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Assignment

 Determine whether general search services, general 
search text advertising, and search advertising in the 
United States are relevant antitrust markets for the 
purpose of evaluating Google’s market power in this 
case

 Assess whether in recent years Google has possessed 
market power in those markets and, if so, assess the 
extent of Google’s market power
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Summary of opinions

3

1. General search services, general search text 
advertising, and search advertising in the United 
States are relevant markets

2. Google possesses substantial market power 
protected by barriers to entry in each of the relevant 
markets
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Opinion 1

General search services, general 
search text advertising, and search 
advertising in the United States are 
relevant markets
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Relevant Market

General Search Services
General Search Text Advertising
Search Advertising
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Q. During your time in device marketing, has Verizon 
ever set a vertical search provider as the default 
search engine on a device?

A. . . . I am not aware of that happening.

Trial testimony shows that general search services is a relevant market

6
Testimony of Brian Higgins (Verizon), Sept. 18, 2023, 1032:4–8; Testimony of Gabriel Weinberg (DDG), Sept. 21, 2023, 1942:11–21; Testimony of Jon Tinter 
(Microsoft), Sept. 28, 2023, 3098:6–3099:3; Testimony of John Giannandrea (Apple), Sept. 21, 2023, 2171:10–13.

Q. And users, when they put something in the URL 
bar of Safari, they have an expectation that its 
going to go to a general search engine?

A. Yes.

Q. And who does DuckDuckGo consider to be its search 
engine competitors?

A. Really most of our users switch from Google. So like 
far and away, we consider Google just our competitor. 
Other search engines that compete with us are Bing, 
Yahoo!, Ecosia, and Brave are probably the main ones 
in the U.S.

 . . . 
Q. Does DuckDuckGo consider vertical search engines 

such as Amazon to be competitors that users are likely 
to switch to or from?

A. No, not really.

Q. And thinking about the market today, who are 
Bing's search competitors?

A. . . . Candidly, when we talk about competition, it's 
one company, it's Google.

Jon Tinter, Corporate VP of 
Business Development

Brian Higgins, Chief Customer 
Experience Officer

Gabriel Weinberg, CEO & Founder

John Giannandrea, Senior VP of Machine 
Learning and AI Strategy
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 Single location for all queries

 Avoids the time and energy 
needed to recall or identify the 
right specialized site

 Provides results with depth and 
breadth unmatched by any 
single specialized site

 Caters to habit formation

 Convenient search bars on 
browsers and devices

General search engines provide the ability to “one-stop shop”

7Mark Hurst, “Interview: Marissa Mayer, Product Manager,” Good Experience, Oct.15, 2002, available at http://www.goodexperience.com/columns/02/1015google.html.

“Google should be like a 
Swiss Army knife: clean, 
simple, the tool you want 
to take everywhere.”

Marissa Mayer, Former Product 
Manager

2002
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General search engines provide the ability to “one-stop shop”

8Testimony of Hal Varian (Google), Sept. 12, 2023, 188:14–19.

Hal Varian
Chief Economist

Q.  Google answers noncommercial queries because it hopes, at 
some point, the user will also type in a commercial query and 
Google can make money off of it?

A.   Something of that sort, yes.

Q.   Well, exactly, right?

A.   Yeah. Okay.
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Other ways specialized search services differ from general search services

 Searches often must be done in pre-defined ways 
(drop-down menus, etc.)

 Results pages on specialized search engines are often very 
different from results pages on general search engines for 
the same query

 Many specialized search services limit results to info on site 
(not entire web)

9
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The results pages of general search engines and specialized search engines 
have significant differences

10(Whinston Rebuttal Report, Figs. 4 & 6, at 33 & 35)
REDACTED FOR PUBLIC FILING



General search services differ significantly from social media

 Search function typically limited to the social media platform

 There are likely significant differences in the reliability of the 
information available on social media vs. general search engines

 Internal Google assessments of possible competition between 
Google and Facebook found no evidence that increased use of 
Facebook led to reduced use of Google

11
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Google recognizes general search services as a relevant market

12

• Internal Google documents

• Android RSA terms

• Chrome defaults

• EU Choice Screen
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Google recognizes general search services as a relevant market

13

• Internal Google documents: Google’s internal documents 
focused on general search services rivals and market shares

• Android RSA terms

• Chrome defaults

• EU Choice Screen
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Google tracks market shares for general search engines

14UPX0399, at -965–966 (Jan. 30, 2014).

2014
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Google collects competitive data on general search engines

15UPX0268, at -109, -182 (Aug. 2020).

