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About me 
• Associate Professor, Harvard Business School 

– Teaching: starting and running .COM’s 

– Research: Internet architecture and business 

opportunities, especially vis-à-vis law and 

regulation 

• Consulting: advertising fraud, privacy, compliance 

– Some clients adverse to Google…  

   but Google is a client too! 



The promise of the Internet 
• Efficient, cost-effective information sharing 

– Users finding the best & most relevant information 

– Sellers serving buyers more efficiently than offline 

– Publishers reaching audiences and enjoying fair 

compensation for doing so 

• The expectation: Costs drop, information and 
services can be distributed more cheaply, 
consumers reap the savings 



What could stand in the way? 
• Internet access too costly or too slow 

• No incentive for publishers to put material online 

– Too difficult for publishers to reach users 

– Profits too low due to high costs 

– Profits too low due to low ad revenue / few 

alternatives 

• Users distrust the Internet 

– Online scams, fraud, deception 

– Pervasive privacy breaches 

• Dominant firms install barriers to competition 



What can a dominant firm do to 
exploit market power in this sector? 
• Raise prices 

• Restrict output 

• Reduce quality 

• Impose harsh non-price terms 

• Suppress the growth of competitors 
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Conversions and Synchronizations 



campaign export & synchronization 



(historic) 
AdWords API Terms & Conditions 

Functional Separation. Any information collected from 
an input field used to collect AdWords API Campaign 
Management Data may be used only to manage and 
report on AdWords accounts.  … [A]ny information or 
data used [for] AdWords … must have been collected 
from an input field used only to collect AdWords … For 
example, the AdWords API Client may not offer a 
functionality that copies data from a non-AdWords 
account into an AdWords account or from an AdWords 
account to a non-AdWords account. 



Implications 
• Advertisers use Google only, not competing 

search engines 

– Especially for small to mid-sized advertisers 

– Harms competing search engines  

• Lower revenue 

• Less relevant ads – discouraging ad clicks and further 
reducing revenue 

 Monopoly maintenance 

– Harms price, choice, and competition 

– Harms advertisers 

 

 



―Within 60 days, Google will remove from its 

AdWords API Terms and Conditions the 

AdWords API Input and Copying Restrictions 

currently contained within Section III(2)(c)(i-ii) of 

the AdWords API Terms and Conditions for all 

AdWords API licensees with a primary billing 

address in the United States. …‖ 

 
Letter from David Drummond (SVP and Chief Legal Officer, Google)  

to Jon Leibowitz (Chairman, FTC) 

December 27, 2012 



AdWords API T&C’s (updated) 

9. Automated Use. You may not provide a Third Party 

the ability to, via automated means, use the AdWords 

API — all Third Party use must be by a human user 

via the AdWords API Client user interface. 

 




