventory Mix 

100"-

75\ 

2015 2016 2017 2018 

■ Other ■ NonGougle AFC ■ AdMob ■ Ad xc ~ange 

·Net Revenue Margm here facto,s Spam DVIP FX 

AFC: 28% in go/projectslice + 3ppt if DVIP had same % of rev as AFC on AW 

HIGHLY CONFIDENTIAL 

201 s Net Revenue 
Margjn 

9% 

31 % 

28% 
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DBM platform fees have been in decline 

DBM Platform Fees as % of Media 

- DBM (ex. YT)-OA 

- DBM (ex. Y-l}PU 

- DBM (ex. YT}PA 

-- -

0115 Q:115 0315 0415 01"16 0?'16 03"16 04"16 01·11 02'17 03"17 ~ 17 01'18 02"18 

Google 
Nr>:e ti s1 te-=t'lll u,i: c;, m 1018 ,, mn,r1ty d:re 10 m,11 s' It! .is A,rnoes • Ill b,·,'Ct r111es have uecelerar,,;g IJ'0"1h ar.a o,,~r 

rits vrr,hlgherrd·• ar ma:r.,a r~ '11>icgro,v 1 ;r 1ec.·:;;y 

Supporting DasNav: https:/ /docs.google.com/presentation/d/1 hGlqawxIKCXwOvLGD 1 FAJU3u_ 0pWN u-
2Nnz2gZ_tSIQ/edit?ts=Saf26e64&pli=1 #slide=id.p 
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Proposal: Drive profitable DVAA growth through new investment framework 

Goals 

Google 

HIGHLY CONFIDENTIAL 

ESTABLISHED 

Established, at 
scale businesses 

with relatively low 

growth potential 

Drive significant 
operating profit, FCF 

Improvement 

EMERGING 

High revenue 
growth potential, 

already at minimum 

scale 

,-,p s 

Drive revenue growth 
and variable margin 

improvement 

NEW 

Early stage 
busmesses ,..,1th 

little or no 

revenue 

~ 

Hit technical and 
adoption milestones: 

establish demand 
and unit economics 

Infrastructure and 

businesses lhat 
support other 

businesses or 
create opt,onahty 
--"' .c: :-

Drive measurable 
impact on other 

businesses 
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Data Sources/References 

go adspr - Total Ads P&L (DVAA, Search Ads, YT) updated each forecast cycle rc«i1n1AdsF,n•nc•J 

go/adspnl11@pQtl' .ProducVproduct groups (PG) hierarchies for DVAA vs. Search vs. YT. etc~n1rw1Ad•F1na,_, 

_ 1 - DisplayNideo gross revenue forecasts by buying door, sellside product, format, 
enVironmen~ etC. (Display R.v Tftam) 

, r r 1 __ - Splits total DVAA P&L by various cuts: buying door, sellside product, format, environment, 
channel, etc. (OVAAFin•nc•) 

~u uvaduol," - Series of trainings on DVAA products, revenue, etc. rovAAPMJ 

. Overview of all Turbo G&A allocated costs: REWs, POPs, Finance, Tl , etc. ,o&A ",,..,_, 

Most recent 0218 DVAA All Hands recording 

Google 
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Finance Glossary 

Variable rnatgin: H.atio cf ;:1c;-eme;1t.ai p~o~:ts '!O :n~re;n~rir:::l r~ve=,u~s. e.g. if W>3 add ~1 :;:cr€:r;w:n;a; grus:s i•evenue ·.,,)i:!h BD P-~ T }\C., ·,,yif add $0.2G to ~ur 
proft: s £:~E:i_(:1::c1:r:~J :r:;~:-~?n-:;~n:~; Ti !:Q~;:s;. n~~: v:Jd-.3tAe r:~~rgi:l :~: :.;0%, P busi:'~~s~- : ~1c:1: h:~t h:gh V{ir:iiblt• :r:ar~;ln~; ;~!'"; {j ca :'1 ~;.r•}'t-: rtv;.~:-m~:~i ~:> rtl\;:·1ly ;ik:dy 1<; 
t:..=rr. w:~fit..:1:./~ ~~:1<j b~ ~ .. j l t:abli' <)\lt;t ti :·:1~. u:~i,~sa :·;.:: <J.r1gbt .. ~d='lQ :.,nij .,.._,n:r:t 4n~ (1Ct f /".~H ;"':~an;::-:9::::d. <::: it ~ ~q:,.::t~t n·:Js;:,fv~ infrt.1~ t:·:;ctu.re t::_) ru~·: : ~•-·(..· fr•:-,,; ·f .. !t;,:,! 
:'~J;rf•;!:;,,f {:,:·/(i;V ~ 

