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How data drives innovation in Europe (*IAB : Interactive Advertising Bureau -5 )
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Relations, individuals and services:
“It's Complicated”

DOES THE RACE

FOR OUR ATTENTION
LEAD TO THE
MANIPULATION

OF USERS?

“CIXIE HIAHCIA S0l &2 0IXI2I, Ct3 THE Ol A TI01Ef 2SMHAI"(CNIL, Linc 2019. 1.)

The hegemony of popularity and
available brain time

Digital technology has this in commen with the mass media:
its dominant economic model is essentially advertising.
Attracting people’s attention to target them with advertising
is a central commercial issue of major digital players, in par-
ticular big platforms operating on two-sided markets, where
consumers are less customers than products.

Patrick Le Lay, then CEO of TF1 (leading French
TV-Channel), thus defined his business in 2004:
“What we seil to Coca-Cola is available brain time”.




“-2]7} It 3= AL 7HE R T Ago|

“Be realist, the job of TF1 is to help
Coca-Cola, For example, to sell his
product. [...] What we sell to Coca-Cola is
time of available human brain.”

Patrick Le Lay - 2004
CEO of TF1

(ZX : Break Your TV !Pierre-Etienne Crépy, Ingénieur études et développement)
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M Advertising revenue M Payments and other revenue

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020
Data compiled by Bloomberg

=2

11



ertising revenue in billion USS. dollars

Adv

~
=}
o

w
o

=}
o

2021, Google 572 | 81%+= F L <7

T2 AA 42 25679 d]. Fa149] 2,095 &), L =AM Fa17} 1,4909 .

10.49
0.07 0.41 1.42 3.14 6.07

16.41

Distribution of Gaogle segment revenues from 2017 ta 2021

209.49

21.1 322-8921‘]'24

© Statista 2022 &

2001~2021 Google®] FiL o] (T 109 &) (&%), 72 T4 T F1L T Y H|F(LEX)
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Total Media Ad Spending Worldwide, 2020-2025
billions and % change

$1,090.66
$1,020.85
$946.71

$866.43
$780.59

$651.19

2021 2022 2023 2024 2025

W Total media ad spending ® % change

Note: includes digital (desktop/laptop, mobile, and other internet-connected
devices), directories, magazines, newspapers, out-of-home, radio, and TV
Source: eMarketer, October 2021

T11621 eMarketer | Insiderintelligence.com

FaL A= 4,910¢] 27

Digital Ad Spending Worldwide, 2020-2025
billions, % change, and % of total media ad spending

$785.08

$571.16
$491.70

65.9%

29.1%

% 16.2%
13.2% . . 13.5% 10.7%

2020 2021 2022 2023 2024 2025
M Digital ad spending ® %change @ % of total media ad spending

Note: includes advertising that appears on desktop and laptop computers as well
as mobile phones, tablets, and other internet-connected devices, and includes all
the various formats of advertising on those platforms; excludes SMS, MMS, and
P2P messaging-based advertising

Source: eMarketer, October 2021

T11622 eMarketer | Insiderintelligence.com

https://www.emarketer.com/content/worldwide-ad-spending-2021-year-record-books
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Share of total digital ad revenues

20%

0%

31.5%

30.2%
29.6%
——— 28.9% 28.6% e
27.5% 27.5%
2582%
e 24.5%
22.3%
9.1% 9.5%
7.7% 8% 8.4% 8.6% 8.7%
6.2% 675% 2%
5.2% 3-8% ===
3.2% 3.8% Hoxm———rt . 3% 3.1%
1.8%
0.8%
2016 2017 2018 2019 2020 2021+ 2022+ 2023

=8= Facebook =#= Google Alibaba == Amazon =#= Tencent

2021 Big 5 Al A Al A /S 7

© Statista 2022 &

Al 68.7%, 2025 72.4% of| = (Statista, 2022)

A 54(2016~2023%15)

20214+
- Hojas
. 22
22 bt}
. OfOtE
HAME

23.7%

28.6%

8.7%

5.8%

2.9%
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https://arxiv.org/abs/1804.03603
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Texas, et al vs Google

Ad Tech®] 522 4 EFH(T-2 2] ¥1%, 979 3-9)

Figure 2: Google's roles in advertising intermediation

Google share Google share Google share Google share
[20-100%] [50-60%)] [50-60%] [80-90%)]

Publisher
Ad Server

Advertiser 3
Advertiser

Publisher

Ad Server

Sell side Buy side

Source: CMA: We include Google AdX, Google Ad Sense and Google AdMob in our definition of SSPs and Google DV360 and
Google Ads in our definition of DSPs.

