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George Reyes
Chief Financial Officer
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10:00am Welcome
George Reyes
10:05am Opening Remarks
Eric Schmidt
10:25am Product / Technology Panel
Jonathan Rosenberg
11:25am Sales Panel
Omid Kordestani
12:10pm Lunch
12:50pm Financial Review
George Reyes
1:20pm Executive Panel
2:00pm Closing Remarks
2:05pm Product Demos
4:00pm Last Shuttle to Parking Lot

Google



The Google Story

e Largest single source for the world’s information
e Powerful, self-reinforcing business model
e World class talent

e Deep pipeline of new products and monetization
opportunities

e Extraordinary growth and profitability track record

Disciplined investments for the long term health
of the business

Go Ugle
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Opening Remarks

Dr. Eric Schmidt
Chief Executive Officer
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Global

Products
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How We Think About Big Problems
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Key Accomplishments — Financial Growth

Revenue EPS
($ Millions) (diluted)
$7,000 $6
$6,139M
$6,000

502 $5

$5.000 BN Revenue
’ EPS (diluted) $4
$4,000
$3,189M $3
$3,000
$2
$2,000 $1,466M
$1,000 $1
$0 $0

2002 2003 2004 2005
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Key Accomplishments — Progress & Leadership

USERS & T
ADVERTISERS NGRASTRUGTURE

Goug[e



2006 Strategic Priorities

...........................................................................................................................................................................................................................

1. Search quality and end user traffic

2. Quality of advertisements as perceived by end users

3. Building new products and services for publishers
of information

4. Growing our overall partnerships

5. Building the systems and infrastructure of a global
$100B company

Google
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Lead In Search

...........................................................................................................................................................................................................................

Web Images na more»

Advanced Search
Preferences

Language Tools

Advertising Programs - tlzu.

©2006 Google

Google
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Lead In Search

Drive Search Innovation

* Provide unified search experience by integrating
multiple verticals and data sources through Ul
and ranking solutions

* Guide users to help them search better

* Encourage our large user base to actively
contribute metadata that leads to better

search results

Google
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More Complete Ads System

FORTUNE

HUNDRED

Google






Provide a More Complete Ads System

...........................................................................................................................................................................................................................

Wider — New Customer Types

e Simplify the experience » Simplify the experience

* Develop a great * Develop a great
branding product branding product

* Expand offerings to Print, * Expand offerings to Print,
Radio, TV, and Direct Mail Radio, TV, and Direct Mail

.........................................................

. Google






Solving Big Problems

A
N
o
W
vy,

Cable TV Mags
$16.7B  $13.0B
A A

A 4 A 4 A\ 4 \4 A\ \ 4 \ 4
Direct Mail Newspapers Broadcast TV~ Radio YP  Internet Other
$57.2B $49.6B $46.7B $21.0B $145B $113B  $53.0B

Source: Universal McCann (December 2005)

18 Note: “Other” includes outdoor, product placement, satellite radio, movie trailers, video games, specialty marketing, etc. ‘ O [ ) g[ e



Consumer Products and Services

Transparent
Personalization

Gougle



Google Evolution

50 og

Video

MOST REREVANT

SEARCH RESULTS USEFUL SERVICES

Anroware® "B soFTwARE

Google
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Build the Biggest Footprint

...........................................................................................................................................................................................................................

Go?gle |

Via devices
« Mobile  *PC e TV

: In all languages
Via partners .
P In all countries

SONY “Zii2 &

GI‘_’I il Inbox

me, Elizabeth (2}
» 1 more BBQ
guest?
Nathan Woodward
» Keeping in touch
Caitlin Roran

Google



Addressing the Key Issues

...........................................................................................................................................................................................................................
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Lead
In Search

Establish Provide a
thought leadership more complete
position in industry Ads system

2006

Scale Strategy Solve users’

to our huge needs and desires
opportunity beyond Search

Build
Build the best
the biggest hardware
footprint & software
Infrastructure
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...........................................................................................................................................................................................................................

Thank You!

Eric Schmidt
CEO
Google Inc.

Google
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Google Product
Philosophy and Strategy

Jonathan Rosenberg
SVP, Product Management

...............................................................................................................................



A Note From Our Lawyers

* The following presentation includes forward-looking statements within the meaning of Section 27A of
the Securities Act of 1933 and Section 21E of the Securities Exchange Act of 1934. These forward-
looking statements include statements regarding our future financial position and business strategy,
our plans and objectives for future operations, and our expectations regarding the future growth of
the Internet advertising market.