* * *

2020
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Google recognizes general search services as a relevant market

16

• Internal Google documents

• Android RSA Terms: Android RSAs prevent preinstallation of 
“alternative search services” which has meant alternative 
general search engines

• Chrome defaults

• EU Choice Screen
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Google recognizes general search services as a relevant market

17

• Internal Google documents

• Android RSA terms

• Chrome defaults: Chrome Browser only lists general search 
engines in the settings option to change the search default

• EU Choice Screen
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Google recognizes general search services as a relevant market

18

• Internal Google documents

• Android RSA terms

• Chrome defaults

• EU Choice Screen only lists general search engines and does 
so to “ensure a good user experience”
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Only general search services are eligible for the EU choice screen

19UPX8091, at -505 (Sept. 1, 2022) (emphasis added).

“About the choice screen”

2022
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Google’s Chief Economist recognizes general search services as a relevant 
market

20UPX0340, at -058–059 (Mar. 2, 2021) (emphasis added).

WRT the value of our product, specifically 
search, if Google were to disappear, 
people would just switch to Bing. If all 
search engines were to disappear we 
look like Borge’s universal library, but 
with no card catalog.

Hal Varian, Chief Economist

2021
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Relevant Market

General Search Services
General Search Text Advertising
Search Advertising

REDACTED FOR PUBLIC FILING



General search text ads are differentiated from other search ads

22

General Search Text Ads Other Types of Search Ads

Product Listing Ads (PLAs)

Other Search Ads
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Product Listing
Ads (PLAs)

Search ads are differentiated from other digital ads

23

Display/Social AdsSearch Ads

General Search 
Text Ads

Other Search Ads
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Factors affecting the substitutability of ad products

 Their role in consumers’ purchase journeys

 The characteristics of their audiences and the degree to 
which they overlap

 The degree to which ads can be effectively targeted

 The form and level of their pricing

 The size of their audiences

 Advertisers' awareness of the products effectiveness and prices

 Advertisers’ participation on their ad purchasing platforms

24
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Relevant Market

General Search Services
General Search Text Advertising
Search Advertising
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Search ads are differentiated from other digital ads

26

Product Listing
Ads (PLAs)

Display/Social AdsSearch Ads

General Search 
Text Ads

Other Search Ads
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Search ads are differentiated from display ads in important ways

 Display ads do not have an expressed signal of a 
consumer’s intent at a given moment

 Display ads are typically used to build awareness or 
improve brand image rather than “conversion”

 Advertisers pay much higher prices for text ads than for 
display ads, consistent with their differentiation

27
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Advertisers pay much higher prices for text ads than for display ads, 
consistent with their differentiation

28
Google QueryNav data (DOJ RFP 2.70); Google display ads data (DOJ RFP 2.71); Microsoft data (DOJ RFP 1.39). (Whinston Reply Report, Fig. 61, at C-3)

Display ads Search text ads

Average Price Per Thousand Ad Impressions (CPM) for General 
Search Text Ads and Display Ads, 2020

Redacted
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Google’s Chief Economist recognizes that search ads are significantly 
differentiated from display ads

29UPX0414, at -697 (Oct. 2017).

We generally think that the revenue 
from the contextual display ads does 
not cannibalize search ad revenue. 

Hal Varian, Chief Economist

2017
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Intent captured by retargeting ads is not as strong as intent captured by 
search ads

30UPX9001.A, at 9:3–9:7, 6:24–7:5 (Nov. 30, 2020).

“And what matters much more than having a 
long and detailed history is having a solid 
indication of what the user is doing now, 
because recency is everything.”

*  *  *
“So reminder ads are a form of intent. It’s not 
as strong as the intent when you are searching 
something, but it says, well, you’re probably 
interested in this product because you visited 
a website and examined that product.”

Hal Varian, Chief Economist
2020
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Google explains to advertisers how search ads differ from display ads

31UPX8088, at -393 (Sept. 1, 2022).

2022
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Search ads are differentiated from social media ads in important ways

 Social media ads are targeted based largely on 
expressed or inferred interests rather than expressed 
intent at a given moment

 Social media ads are typically aimed at goals like 
awareness and branding

 Apple’s recent privacy initiatives have further 
reduced the targeting capabilities of social media ads

32
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Google launched discovery ads to compete with social media ads

33UPX0033, at -145 (June 5, 2020).

2020

REDACTED FOR PUBLIC FILING



General search text ads are differentiated from other search ads

34

General Search Text Ads Other Types of Search Ads

Product Listing Ads (PLAs)

Other Search Ads
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Google documents recognize the differences between PLAs and text ads

35UPX1084, at -477 (Jan. 2020).

2020
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Google has considered and rejected integrating PLA and text ad auctions

UPX1013, at –534.003 (July 1, 2017) (emphasis added).