R¢turn t::i! tnvt:str:C r .. apf1~\ (Rf.HC); 1/-Jh~~~h~:r <)f riot H<=n:~:-a~i:1g $20 <:pf::r:~tn;] pco::~: e,~ s·; 00 :>f n;;•0n~i l!!t :~n.ut:?:s. ,;:11:.m d:1pt;:x!t: ( >fi :1o\·V rP;.::~h c~.~:-lt<!l h 
i1w~a:·"'-' i" ,1-,-- h : :< "'!"'' ,, ;❖ , ,,,~ ""' 1•s I ,,,,,,._ ;~ ., ( "" Tj ,c,f:·:-< t:·: :<'•u:•c \ '" !' ~,, 1'"' 0 ,,, ,,, ,.,,,, "'n ,· ~ '.I',% {<; ·7:, :•,~;,,Ml,,,., " ' ";;, ' .:,,,p ·,:•t<APhcli • -; , , .... r '-'•:1:·,, " ' • . . . -...-.z .'-"~. i •t~ r. ._,, ._,_,, • •• -., .,., ,, __.j~_,..,..,.,,.<,;; , . , Vo;;v .-.;;V._-.;":; t " C•'.:\v ..... . .. • '" ti~-., .,. ¥: .. h,,, . f1 y ,-.:;;,_., . v ... v - ~-.. ...... -..v:1 -,,r.}-.? , ,~;..,, ..; , , \ .f <..:J ~-~ •t">-,Vt.,;:; ~ t'-'-'";, -.. , ., , ,oV 

90rmn: !ly ~~:<•:e-E!t!:rt fr:-:· <t: ~,.,.~:n ur::j t:rsr~xH!. ~=~;~:<:b!:!:h~:d bu~;:rH?St. HO\'<i:'?'.!~::, :f 1·~w t~B s:ne:~it: ~;t ::l~!r~~t:·?s $20 op<?-:-Jrtmf; p:-•)Et hut h~:d £◊ ::l'..,~::;t s:, n!; G .. )f cap:lat. 
(•~:::,..-,· :ho r ·>i· •::•·,:. ? l.l• •>r:. -< ,·:·:, t3,:• i ',;.;;-•> :,:, .. o· :• =~---~ol ... (•:1 ... --- iti l=~~ :,.-:ii·•!,; ( . ..,,.;.;;, ,;;,,•►•i1·,3 -~,.·► = • ... ... .. ;.-; ~ ::.1 ··11--•--:;), .. t>;~,: .. , ,·: :, :)•::··1"(" ",( , •• v1:..1y •+·l.,,., ,: .. r. .c1 • ! 1,:• ~:•) ',:;,,·1,·1 • I :,:.:u,.:--
. , .. , ., • . • « .. . t. , . . • ,:, ._. ,.-:, , ,. . . ,., . u-lv , . , _.,,,. .. . ,. , •• ..; . ,)-.• ,:,::• .,...,>, , ...... , , , ,,;. ,., .... . .. v . . .. . .. . ~> • . . :,,,

1 
.• 1 •.-:,, . ..,,.. . ~ ,;; .• _., . .... .... ),; .,) .. • • , :>,,, , .,'>"f ; { . • ,;; .. • -..~,, , .... ~ . ... . . . . 

~;·:at y.:cu~d .-n«k<?. :1 an .:.rttrc:c-1;-,.;.::; :f!Vt:strr.ent has to Oe h{Jher. ~s hif;hec: :·:$~-hrves.t:11e:11,s sn,:-;,~:d have :-::·;;:-:sr poter,t:a: ret:jt•ns. ; , ?<ey =t~s,1n why i~o~Ql~ :S :s.u 
•n:hJ~::):E: !·~ b~C(:t;~:t~ itt ~,11(~:'t:ll rnl ~::1: o:-: h·w(~~;tt~d G<~r.-:i~~t ,vh:(~h :t :)ti\11:-:: pr;:r:,a:-iiy bi Si::(:rch,. it Hi~dnjfit~i:-::iy h.gri:~r :him 25%. 
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GBO Fall 2015 Intro Page and Sample LCS Allocation Question 
Fall 2015 Sales Activity Survey 
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2017 DVAA "Waffle" - Buyside Fee, Rev Share, Net Rev% & Media Spend 
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0 Significant variance in DBM net margins across inventory sources 