» These forward-looking statements are subject to certain risks and uncertainties that could cause our
actual results to differ materially from those reflected in the forward-looking statements. Many of the
factors that could cause or contribute to such differences are described in the “Risk Factors” section
of our most recent 10-K and 10-Q filed with the SEC, including:

— competition that we face from web search providers, Internet advertising companies, destination web sites and
traditional media companies,

— our expectations regarding revenue growth rates and operating margins, and

— our ability to successfully innovate and provide new products and services to our users, advertisers and Google
Network members.

* In light of these risks and uncertainties, the forward-looking statements included in this presentation
may not occur, and actual results could differ materially and adversely from those anticipated or
implied in the forward-looking statements. We undertake no obligation to revise or publicly release
the results of any revision to these forward-looking statements.

Go Ugle






Google Product Development Around The World

...........................................................................................

ooooooooooooooooooooooooooooooooooooooooooooooooooooooooooo

« Mountain View, CA * Bangalore, India

o Kirkland, WA e Beijing, China

* Phoenix, AZ ¢ Belo Horizonte, Brazil
* Pittsburgh, PA * Hyderabad, India

* New York, NY e London, U.K.
 Santa Monica, CA * Munich, Germany

e Tokyo, Japan

e Trondheim, Norway
¢ Waterloo, Canada

e Zurich, Switzerland




Traditional Approach To Products

Traditional Constraints

Economics?

Form
Factor?

Raw
Materials?

Distribution?

Google
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Our Approach To Products

...........................................................................................................................................................................................................................

Philosophy: No constraints

Initially ignore:
CPU power
Storage
Bandwidth
Monetization

Our Approach To Problems

Focus on the user and the
revenues will follow

You can make money without
being evil

Fast is better than slow

There’s always more
information out there

You don’t need to be at your
desk to need an answer

Google
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Common Thread? Scale.

Google
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70-20-10 Product Framework

...........................................................................................................................................................................................................................

AdSense
Offline

Google
Reader

Core 70%

® Search
® Ads Desktop

Search



Continual Focus: Core Search Examples

Google



Continual Focus: Ads Examples and Insights

Queries Ads Clicks Revenue
Revenue = Users * * * *

User Query Ads Click

Go Ugle



Ads In Google Earth

Hecker Jerry CRA o

v o Wilson C-i_erl\.I L CF"IA

L]

.Itax preparation boise, id v
| L 'Y
' _tax prep.aratmn boise, id . 2L Tt {DavidM[Chariton & Assoc
Printable view _ L NE 2
[]® David M Charlton & Assoc e,
208 342 0120 - 0.5 mi NE

[¥]® Pulliam & Assoc

. ."_" - N ¥
INIMS.Christine.CP A% &
208 322 8525 - 3.5 mi W G 3L e
@ Wadsworth George w CPA S“j > &)MGIZ a
208 378 9600 - 3.7 mi W T
[*]® Shirts & Motz
208 338 1041-02mi §
@ Riche Dempsey & Assoc
208 338 1040 - 0.3 mi MW
[#]1® NIMS Christine CPA
208 336 7162 - 0.5 mi W
[¥]® Rhead Jill CPA
208 342 2667 - 0.9 mi SE
[*]® Smith B J CPA
208 336 2444 - 0.2 mi NWY
[*]® wilson Gerry L CPA
208 342 5905 - 0.7 mi N
@ Hecker Jerry CPA
208 344 5442 - 0.8 mi N
i [ tax preparation 10128

| Clear! . Sponsored Link
Eind Boise Cpa

Find a local CPA to

meet your needs. Full details!
www.accountantsworld.com

Rhead Jill CPA

208 342 2667
960 Broadway Ave # 250

Boise, 1D 83706, United States
cabaleus.org - 4 more »

Directions: To here - From here

~[]® My Places
D@ default

Keyhaole default view
[TE Tamnaran: Diacas
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Ads In Local Search

006000000000 000000000000000000600000000000000006000000800000006068000060006000060000008600006000000000000000000006060000000000000000000000000000000000000000000000000000000000000000000000000000000000000000scsossssssssss

Web Images Groups Mews Froogle Local Desktop Moma

more »

Google |Slrcameras 94043 Search |

Local £.9., "hotelz near lax" or ™10 market st, san francizsco”

