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Ad Tech: interesse a livello globale, stesse tecnologie 
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Cambio di paradigma: «vince» chi possiede i dati
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Contextual advertising Targeted programmatic advertising

(aste in tempo reale)
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Differenti tipi di online advertising ed implicazioni
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Come funziona open display?
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3 livelli di intermediazione: 

SSP 

A

ad server

Inserzionisti = Domanda

(Boggi, Nike, IKEA)

Editori = Offerta

(Sole 24 Ore, Corriere, Repubblica)

Demand-side

platforms
Asta tra

inserzionisti

Asta tra DSPs

Asta tra SSPs
Manage 

publisher’s

inventory 

Supply-side

platforms

DFP

SSP 

B

SSP 

C

DSP 1 DSP 2 DSP 3

Verticalmente 

integrato

Google determina (almeno in parte) le regole di interazione fra diversi layer del mercato, è 

verticalmente integrata e compete con i diversi concorrenti. Concorrenti devono interagire 

con Google. Questo crea conflitti d’interesse. 

interoperabilità - self-preferencing – utilizzo e condivisione di data   
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Un insieme complesso di condotte in un mercato in continua 

evoluzione
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“Tying” Google Ads/AdX

“Tying” GDN/AdWords

“Tying” of AdX/DFP

Preferential access 

to data and Google 

DoubleClick IDs

Transparency and 

double auction / 

Bernanke

Cross-

subsidisation

Past conduct
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Tying/Self-preferencing: AdWords’ demand for ad space is only available through Google’s AdX exchange

Tying/Self-preferencing: Google’s proprietary ad space (GDN) is only available through AdWords

Tying/Self-preferencing: AdX favours DFP who has exclusive ability to run RTB (real-time bidding)

Tying/Self-preferencing: DFP advantages AdX w.r.t. competing exchanges (e.g. the “last look” etc.)

Access to data: AdWords, AdX and DFP have a privileged access to individualized data from Google’s logged-in ecosystem and exclusive 
access to Google IDs for targeting and measurement/attribution purposes.

Transparency: opaque auction mechanisms organized by AdWords/AdX allows Google to engage in arbitrage opportunities

Cross-subsidization: Google prices DFP below costs and recoups lost profits through increased network effects on upstream services

Past conduct: Google’s past conduct on Search bids up the value of Google’s proprietary ad space

Advertisers bid for ad 

space in auctions 

organised by demand-

side platforms (DSP)

DSPs compete for ad 

space auctioned by ad 

exchanges / supply side 

platforms (SSP)

Ad Servers compare bids 

from Ad Exchanges and 

determine winner.

Publishers sell available 

ad space through ad 

servers

Advertisers

Google Ad Space
Youtube, AdSense, 

Search advertising

DSP Google AdWords + DV 360

Ad Exchange/ SSP Google AdX

Ad Server Google DFP

Publishers

Individualised data 

from Google’s walled 

garden and exclusive 

Google IDs

Google’s past 

conduct on 

Search 
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Le diverse autorità si sono concentrate su aspetti/condotte diversi. Texas: 12 condotte!

La problematica di base rimane simile:  operatori indipendenti non sono in grado di competere 

con Google.
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