Online platforms and digital advertising market study(2020, CMA)

16



Figure 3.: Google’s ad tech and services available in Australia in 2021 Figure 3.2: ACCC estimates of Google's share of revenue and impressions for the main ad tech services,

Australia, 2020
!
] 00%
& @ - l
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Manager Video 360 | | E
20%
I Blogger
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Platform Manager
W Share of revenue B Share of impressions
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CMAe

Competition & Markets Authority

CMAe

Competition & Markets Authority

Online platforms and
digital advertising

Market study final report
1 July 2020

Autorité

de la concurrence
e—am—

delaconcurrence

Décision n°19-D-26 du 19 décembre 2019
relative i des pratiques mises en aeuvre dans le secteur de la
publicité en ligne liée aux recherches*

L Autorité de la concurrence (section IV),

Vu la lettre enregistrée e 6 mars 2015 sous ke numéro 150019 F, par laquelle la socsété
Gibmedia a saisi I' Autorité de la concurrence de pratiques mises en euvre par les sociétés
Google Inc. (devenue Google LLC) et Google Ircland Lid :

Vu l'article 102 du Traité sur le fonctionnement de I'Union curopéenne (TFUE) ;

Vule livre IV du code de commerce et notamment son article L. 420-

Vu la décision n° 15-D-13 du 9 scptembre 2015 relative & une demande de mesures
conservatoires de la société Gibmedia ;

Vules décisions de secret daffaires 0° 16-DSA-189 du 19 juillet 2016, n° 19-DSADEC-193
du 29 mai 2019, n° 16-DSA-193 du 20 juillet 2016, n° 1S-DSA-074 du 09 mars 2018,
0 16-DSA-195 du 21 juillct 2016, n° 16-DSA-91 du 13 avril 2016, n° 16-DSA-124 du
03 juin 2016, n° 16-DSA-125 du 03 juin 2016, n° 16-DSA-126 du 03 juin 2016,
0° IS-DEC-078 du 12 mars 2018, o° 17-DSA-214 du 1S mai 2017, 0° 16.DSA-0S du
07 janvier 2016, 1° 17-DSA-0S8 du 08 février 2017, n° 16-DSA-198 du 25 juillet 2016,

3 DSA-127 du 06 juin 2016, n° 16-DSA
2° 16:DSA-129 du 06 juin 2016, o° 16-DSA-130 du 06 juin 2016, n° 16DSA-131 du
06 juin 2016, n° 16DSA99 du 18 aval 2016, n° 16-DSA-203 du 27 juillet 2016,
o° 16-DSA-132 du 08 juin 2016, o° 16-DSA-133 du 08 juin 2016, n° 16-DSA-134 du
08 juin 2016, n° 16-DSA-206 du 28 juillet 2016, n° 17-DSA-218 du 23 mai 2017,
5 16-DSA-60 du 04 mars 2016, n° 16-DSADEC-01 du 23 mans 2016, n° 18-DSA-086 du
21 mars 2018, n° 16-DSA-136 du 13 juin .n|6 n° 16-DSA-141 du 13 juin 2016,
£° 16-DSA-207 du 02 aoiit 2016, n° 17-DSA- mai 2017, 0° 17-DSA-228 du
30 mai 2017, n° 17-DSA-229 du 30 mai m1 n’l7 DSA30 du 31 st 2017,
o 17DSA-231 du 31 mat 2017, 80 17-DSA232 s 31 mai 2017, o 17-DSA233 d
31 mai 2017, 0° 17-DSA-234 du 31 mai 2017, n° 17-DSA-235 du 31 mai 2017,
0° 17-DSA-236 du 31 mai 2017, o° 17-DSA-237 du 31 mai 2017, o° 17-DSA-238 du
31 m2i 2017, 0° 17-DSA-297 du 20 juillet 2017, n° 18-DECR-338 du 17 octobre 2018,

* Version non confidenticlle

Bundeskartellamt

O Bundeskartellamt

Press release o)

o Bundeskarstant de
7 February 2019
Bundeskartellamt | Digital Economy
sources
Bonn, 7'
i the processing of user dsta.
network. the Facebook
ant, . by
Facebook user sccount,
The authority's decsion covers different data sources.
®
Howe possibie subject
users
espect data
user accourt will
Facebook
Facebook s to develop
proposals for solutions to this eflect
President of
icy. we.

ACCC

AUSTRALIAN COMPET vu\
& CONSUMER €<

I\CCC

Digital advertising
services inquiry

Final report
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Japan Fair Trade Commianion

Fact-finding Survey Report on Digital Platform Operators’ Trade Practices

Final Report Regarding Digital Advertising
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TRICT COURT

UNITED STATES DIS
EA!

THE STATE OF TEXAS
By Attorey General Ken Paxton

THE STATE OF ARKANSAS
By Attorney General Leslie Rutledge

Civil Action No.