Search the map

Find businesses
Get Directions

Local

Spongored Links
Mikon SLR Cameras

High Performance and Versatility O
Learn more at Mikon's website

www.nikendigital.com

Targeted
Advertising

Search results for slr cameras near

Mountain View, CA 94043

ST N =
Categories: Photo Finishing Retail, Photographic e : @%%@ .I n.:
Equip & Supls : : RS N7 0T

: RS =

Jasper Engineering
1240 Pear Ave # A, Mountain View, CA
(650) 967-1578

Jasper Engineering: Pano-Head

... It has been designed for use with most
cameras, including Point & Shoot, SLR's,
Digital and Medium Format for VR and Stitch

stereoscopy.com

, Selantek Inc

505 Cypress Point Dr # 94, Mountain View,
CA
(650) 965-0787
Selantek - semiconductor in....

= e
! , Th 2= B
... barbeques, small appliances, toys, video _ L ~7 X ,fﬁ%ﬁ‘ff:.ad

games, cameras, camcorders, digital
cameras, analog cameras, SLR cameras,
point-and ...

selantek.com

, Ritz Camera Cir
1898 W. El Camino Real, Mountain View, CA
(650) 968-5666

Print (2 Email &= Link to this page

=
Map || satelite ][ Hybrid |




A Fresh Approach To Offline Ads

Ads by Google

a
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PROFMT
Spanish
English

German
Russian

Portuguese

New - CyberScrub KeyChain™
nageriform

" a

French

Aryperscrul’

. Cyberscrub. comkeychain

print2PDF 5.0 Server Editi

sate, Secure, Sign, Merge POF

(888 357-7133
wwwesaftware602.comiadsipcmag

Printer Cartridges and Supplies
Dependable Quality For Your Prin

(877) INK-SiTE ] ‘
wwsinksite.com/pemag inksite.

Display Times

Anew technology from Shar
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December

wireless subscribers, compared

“It's not just about talking ar

dent and CEO of the CTIA wirele

Web browsing, and many other
wireless service —sg
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INNOVATION
THROUGH
AUTOMATION

Google



Product and Technology Panel

* Jonathan Rosenberg
— Product Management
e Kal-Fu Lee
— Engineering, China
* Alan Eustace
— Engineering
* Marissa Mayer
— Product Management
» Jeff Huber

— Engineering

Google






...............................................................................................................................

Google Global Sales and
Partnership Strategy

Omid Kordestani

SVP, Global Sales &
Business Development

...............................................................................................................................



A Note From Our Lawyers

* The following presentation includes forward-looking statements within the meaning of Section 27A of
the Securities Act of 1933 and Section 21E of the Securities Exchange Act of 1934. These forward-
looking statements include statements regarding our future financial position and business strategy,
our plans and objectives for future operations, and our expectations regarding the future growth of
the Internet advertising market.

» These forward-looking statements are subject to certain risks and uncertainties that could cause our
actual results to differ materially from those reflected in the forward-looking statements. Many of the
factors that could cause or contribute to such differences are described in the “Risk Factors” section
of our most recent 10-K and 10-Q filed with the SEC, including:

— competition that we face from web search providers, Internet advertising companies, destination web sites and
traditional media companies,

— our expectations regarding revenue growth rates and operating margins, and

— our ability to successfully innovate and provide new products and services to our users, advertisers and Google
Network members.

* In light of these risks and uncertainties, the forward-looking statements included in this presentation
may not occur, and actual results could differ materially and adversely from those anticipated or
implied in the forward-looking statements. We undertake no obligation to revise or publicly release
the results of any revision to these forward-looking statements.

Go Ugle
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Our Focus

...........................................................................................................................................................................................................................

Users

Customers

Partners

Google
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Ad Sales by Property

...........................................................................................................................................................................................................................

Ad Revenue ($ millions)

$4,000
$3,500
$3,000
$2,500
$2,000

$1,500
N Partner Network

$1,000 I Google Sites

$500

.......................................................................................................................................................

. .
......................................................................................................................................................

Google
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Revenue/Advertiser

AdWords

.....................................................................................................................................................

Serving all of our customers

Online Media

-

Prolilowers: [,

Ml The Art of Fresher Flowers™

edmunds @ OUYOOIf
. .

......................................................................

»
»

Advertisers

Google



46

Revenue/Advertiser

AdWords

...............................................................................................................................

Serving all of our customers
Traditional

Marketers

SONY. :
TESCO

HSBC > :

The world's local bank §

............................................................................................

