From; Scott Spencer <scottspencer@google.com>

To: Neal Mohan <nmohan@google.com>, 1Susan Wojcicki <susan@google.com>
Sent: Wed, 01 Apr 2009 20:09:29 -0400

Subject: Re: ad exchanges

Susan,
Adding a bit to Neal’s response (with which | completely agree)...

For Yield Managers, | recently interviewed 12 publishers that are using a yield manger to get more
understanding of their solutions and to better understand our relative value proposition. In general, |
would consider their offering less-sophisticated solution than an Ad Exchange.

As Neal notes, Rubicon is the most sophisticated of the Yield Managers. Together with AdMeld and
Pubmatic, the collectively allow a seller to automatically determine which ad network to send their
inventory to in order to get the highest yield. Rubicon’s method is near-real time (they still rely on
historical information for many networks) while AdMeld and Pubmatic do periodic allocations (based on
variables like percent of impressions, frequency capping, and targeting variables) across the networks. All
three also provide some degree of centralized control so that the publisher does not need to go into each
of the respective networks Uis (for example, to ban an advertiser). When speaking with publishers, they
actually valued this centralized management more than they valued the incremental yield.

In a relative comparison to our Ad Exchange, in addition to Neal’s points:

1) the yield managers require a contract with each of the participating networks. In Ad Exchange, Google
acts as the central clearing point, holding the contractual relationship with the networks and with the
publishers. This is much easier for sellers to deal with and, again based on the interviews, a preferred
setup.

2) from a network participat perspective, working with an Ad Exchange is preferable to working with a
yield manger. When a yield manager is involved, the network no longer controls which inventory the get
from the publisher, the yield manager makes this decision. With the Ad Exchange, this determination is in
the hands of the network since it is an auction. The network controls their targeting and bids.

Because of the second point above, all of the Agency holding companies (Vivaki, Havas, OMD) want to
work with exchanges and in particular our exchange. They view networks as competitive and are setting
up “trading desks” that will take inventory risk on behalf of the agency’s advertisers. Vivaki is Publicis’s
network, B3 is GroupM'’s, Havas has AdNetik (using DataXu as an outsourced bid engine), and OMD has
not given theirs a name yet (I met with them this morning).

As Neal noted, Vivaki has decided to use the DoubleClick Ad Exchange as their primary tool for acquiring
inventory. We have been working closely with them for a few months.

Glad to provide more detail anytime.
Regards,

-scott

On 4/1/09 Apr 1, 097:20 PM, "Neal Mohan" <nmohand@@gongle com> wrote:

Scott can of course answer in much more detail but a few quick points:

1) Rubicon, Pubmatic, Admeld, etc. fall in the category of network yield managers. While at the
highest level, they try to provide the best yield to publishers from ad networks just like our
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ad exchange, there are some key differences...

a) Today, none of these tools are integrated into the core ad servers. So, very importantly, they
do not have dynamic allocation. This is a huge limitation since publishers cannot be
assured that the ad will go to the highest yielding channel this way. That is, if they have
allocated the ad inventory to Rubicon but their direct sales force sells it for higher than
the networks on any given day, that ad will not come out of Rubicon and go to the direct
channel. This is a big loss of potential revenue across millions of impressions and the
reason why dynamic allocation is one of our key differentiators.

b) Rubicon (and none of the other yield managers) run a real time auction. They just make
decisions based on historical data. As you know better than almost anyone, auctions are
the most efficient way of allocation impressions. Using historical data is like trying to
manage yield with imperfect information.

c) Despite these limitations, they are getting traction and positioning themselves as an alternative
to exchanges. Some of our pubs have tried them out (mostly AdSense pubs since many
of them dont have direct sales forces and therefore care less about dynamic allocation).

d) It is unclear how much technology these companies really have. | know both Rubicon and
Pubmatic pretty well and it seems like much of what they do is managed behind the
scenes almost manually.

2) Vivaki is going to use our Ad Exchange. So the good news is whenever they talk about their
exchange platform they are really talking about Google. And, as we discussed, they will
hopefully bring Y and M to the table too!

On Wed, Apr 1, 2009 at 4:02 PM, Susan Wojcicki <susaznégoogie.com™> wrote:

How do you answer how our ad exchange will compare to Rubicon and
Vivaki... all of them use the words exchange. How are they different and
compare to us/right media?

Susan
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