THE STATE OF IDAHO

By Attorney General Lawrence G. Wasden JURY TRIAL DEMANDED

THE STATE OF INDIANA
By Attomey General Curtis Hill

CCOMMONWEALTH OF KENTUCKY
By Attomey General Daniel Cameron

THE STATE OF MISSISSIPPI
By Attomey General Lynn Fitch

STATE OF MISSOURI
By Attorney General Eric Schmitt

STATE OF NORTH DAKOTA
By Attomey General Wayne Stenehjem

STATE OF SOUTH DAKOTA
By Attomey General Jason R. Ravnsborg

and
STATE OF UTAH
By Attorney General Sean D. Reyes
Plaintiffs,
vs.
GOOGLE LLC,
Defendant

COMPLAINT

KEN PAXTON

ATTORNEY GENERAL of TEXAS

European Commission - Press release

conduct hv Google In the online advertising teamology sector
Brussels, 22 June 2021

The European Commission has opened » forma antitnust investigaton to sssess whether Google hes
iclated EU competiton ales by fsvowing ks own cline dsply sdvertiing techaclogy services in
the so called “ad tech” Supply Ehain, 1 the detriment of competing

techmotogy services, advertsers and online pubihers. The formal S ivestigation wil nctably examine
whether Google is distorting competition by restricting access by third parties o user data for
advertising purpaces on websites and apps, While reserving such data for ks own Use.

Executive Vice-President Margrethe Vestager, in charge of competition policy, 5

Google collects data to be used for vertising purposes,
acts 35 an online advertising intermediary. So Google is present at almost ail levels
icemed that Google has made it harder for rival online

e in the supply chain. Fair competition Is important - both for advertisers to reach
cansumers on publishers' sites and for publishers to seil their space to sdvertisers, to generate.
revenues and funding for content. We will also be Jooking ot Google's policies on user tracking to
Imake sure they are in line with fair competition.

Yany publishers rely on anline display advertiing to fund free anline content for consumens.
2018, displey sdvertaing spending in the EU was extimated o be approamatly €20 bitin Gocgte
provides several advertising i *ieomectaie

Publizhers in order ta display ads on web stes o mabil

mission's investigation will focus on display auwemsmg where Google offers 8 number of
services both to advertisers and publishers. As part of its in-depth investigation, the Commission will
in particular examine:

 The abligation to use Google's services Display & Video 360 ('DV360') and/or Google Ads to
purchase online display sdvertisements on YouTube.
 The obligation to use Google Ad Manager to serve anline display advertisements on YouTube,
and potential restrictions placed by Google on the way in which services competing
Google Ad Manager are able to serve online display advertisements on YouTube.
8104 sppacart tadeicn of Goopvs w ickange ALK by OVSED sedor Geophe M B
potential favouring of DV360 and/or Google.
* The restrictions placed by Google on the ablty of mm m ooyt il
or competing onine display advestisieg intermediaries, b access dets sbout uxeeidenth
uhich & avaiable ta Google's cwn advertising ntesmediation sevces,
Inciuding the Doublecies
« Google's announced manno prohibit the placement of third party ‘cookies' on Chrome and
replace them with the *Privacy Sandbox” set of tools, including the effects an online display
advertising and anline display sdvertising intermediation m:
 Gaogle's announced plans to stop. the sdverising identifie avalabe parties on
Android smart mobile devices when a user o s movertising, nd the ehects
Pt gl sl nepcpal-bog L s iAot e

38 praven; i rectonsunde Svesiigution ey bl U oo e 1 sttt
ween companies (Article 101 of the Treaty on the Functioning of the European Union
(PFEL)) antfor on the aiwsse of & dominant position (Artties 102 TFEU).

The Commission will take into account the need to protect user privacy, in accordance with EU laws:
in this respect, such as the (GDPR). Competitian lsw and data
protection laws must work hand in hand to ensure that display advertising markets operate on

European Commission - Press release

Antitrust: C opens ossible it
conduct by Googla and um, in online dlsphy advertising

Brussels, 11 March 2022

The Buropesn Commission hes openad  forml antinust vestigaton to sssess whether on
agree Facebook) for advertising services may
Fove beeached £ campetiion rules.

Executive Vice-President Margrethe Vestager, in charge of competition policy, said: "Many
ublishers ey on onliné isplay sdvertsing to fund arline contentfor consumers. = Vi the sc-called

Mets, » competing technology to Google's Open Bidding
ey hove bea tongeted with the s o weake I and exchode 1 rom he onket for dpioying odk
on publisher websites and apps. If confirmed by our investigation, this would restrict and distort
competition in the aiready concentrated ad tech market, to the detriment of rival ad serving
technologies, publishers and ultimately consumers.