8 Significant variance in buy end sell side contributions across deal types 

• DBM on 3PE net revenue margin depends solely on buyside fees 

WQnot-.,DVAAPJt 
••,owarc, e,<<fNOfff• on JPEJ t.-por mwpt, 1, 1$,. n p.-,,,.,.,.ud 
- ,,_..,,,.,. ,.._., • (&,yo/cit Prot!Onn /'ff • ~'I/!_,_ Slllrro) , _ Spend 
A-ogr11n,,,.;c Gw-one --OHi• rocor'N<f .. /'IOI,.......,. In•-~_,.., ~ 

T119 

311, O'IC, 

3% SO.OB 

Ad)(~,. 

0A PD M 

<)'II, 32% 
~ S0.68 
O'IC, 20% ~ 8"- 0% '~ 

hr;bange 
Bidding 

20% $08B 8'4 SO 1B 1&% soai 

Legend: 
8uy.~Fw-. 8'I, 2~ - • Soogi. fwv Srere 

NetR .. ..,,._. 31%$2.48 -4--IJecliaSper'<l 

Marg•~ 

--T,OC-"' OpM ____ {_trl_ gt:-• /Or ,OIDC ""1>$ -Al'CJ-O no,~ -•'"->ad ls-25Cps .,Goop,,, TOlllf ,i., R_,. ~In 2017 

HIGHLY CONFIDENTIAL GOOG-AT-MDL-004327014 



AdWords has higher net rev margin than DBM mainly due to larger YT share 
of spend, but DBM is higher margin when limiting to Network and Auction 
"'nh, 

All Trans Auction 
Ad\'tords DBM AdWordl 0811 Only Type• 

0 Total net rev margin of 38% for AdW vs 

°"' 49% 4,i_ 45,i, 0% 49% 4% 45% 27% in DBM, but YT was -2x share of 
O&O O&O Adwords spend (40%) vs DBM (21%) 
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N.- N«wo,k significantly higher because DBM has 3\% $868 29% $2.18 31%$8.58 34% s, 58 
direct deals (lower buyside fees and 

~ ~ 15% 0% 10,i. 0% 
Google rev share) and also falls on 

Non-Google Nofl-Google 
15% $0.38 10% Sl .38 

3PE (0% Google rev share) 
38 88 

0 Removing YT and limiting to Auction 
"' 35% • I 8% 19%~ 

4% 35% 9% 21% Tot.I 
38% $14,S 27% $5.18 Tobi - only. DBM has slighUy higher net rev 

. 38~ $14.S 30% $3.78 for Network, but AdW remain$ 8pp 

I J~S82:1 • 

higher than DBM in -otal net rev 
Toaln.o&O 

10'K, 1\% 8% 28% • 10% 13% margin due to DBM spend on 3PE 
20'!4$3.98 Tot.le.i.o&O 

31~ $8.98 23% $2.78 

Legend: 
8u)'lldel'M-+ 8'I, 2~ - +-Google ~- SI'•• 

'0$0 not - ., DVAA PJt Net R .. ..,,._. 31%$2.48 +-IJecllaSperO 
""AW&'d /,<<fNOfffs on JPE) t.-p« mwpt, Is 1$,. n p.--ud MIJrglt' 
- RH,,.,.,.._.,• (&,yo/cit Prot!Onn /'ff • ~'I/!_,_ Slllrro) , _ Spend 
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Glossary of basic Google display terms: 
display products 

GDN (Google Display Network): Advertiser product to place display ad on collection of websites via Google. Sometimes 
referred to as AdWords because advertisers use the same front•end system as for search ads/traditional AdWords. 

DBM (Doubleclick Bid Manager): Google's DSP (Demand Side Platform), where advertisers can go to advertise both on 
Google publisher product websites (AFC and AdExchange) as well as non-Google exch~nges. Formerly known as Invite 
Media. 

AFC (AdSense for Content): Google's traditional display publisher product. Other AdSense publisher products that fall 
under display include AFD (AdSense for Domain), AFE (AdSense for Error), AFG (AdSense for Games), AFV (AdSense for 
Video). 

Display Buyside: Includes all Google display advertiser products except GDN/AdMob' Display Buyside includes AdX Buyers, 
DBM, DS/DoubleClick Search, DFNDoubleClick for Advertisers, DRM/DoubleClick Rich Media. 
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