2017

Lastly, user intent and advertiser 
value is different across the units, 
and as a result advertisers are not 
bidding on the same thing on 
Shopping and Text ads, so query-level 
CPC equalization could lead to 
problems with one unit being too 
expensive.
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A majority of Google’s search ad revenue comes from advertisers who buy 
only text ads

37Google Customer Spend Data (DOJ RFP 2.76). (Whinston Report, Fig. 59, at 155)

Purchase Text Ads But Not PLAs Purchase both Text Ads and PLAs Purchase PLAs But Not Text Ads

2021 Share of Google Search Ad Revenue From Advertisers Who:

Redacted
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Google recognizes the differences between PLAs and text ads

38PSX00191, at –722–723 (Oct. 2017) (emphasis added); Testimony of Hal Varian (Google), Sept 13, 2023, 423:13–14 (emphasis added).

Shopping [PLAs] and Text Ads 
are different products with 
different goals. . . . 

Today these two formats 
[PLAs and text ads] are siloed 
in their own world and don’t 
compete, it will be worth 
looking at pricing from that 
point of view.

2017 Google Email Thread 2023 Trial Testimony

Q. PLAs are a different 
species than text ads; 
is that right?

A. Yes.
Hal Varian, Chief Economist
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Text ad prices are higher and have increased over time relative to PLA prices, 
consistent with their differentiation

39Google QueryNav data (DOJ RFP 2.70); Microsoft CID data; Microsoft aggregate search statistics data (DOJ RFP 1.39). (Whinston Reply Report, Fig. 62, at C-3)

2016 2017 2018 2019 2020 2021

Google (Text) Google (PLA)Bing (Text) Bing (PLA)

Average Annual Cost Per Click (CPC) for US Queries, 2016–2021

Redacted
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Search ads on specialized search engines are differentiated from text ads

 For many ads on specialized search engines, the 
consumer is taken to another page on the platform

 Advertisers may view specialized search engines as 
rivals and therefore do not want to advertise on them

 Specialized search engines—some of the biggest 
advertisers—are not likely to advertise on their rivals

40
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Relevant Market

General Search Services
General Search Text Advertising
Search Advertising
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Google views search ads as distinct from other digital ads

42UPX0476, at -664 (July 1, 2019).

2019
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Opinion 2

Google possesses substantial 
market power protected by barriers 
to entry in each of the relevant 
markets
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Monopoly Power

General Search Services
General Search Text Advertising
Search Advertising
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Economic evidence that Google has monopoly power in general search 
services

45

• Google’s market shares

• High barriers to entry and expansion

• Google’s significant advantages over its general search rivals

• Low consumer responsiveness to quality reductions

• The substantial profits Google earns from its distribution contracts
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Economic evidence that Google has monopoly power in general search 
services

46

• Google’s market shares

• High barriers to entry and expansion

• Google’s significant advantages over its general search rivals

• Low consumer responsiveness to quality reductions

• The substantial profits Google earns from its distribution contracts
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Google has close to 90% of the US general search services market

47
Google QueryNav data (DOJ RFP 2.70); Google Syndication data (DOJ RFP 5.15); Microsoft aggregate search statistics data (DOJ RFP 1.39);
StatCounter Global Stats. (Whinston Reply Report, Fig. 60, at C-2)

89.2%
2.1%

2.2%

5.5%

0.9%
Other

General Search Services Market Share Estimates, 2020
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Google has had a dominant and increasing share since at least 2009

48StatCounter Global Stats. (Whinston Report, Fig. 66, at 170)

2009 2010 2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Other

0%

10%

20%

30%

40%

50%

60%

70%

80%

90%

100%

StatCounter General Search Engine Shares, 2009–2020
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On mobile phones Google’s share is even higher

49StatCounter Global Stats. (Whinston Report, Fig. 68, at 172)

94.9%
1.5%

2.1%

1.3%

0.2%
Other

StatCounter General Search Engine Shares on Mobile Phones, 2020
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Economic evidence that Google has monopoly power in general search 
services

50

• Google’s market shares

• High barriers to entry and expansion

• Google’s significant advantages over its general search rivals

• Low consumer responsiveness to quality reductions

• The substantial profits Google earns from its distribution contracts
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The general search services market has significant barriers to entry

51

• Large fixed and sunk capital costs

• Google’s strong brand recognition and loyalty

• Scale

• Google’s ownership of Chrome web browser

• Google’s control of search access point defaults 
through its exclusionary contracts
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Entering general search services is expensive

• Annual costs to Google for search services: 
 

• Additional annual costs to Google for 
search advertising: 

• In 2020, Bing earned only                   in 
search advertising revenue

52

Redacted

UPX0493 (2021); MSFT-LIT-0000069714.