Gaogle provides sdvertsing technology services that intermediate between sdvertiers snd
publishers by real time auctioning dumne ine display advertising space on web sites o mobile apps,
Ficuding through it Open Bidding vides cnline display advertising services
o theagh s Meta Ak Bemce Wacorl partates I sochons for thire perty pebliess
sing space using Google's and rivals’ advertising

Commission investigation concems a September 2018 sgreement, which Google code-name
“Jedi Blue", between Google and Meta for the participation of Meta's Audience Network in
Open Bidding programme. The Commission s concemed that the sgreement may form part of efforts.
to exclude ad tech services competing with Google's Open Bidding programme, and therefore restrict
or distort competition in markets for online display advertising, to the detriment of publishers, and
uitimately consumers.

1f proven, the practices under investigation may breach EU competition rules on anticompetitive
agreements between companies (Article 101 of the Treaty on the Functioning of the European Union
CTFEL)) and/or the sbuse of 3 daminant postion (Article 102 TFEU)

The Commission will now carry out its in-depth investigation as a matter of priority. The opening of
tigation does not prejudge its outcome.

The UK's Competition Marke Autnorty (CHA) hes lsunched it cwn investigaion ko the
agreement ‘has been in contact with the
G ond ntens t closely Pt o i vt Fllowiog the spplkable rie mnd
srocedure:

Background

Articls 101 of the TFEU prohibits anticompetitive agreements and decisions of associations of
nderiakings that prevent, resrict o distert competien within the EU'S anm rket. Article 102 of

e TPEU prohibis the sbuse of  dominant positon. The implementation of these provisions =
Gefine n e Anktrus Regulaion (Caunl Regulaion Ng L2003, which an s be 3ppves by the
national competition suths

Articie 11(6) of the Antitrust Regulation provides that the opening of proceedings by the Commissian
relieves the competition autharities of the Member States of their competence to also apply EU
competition rules to the practices concemed. Article 16(1) further provides that national courts must
svoid adopting decisions which would confict with 2 decision contemplated by the Commizsion in
proceedings it has initiated. The Commissian has informed the companies and the competition
suthonties of the Member States that it has opened proceedings in this case.

There is no legal deadline for bringing an antitrust investigation to an end. The duration of an
antitrust inves ds on & number of factors, including the complexity of the case, the
extent to which the companies concemed cooperate with the Commission and the exercise of the
nghts of defe

20



Display

UNITED STATES DISTRICT COURT
EASTERN DISTRICT OF TEXAS
SHERMAN DIVISION

THE STATE OF TEXAS
al Ken Paxton

STATE OF SOUTH DAKOTA §
By Attomey General Jason R. Ravnsborg ~ §

and

STATE OF UTAH
By Attorney General Sean D, Reyes

Plaintiffs,

GOOGLE LLC,

Defendant

COMPLAINT

Al

Fof A Google F0] A}, E}x}o] x|, Al

=y N CIAS |QD_A|§!° A E:,JE" =2 AM&En

OHMet 2= CASHO0 QHERE EEHA 8L HHAE Soll =

b,
nES )
“01=2 22t CIAZY 0l 21 09| 72 2. Google2 § ?f—ﬁté & 2
4 X AMES S50 USLICL. NYSE & NASDAQL 28 AL
i £ JHOo| 3IAtS] £uHOF HO| HeHE, GoogleS umg;&w
Xe|8. Google2 SAINH It 2 =S L MHE = EZHE AR5t AL, Google2
3 D9l NR0| AFHE0|, O BHaH woe SH 28 ZHOI0| SH =

HHAE AFSH A0 b8 4 QUL
“AHZ RsYol o ZE 2210 MOS0l 3 )= [AZY 0| 202
F0HEle S HSA B Hell BA0 "HD 71aHA"01|A4 220l CIAZY 0l 21
Z2HS BHOHGID| A SMX2 A GoogleOl2H= 8 SIAL0 O|ZE5tD, RE FD=E
AHIXHOI OFAE D] Ao 2D Heh A0l A uﬁgaﬂm ZDE 205t =W
Googlelil 2| &35t UCH Google ol CIAZEd0ol 2109 20 HOXE 25
s #ol OfLl2 LA 2 D8 ADXE 26t QICH BARO2 Hallgls 0
A=A Google2 SAIN £20| Xt EFXIO| X Al EIRIQ

==t

At

oZ ey

21



HEZ 2147(2008) ©]F 121 3%

‘D22 AR RAMO0ILF HHIAC HABIOZ SHAS 2S5 240| OILICH (B52) 25/2] 22101 CIAZH0] AR A
235101 910l Google2 S& S X X AHIK 25 '
OICH GoogleS ZHS SHUHOZ UINIGH| 2oH



Header 94 23} Jedi Blue $2](2018, Big Deal)

"""""