»
»

Advertisers

Google



Revenue/Advertiser

AdWords

. roLepo )infinite(

ALTA TECHNOLOGIA EM PESAGEM

Meet Virtually. Everywhere.

W@ screnataflowers.com

flowers

.
~ _an experience in
e -

: EU"F‘ hostelworld.com
book your bed before you go

.
.
.
.
: ‘ GAIN CARITAL GROURP
.
.
.

i
»
»

Advertisers

Google



Traditional Marketers

...........................................................................................................................................................................................................................

Top Online Spend Growth
Fortune 1000

2003 to 2005 _—
Capital One Financial 2,113%
General Mills 1,465% . . .
Alergan 1 200% Industry growth |n_onl_|r_19 spend is
McDonalds 1,105% real and significant
Continental Airlines 802% °
Starwood Hotels & Resorts 616% ° Average '03 online Spend: $85|\/||\/|
Wachovia 585% .
S Lily £19% « Average '05 online spend: $28.4MM
Delta Airlines 482%
Clorox 480%
Verizon 342%
Cablevision Systems 314%
cvs 255% F1000 growth in online spend occurred in
Bellsouth 198% diverse range of verticals, including:
Intel 198%
Knight-Ridder 196% ) )
UPS 188% Financial Travel
Ford Motor 180%
Proctor & Gamble 150% Capﬂalone STARWOOD
General Motors 146%
Staples 129% +2’113% 616%
Walt Disney 103%

Source: TNS-MI; 2005 and 2003 US online display advertising, excludes companies with online spend less than $400K in 2003

Google



“Nearly half of the chief marketing officers at
Fortune 500 companies said they plan to
Increase their online advertising budgets by

30% this year.”

...........................................................................................................................................................................................................................

AdAge, January 6, 2006



Traditional Marketers

...........................................................................................................................................................................................................................

Vertical sales strategy

Entertainment

Consumer
Packaged
Goods

Local
Markets

Business AdWords Technology
Services Platform Consumer

Technology
Business

Healthcare

Automotive

Google



Traditional Marketers

...........................................................................................................................................................................................................................

Growth

Google Advertisers in AdAge 100 Google Advertisers in Fortune 1000
263

227

156

Q403 Q404 Q4°05 Q403 Q404 Q4°05

Source: Advertising Age 100 leading national advertisers, June 27, 2005. Measured Media from TNS Media Intelligence/CMR's Strategy and
Yellow Pages Integrated Media Association. Fortune magazine list of America’s largest (revenue) 1000 companies. April 18, 2005 issue.

. Google



Traditional Marketers

Extending Relationships

Men's - Sketchers
Bridal Shop Fashion Booby Jack
Jewelry
Sleepwear | leece: Sports Sterling Silver Okie Dokie
Sweaters Apparel
Juniors Sports Fan Sleepwear Gold Pools & Spas Arizona Jean
Shop Co.
Shirts & Sports Baby Needs Bridal Kitchen Ride-ons Chris Madden
Blouses Apparel Gadgets
Swimwear Un(ig;\ﬁ/sear— Shoes Juniors Bracelets Kitchen carts | Outdoor Play Collin Cowie
Dress;:ess & Blftlt?r?s Boys Bottoms| Men's boots | Necklaces Game Room Cutlery Music Corner| Anniversary | MTC Cribs
FraiLa;ce— Big & Tall Boys ;’gps 4 Men's comfort|  Earrings Fitness Bakeware Learning Birthday Nicole Miller
Jackets & Sleepwear- Girls Bottoms| Men's dress Rings Eletronics Electronics For Boys | For the home St. John's
Coats Robes Bay
Jeans Shoes Girls Tops 4-| - Women's Jewelry 20-something Luggage Barstools For Girls Graduation Delicates
16 comfort boxes
Knit Tops Socks- Women's Diamonds Campus Storage Furniture Games Under $100 Levi's
Underwear dress Shop
Lingerie Toddler Women's Personalized Kids Decks & Kitchen Dolls New Baby Dockers
sport Doors Tables
Infant Young Men's Pearls Furniture Hardware Appliances | Arts & Crafts | Under $20 Carters
Newborn Boy's Moissanite Sheets Top Storage /-_\ctlon Under $30 MUDD
Treatments Figures
S(.:hoc’l Girl's .CUb"? Teens Made to order Health & Collectibles | Under $40 Olga
Uniforms Zirconia Wellness
Dress Up Men athletic | Gemstones Kids & Teens Video Games| Under $50 Bali
Wedding Stafford
Holiday Worthington