Redacted

Redacted 
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The general search services market has significant barriers to entry

53

• Large fixed and sunk capital costs

• Google’s strong brand recognition and loyalty

• Scale

• Google’s ownership of Chrome web browser

• Google’s control of search access point defaults 
through its exclusionary contracts
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Economic evidence that Google has monopoly power in general search 
services

54

• Google’s market shares

• High barriers to entry and expansion

• Google’s significant advantages over its general search rivals

• Low consumer responsiveness to quality reductions

• The substantial profits Google earns from its distribution contracts
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Google has significant advantages over its general search rivals

55

 Search services quality advantages

• Between 2015 and 2021, the difference in the US between Google's 
and Bing's IS scores ranged from 

 Brand image and reputation advantages

 Monetization advantages, especially in mobile

Google IS score data (RFP 5.6). (Whinston Report, Fig. 100, at 239)
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Google’s RPM advantage over Microsoft is driven by its much higher RPM on 
mobile phones

56Google QueryNav data (DOJ RFP 2.70); Microsoft aggregate search statistics data (DOJ RFP 1.39 and CID data). (Whinston Reply Report, Fig. 75, at C-16)

(PCs) (Mobile Phones)(PCs)(Mobile Phones)

2011 2012 2013 2014 2015 2016 2017 2018 2019 2020 2021

Search Revenue Per 1,000 Queries (RPM), PCs and Mobile Phones

Redacted
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Economic evidence that Google has monopoly power in general search 
services

57

• Google’s market shares

• High barriers to entry and expansion

• Google’s significant advantages over its general search rivals

• Low consumer responsiveness to quality reductions

• The substantial profits Google earns from its distribution contracts
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Google’s experiments show low consumer responsiveness to quality

58UPX1082, at -292, -294 (July 2020) (emphasis in original).

* * *

Connect Search Quality 
Improvements to Growth

2020
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Economic evidence that Google has monopoly power in general search 
services

59

• Google’s market shares

• High barriers to entry and expansion

• Google’s significant advantages over its general search rivals

• Low consumer responsiveness to quality reductions

• The substantial profits Google earns from its distribution contracts
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Monopoly Power

General Search Services
General Search Text Advertising
Search Advertising
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Economic evidence that Google has monopoly power in the relevant ad 
markets

61

• Google’s high market shares

• Barriers to entry

• Google’s significant advantages over its search ad rivals

• Low advertiser responsiveness allowed Google to raise its text 
ad prices significantly
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Google’s US market share in general search text ads was 88% in 2020

62
Google QueryNav data (DOJ RFP 2.70); Microsoft aggregate search statistics data (DOJ RFP 1.39 and CID 7); StatCounter Global Stats. (Whinston Reply Report, 
Fig. 72, at C-13)

2016 2017 2018 2019 2020 2021

Other

General Search Text Advertising Market Shares (US)
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Google’s US market share in search ads was 74% in 2020

63
Google QueryNav data (DOJ RFP 2.70); Microsoft aggregate search statistics data (DOJ RFP 1.39 and CID data); eMarketer, Google Industry Metrics data 
(DOJ RFP 8.7); Google Search vertical data (DOJ RFP 2.73); Google Play data (DOJ RFP 8.8). (Whinston Reply Report, Fig. 70, at C-11)
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Economic evidence that Google has monopoly power in the relevant ad 
markets

64

• Google’s high market shares

• Barriers to entry

• Google’s significant advantages over its search ad rivals

• Low advertiser responsiveness allowed Google to raise its text 
ad prices significantly
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2013 2014 2015 2016 2017 2018 2019 2020 2021

PCs Mobile Phones

Google’s text ad prices rose over           from 2013 to 2021

65Google search ads price index data (RFP 5.14.a); GOOG-DOJ-03372983, at -999. (Whinston Report, Fig. 109, at 253)

2013 2014 2015 2016 2017 2018 2019 2020 2021

Google’s Search Ads Price Index, PCs and Mobile Phones (US)

Redacted

Redacted
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Google has launched price increases of 5% on search ads and it resulted in an 
increase in revenue to Google

66Testimony of Jerry Dischler (Google), Sept. 18, 2023, 1209:5-8.

Jerry Dischler
VP and General 
Manager of Ads

Q.  And when Google launched price increases of 
5 percent on search ads, it resulted in an 
increase in revenue to Google; correct?

A.   Typically, it would result in an increase in 
revenue.
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Google adjusted the rules of the auction to raise text ad prices

67UPX0011, at -585 (July 26, 2018) (emphasis in original).

* * *

We need a way to extract 
value more directly . . . We 
need pricing mechanisms 
with pricing knobs

2018
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Google aimed to set prices

68UPX0036, at -063, -067 (June 8, 2017*).

2017

Redacted

Redacted
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Google expected to make “billions” from Project Momiji

69UPX0727, at -047 (Dec. 5, 2016).

2016
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