» Ty i
,~Winning Bid Price

Ad Exchange 1 ‘

b Publisher
Rl 5 Ad Server
§ v

Advertisers  BID $1.2

' Advertisers (EIBEFR:]
\

Y

Advertisers (@IDNEY K-}

< AD SLOT WWMG
Advertisers  BID $1.4

AD SLOT WWMG

WWMG
AD SLOT

CC BY 4.0 adwmg - https://adwmg.com/header-bidding/ ol & & =& &

Header
Bidding Wrapper

Winning Bid Price

Ad Exchange 2

- A
a R A

N
o

A\
\
i
Advertisers (EIDEX:] 5
|
/

Advertisers  BID $1.3

o
Advertisers  BID $2.2

—/

“0018'd Google, Facebook & 2]”
Facebook- Google 2] 3431 7 UH'E‘
AR&sle] A= T Qe "qu"i &= H
7| et 01@"3 ﬂ]ﬂi &l ] ‘?Q"L Fo =

=°ol= H &9,

o I 2 20/ 90%C WO L& DR
o 2E AI2+300 ms (vs 160 CH2 &I
o ANIEE AIZ XISl 80%, & ALZ X2l 60%
AlH HS S
S H)

23



https://creativecommons.org/licenses/by/4.0
https://adwmg.com/header-bidding/

= ZHAIEH ( Competition and Markets
Authority)2| A0 2I5HH, S=0HA =20
HOIASC| AIEAF 24 ERE2 20209 42
J|& 39% & (Online platforms and digital
advertising Market study, final report, 2020. 7. 1.)

Source: Comscore MMX Multi-Platform, Total Digital Population, Desktop aged
6+, Mobile aged 13+, February 2020, UK. Notes: Top 1000 properties account for
83% of total user time spent online. * Where ‘Google Sites’ includes all Google
owned properties eg YouTube and Google Search. TWhere ‘Facebook’ includes
Facebook, Instagram and WhatsApp
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BA A = 1% AR 93] (2020, G =73 YA AAH)

Consumers suffer if large online platforms face limited competition

J o I

Indirect harm: negative impacts to other businesses that are passed through to consumers
Direct harm: experienced
by consumers using a l l l
platform
Via publishers Via other related markets

4 < J

The quality and range of
important content such as

Consumers could miss out
on new products and
services in emerging

markets.

Consumers face reduced Consumers pay higher
innovation, restricted prices for goods and

news articles could
decline, to the detriment
of society.

choice, lower quality, and services across the
limited control over data. economy.

Source: CMA simplified assessment of consumer harm
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Network effects Consumer Unequal access to
and economies of behaviour and the user data
scale power of defaults

JH‘

7 2] A (CMA, 2020)

P

The importance of
ecosystems

"

Vertical integration
and conflicts of
interest

Lack of
transparency
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Advertiser
advisory function

Targeting
function

Verification, attribution
and evaluation

Source: CMA.

Publisher sales
function

Publisher

~— Physical delivery

= Financial flows

=— Data flows
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Figure 1.1: How ad tech services are involved in the sale of online advertising
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Ad Server
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Nagle - CC BY-SA 4.0
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Figure 1.6: Advertiser bid flows for an open auction
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Googled] =37 2 (2000 ~ 2022)

Google Ads demand is channelled to Google’'s SSPs and ad networks. Only a small percentage of
Google Ads deman|d is available through third-party SSPs.

Google’s publisher ad server gives only Google’s SSP the opportunity
to submit real-time bids (Dynamic Allocation).

-

Header bidding is developed, which allows third-party SSPs to submit
real-time bids. Google’'s SSP does not participate in header bidding. This
means publishers have to use Google’s publisher ad server to get
real-time bids from Google’s SSP.

third-party SSPs, until it was removed in 2019.

Google restricts purchase of YouTube inventory to its DSPs, removing
access for third-party DSPs.

This gave Google a ‘last look” advantage over E
.

Digital advertising services inquiry(2020, ACCC)
36


https://www.accc.gov.au/focus-areas/inquiries-finalised/digital-advertising-services-inquiry

Google®] =

=374 31(2000 ~ 2022)

Google introduces its alternative to
header bidding (Open Bidding) and charges a
fee each time a third-party SSP’s bid wins.

1 1

Google introduces ‘minimum

bid to win” information, which

is not provided to third-party
SSPs using header bidding.

1 1

Google introduces Unified
Pricing rules, which prevent
publishers from setting
higher price floors for Google.

1 1

Google announces it will
remove support for third-party
cookies on Chrome, and
replace this with its Privacy
Sandbox proposals.

37
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Google?] F i1 AWM EE] = 24 DSPE Y 1uf 715

o

o

829 & @—\" 2 YouTube

DSP2
Advertiser

ssssssss

Digital advertising services inquiry(2020, ACCC)
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Google SSPol| Al 2] g+ o -5

1. Header bidding auction runs and winning bid
is sent to publisher ad server

[T
T T

SSP

>

\ Q_ } $5 winning bid R /'.
/ = /|

ad server

[t ]
LRI

SSPB
2. Google's SSP is then called $5 / $5.01
to submit a bid where the price /" winning

winning bid from the header
bidding auction is used as
a price floor

bid

3. Google’s SSP can submit a /
bid higher than the price ,
floor to win the impression ®

Google SSP

Digital advertising services inquiry(2020, ACCC)

- ‘last look’¢] #
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12} 27F 247 % Googl SSP

1. Header bidding auction runs and winning bid
is sent to publisher ad server
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2. Google’s SSP is then called to submit a bid where
the winning bid from the header bidding auction
is used as a price floor

Google SSP

Digital advertising services inquiry(2020, ACCC)
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minimum bid to win 4 X2.== Google SSPo| Al Tk A

f=

C
= Google
i Open Bidding

Open Bidders

Digital advertising services inquiry(2020, ACCC)
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@)
Advertiser i Publisher
paysona : paysona
cost-per- i cost-per-
mille basis : mille basis
o '
Data : Data
Management i Management :
i Platform
Demal hy-
Advertiser S sidend_ le— Spl:ggd\:,i%e < Publisher |
ad server platform ad ad server
exchange
T O O | W
Advertiser pays Advertiser
based on a mix of Advertiser pays on a cost- Publisher pays Publisher pays
hourly rate, or pays on a CPM per-mille basis based on % of on cost-per-
retainer, or % of basis or % of media media spend mille basis
media spend spend

Ad Tech Inquiry Issues Paper(ACCC, 2020)

&=

Publisher

45




Al o] 25 M u] 2 th7}= AdTecholl Al &3l LA H

Wl
‘ 9 ' AR} G M u] el T 7HE A
' ‘ %}b H]ZQ/\ 1:11:41 o]tﬂ ]%L
, ,« O] x] O Q9

‘
¥ \ “eodd, § FalE
5 9 g o} (Senator, we run ads.)”

g | :
How do you sustain a business
model in whichiusers don't pay
for your service?

| wRHwCH (2018 ‘<l A8l A Hateh &l 2] 212 Mark Zuckerberg®] %)

46




ETO|X| » 24l

Bundeskartellamt— Facebook?] T}= 4 A2 A} A} H|o|H & A&do}
= 52 2AYYH

4rHol: 20104 78 2Y

Bundeskartellamt= Facebook0f| Ar£7: GiO|E ME|0f| LTt 2T HTHE SDHES LI

Facebookl| 0|2 220 EXE AMEX= X|Z7HA Facebook?| SIE L E&= ACIEE %0iA Facebook ZAI0IE QIR ME AP R
O|E S £X5 D 0|23 GO S AFRXO| Facebook A R0 BTE % QICH= FH EH SAD A4 HEQIS 2T £ Qs
L|Ct. Facebook EAtC|E, WhatsApp % InstagramZt 22 Facebook 28 AME|A 3! H3X YAO|EQA £=TE 2= HIO|f= Z8

Z|0f Facebook AFEX H T BTE = USLCH

=~
-




Bundeskartellamt, Facebook A3} H]o| ¥ *| 2] A gt

Facebook2l 0l& of2t0il =% At=Z A= XI= Al FacebookOl @IEY L= ADEE B0IA Facebook &AOIE A2 0MA T AFZ X HIOIEIE =80t
Olcigt CIOIE S AFEXHSl Facebook HEO 228 == AC= &M 2A SHOHIAME A8 HIERIIE AES == URULt. Facebook &AHOIE, WhatsApp

OE_T_MM

Instagramit 22 Facebook 4% AHIA & HI3AH &AOIEWA =&8&E 2= CUIOIEHE=E Z& 5 0 Facebook AFSXH HE0 S&EE == ULH

oB =2

=

g< Melol Met

(i) WhatsApp % Instagramit 22 Facebook 2= AHIAE H=oiA CIOIEE =8 = U } :1&1 Lt Facebook AtZ A HIE 0 GIOIEHE &&ote X2
AS IS T el S0 A 02t Its. S2oHhl 22 Z< OI0IEl= oifE MBIA0 0t A0I0F ot Facebook CIOIEI2F 2 &6t Melg =~ 8iCt.

(i M3 ZAOIE0IA HIOIEIE =& 0ol 0l 2 Facebook AFZ X HEHO SEots A2 MEAIL AHEHCZ Solst L0 It

- oT —

of

Facebook 2% AHIA 2 M3+ & AOIE2| GIOIEI0 CHol S2IotXl &= & Facebook2 CIOIH =& % 282 2822 M

=H < =28 ="

o

o OF

o

Ct.

Bundeskartellamt2| Andreas Mundt |12 & : “Facebook?2 Olcff HIOIE X2l B &b} 2&5t0f R2/= Facebook HIOIEIS LHR U= & =+ U= 2

[—

2ot 0 YAsLIC 22 E Facebook2 [ 014 AEAHIF Facebook AtE A} A& 0l Facebook 01219 LIOIEHE & E2XF 2= Mgt &0/ =& ot °‘Cf5f_‘E§

=2 =227

Mo A= SHEILICE OI0IE 2428 £gf2 FacebookOl 2 JHE ALEXH0 LHat =28 HIOIEH 0| AE P2=otH AIE XSS =0 2 JIH L &2

i =y

2 H|Xt= FacebookOl LIOIEIE ML ZE =& otd AEotE XS A = QUL AFE Y Hlat 810/ Facebook AFEXF HE Sl 2= HI0IHE Z&got= 0/@

=2 =249

Zh%”f OlKI AFEX}S] & H Ol S O|E 8H0L0F BtL AFEXIF S2|otX] S 3R Facebook AHIAE AEES = =S ofs A2 UNEH S2/JF 0tLIC} 0]

SE T ea L= =5 S5

&R Facebook= WS AFEAE AUEIL0A H2lg + 820 OHE L2004 HIOIEHE =8 & t”°‘of_ = SHolOF etE"

xn= S

o

48



AL AR Y Hold 3, o] &, W Aol e

AGA N g

FacebookOl AFE At HES HIOIHE =&, 88 & AISot=s &= XA X2 €30 ol .

FacebookOl MI3At &AUA el 2HES RE RE2 AEX UIOIHE &Gt 01E MEXN B2 SEEHUH= HL Z2400 (st =26 849
Facebook H& AE. H3X AAE= Instagram L= WhatsAppdt 22 Facebook &% MHIAZ OtLI2t "E0IRQ" F&= "SR" HEW 22 2IHHOIAS

Tatat= M3K YAIOIE. 01248 JFAI = O OIE{HI O] At A0 E QF ol L &S| O °": A Facebook0l Cigt HIOIE SE2 OIE+§+ OIE HIOI A D} S & &1L
AXE [ OI0] AIE. "E0IR" HEZ AQAEGIHL 2 XX A28, "E0t" HEO| LHEE AAOEE S&5tH HIOIE SE0| AIEE. FA0IE
ArE XA Facebook JI1SIF HAIEX 2EH2E AFEX HI0IHE 22 &AIOIE0 A Facebook2 =2 S &

IE S0, YAIOIE SSXIt ALS X 242
+85tD| 2ol B2t =0l A "Facebook Analytics" MEBIAZE AIE6t=s R0 .
SFH S22 ZMNS| /At EECZ A R OOIH 28 =&
Facebook2| AHIZA oF2hit FacebookOl CIOIEE +& ot AIEcts AL Hels S8 UHOIH 25 AEE 2ALH6I0 ALSRHIN TIcHE &. §=2 e

Facebook?2| &It ‘& FA &0 o .

K0l D] S Aol BHHE, = 0| 22 FacebookS AFZGHE AHIXIOIN MGHS F= X3 HS ASE 4 ¢S, 0l PUEOIE X3 20| 28
IES CUOIHE SN + o= FHAMS Yalots Y20 HEE.

ZHY0 DBt Oleiet 2 EA2 MZ2 2101 OFLIXIEH &8 D=8t OtLlet SH &S A 2240 HAE E=2(a HFE MY )0l sHgsttis &
A THERA-Of B0l o &

Andreas Mundt: “9“‘* H/O/Ef SN Z2EHO R4 /LICL Facebook2 &R 2/AtSl XIWE PIXIE 2tEote U E+H0l 4L stHOZE
AMEXI PEZ MEE = AOIAIF ASLICKL BHEO &0 Z2t9] IS 0} IIXIE AFEXF GIOIE 9] 0t KIZ AFEHOfl (feh SIHeMLILCE [IHetA Facebook 2
Al Z 0l J1 2 2 2 Al H/O/Ef =& L OO0IE AE SF0IAN =20 R0 HE8LHE 7R §ES =00 ot X LICL”

49



A ALE A A T o] 3 o] ALehA

7
I F-A 37 1 Az A2 mF Kl 75, =2y 2d FA A
s AE 7E, FEAA S L AEAE FASt 58] 93 4 Y
m AHA ARALEA Ao © 77k 719 A8 UEYA] MH| A AE, A EHE 2l xo] g As %),
Fae] EAL 7MEAL E4

m O dolE B, 7, AR B S-S X3Sty o]of] wehEA] eFe AFEAL 4 #e).
o SR 8o el
o oy F3 & HolE A& 3.
n ARARFE FEE oY & STt
o  Facebook ZHE 9] AHEA} 4 E F4
m 7 AR A7 9 B Elo] Facebooke] ¥ 50 2 Qg A &)
o Facebook =& A&} A Fa2= 7},
m ARERP E SRl HA ¥ E2 S 58] St
m Q2 2] AlA B Bl 92016 ol 2 8 o] St AR Y=o o] W a4l
m AF&A7) Facebook iz 13 O 245 SHHM AbR A= 24F ok & =AM 5
AHEA A2 SR =5 B 5. HolaR AA X 0w Fug vt Frketd AREAE
95
o  Facebook®] "AH&A} T Hat o) ] St



Online platforms and
digital advertising

Market study final report
1 July 2020

AUSTRALIAN COMPETITION
A CONSUMER COMMISEION

I\CCC

Digital advertising
services inquiry

Final report

KEN PAXTON

ATTORNEY GENERAL of TEXAS

UNITED STATES DISTRICT u)lmT
EASTERN DISTRICT OF
SHERMAN DIVI&IOI\

THE STATE OF TEXAS
By Attorey General Ken Paxton

THE STATE OF ARKANSAS
By Attorey General Leslie Rutledge

Civil Action No.

THE STATE OF IDAHO

By Attorney General Lawrence G. Wasden JURY TRIAL DEMANDED

THE STATE OF INDIANA
By Attomey General Curtis Hill

COMMONWEALTH OF KENTUCKY
By Attomey General Daniel Cameron

THE STATE OF MISSISSIPPI
By Attorney General Lynn Fitch

STATE OF MISSOURI
By Attomey General Eric Schmitt

STATE OF NORTH DAKOTA
By Attomey General Wayne Stenehjem

STATE OF SOUTH DAKOTA
By Attomey General Jason R. Ravnsborg

and

STATE OF UTAH
By Attomey General Sean D, Reyes

Plaintiffs,

GOOGLE LLC,

Defendant.

COMPLAINT

European Commission - Press release

M|
0 possible

conduct hv Google In the online aavenmng tedmolo'y sector
Brussels, 22 June 2021

The European Commission has opened a formal antitrust investigation to assess whether Google has
iclated EU competiton ales by fsvowing ks own cline dsply sdvertiing techaclogy services in
the 50 called "ad tech” supply chain, to the detriment of competi

chnology services, sdvertisers snd anline publshers. The formalinvestigaton will notatly examine

e Google b distoring compettion by rsticting scces by Sed petiesto user dits for
ivertising purposes on web while reserving such data for it
Executive Vice-President Margrethe Vaskager.ta chage u competition policy, sai
advertising services are at the hesrt and publishers

Goople callctsdata (o be used for tareted advertising purposes K sels sdvertising spece and alzo
acts 2 an onine advertsing ntermediary. So Google i present ot simost ol levelsofthe suppy
chain for online display advertising. We le has made it nmm/omul oniine
ivertising soeets o ommpete o he st o4 both sock. S eves loping Nk
for everyone I the supply ehain. Faic competitn (s Important - both for advertiser to reach
consumers on publishers”sites and for ublishers to selthei spoce to advertisers, to generate

venues and funding for content. We will aiso be looking ot Google's policies on user tracking to
ek e thes are i i wichfle campetion.

“Online.

Yany publishers rely on anline display advertiing to fund free cnline content for consumers.
2019, displey ivertaing spendiog n the €U wes esir e spproximately €20 bilion Gocgte
evers advertiamg technelogy services that intermediste beaween sdvertacrs an

Publishers n orer ta display ads on web stes or mobie

Commission's investigation will focus on display advertising where Google offers a number of
services both to advertisers and publishers. As part of its in-depth investigation, the Commission will

* The cbligation to use Google’s services Display & Video 360 (OVI6U) and/or Google Ads to
purchase online display advertisements
« The obligation to use Google Ad Manager to serve wmhne display advertisements on YouTube,
and potential restrictions placed by Google on the way in which services competing
Google Ad Manager are able to serve online display advertisements on YouTube.
® Tt mpparact i of Googh's d echenge A by O340 snor G mohe e i
i evouring of DV360 anaor Gaogte A by AGX.
. m restrictions placed by Google on the ability of third parties, such as advertisers, publishers.
or competing online display advertising intermediaries, to access dats about user identity or
s available to Google's awn adver services,
including the Doubleclick 10.
Google's snncunced plans to prhibit the placement ofthird party ‘cookies' on Chrome snd
eplce e i e ” tools, including the effects on online display
p el ol e
* Google's -\novn:ed plans o stcp making the advertiaing identier avelable to third paties on
Android smart mobile devices when a user opts out of personalised advertising, and th
on anline display g and
1 b e may breach rules
reements heowaen companies (Artide 101 of the Treaty on the Functioning of the European Union
(rmn) and/or on the abuse of a dominant position (Articles 102 TFEU).

.

ission will take into account the need to protect user privacy, in accordance with EU laws
s espect, ch o the Sntal Bt Brsectit et (GOPRY, Compertion ow and datn
protection laws must work hand in hand to ensure that display advertising markets operate on

51




27| A A8 (Google, Facebook, Amazon 5 )

TRACKER MARKET SHARE

Proportion of the web traffic tracked by these companies

“Behind the One-Way Mirror: A Deep Dive Into the Technology of Corporate Surveillance(EFF, 2019)”
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