Home Gifts &
Registry

Women's Children's Shoes Jewelry Bed & Bath Window - Housewares Toys
Furnishings

Google



Traditional Marketers
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Extending Relationships

53

Sports
Apparel

Baby Needs

Bridal

Men's Sketchers
. Fashion
Bridal Shop Jowelry Booby Jack
Sleepwear Fleece- Sports Sterling Silver Okie Dokie
Sweaters Apparel
Juniors Sports Fan Sleepwear Gold
Shop

Pools & Spas

Kitchen

Shoes

Juniors

Bracelets

Boys Bottom

s| Men's boots

Necklaces

Boys Tops 4-

20

Men's comfort|

Earrings

Girls Bottoms

Men's dress

Girls Tops 4-

16

Women's
comfort

Socks-
Underwear

Women's
dress

Toddler

Women's
sport

Infant

Young Men's

Newborn

Women's Men's Children's

Boy's

Men athletic

Shoes

Rings

Gadgets

Ride-ons

Kitchen carts

Outdoor Play

Game Room Cutlery

Music Corner| Anniversary

Fitness Bakeware

Learning Birthday

Eletronics Electronics

For Boys | For the home

20-something Luggage Barstools

Campus
Shop

Decks &
Doors

Kids

Furniture Hardware

Appliances

Top

Sheets Treatments

Jewelry

Teens Made to order

Kids & Teens

Home
Furnishings

Bed & Bath Window Housewares

Kitchen
Tables

For Girls

Graduation

Under $100
New Baby

Gifts &

Toys Registry

Brands

Google



Traditional Marketers

Extending Relationships

Men's Sketchers
Bridal Shop Fashion Booby Jack
Jewelry
Sleepwear AEEEE Sports Sterling Silver Okie Dokie
Sweaters Apparel
Juniors Sports Fan Sleepwear Gold Pools & Spas
Shop
Sports . Kitchen .
Apparel Baby Needs Bridal Gadgets Ride-ons
Shoes Juniors Bracelets Kitchen carts | Outdoor Play
Boys Bottoms| Men's boots [ Necklaces Game Room Cutlery Music Corner| Anniversary
Boys gg ps 4- Men's comfort|  Earrings Fitness Bakeware Learning Birthday
Girls Bottoms| Men's dress Rings Eletronics Electronics For Boys | For the home
Girls Tops 4-| Women's ) . ’
16 comfort 20-something Luggage Barstools For Girls Graduation
Socks- Women's Campus .
Underwear dress Shop Furniture Under $100
Women's . Decks & Kitchen
Toddler sport Kids Doors - New Baby
Infant Young Men's Furniture Hardware Appliances
. Top
Newborn Boy's Sheets Treatments Storage
Girl's Teens Made to order|
Men athletic Kids & Teens
R e R 0 e & R
0 e e are oe ewe ped & b ao o e e o
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Google



Traditional Marketers

IPONTILAC |

Google






Traditional Marketers

IPONTILAC |

Google



Traditional Marketers

...........................................................................................................................................................................................................................

Ford & Site Targeting
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Tailored Solutions: Sophisticated Advertisers

AdWords Editor

File Edit Account Data  Tools  Help

@ et Full Account @ Get Recent Changes % Post Changes o Choose stats inkerval™ GOL)SIL’

Wigt: | all vl Search within this Sccount: |
— i If 1

[#-[.Z7Ben's SRE Campaign Kevwards | Text Ads | MNegative Keywaords || Ad Groups | Campaigns |

o Campaign #15 i ¥ ; ;

l’.fj |7 Eurape hiting l%l %g‘}. Add Mulkiple Text Ads | y Delete Selected Text Ads I#E Undelete Selected Text Ads lﬁ Revert Selected Changes

|57 Europe hiring {english speaking)

[ |57 Female Enginesting Campaign Ad Group Ad Group Status Headline Desc. Line 1 Desc, Line 2 Display URL Dest, LIRL Skatus B
[ Google India JHuber's Cam... Release Engin... Active Google Relea... Release Manage... vour expertise e... wiww, google.co... http:ffwema.g...  Active |
[ (5 Tkalian Hiring JHuber's Cam.,. Releass Engin... Active Release Goo... Releass Engines,., your expertise &... wew,google.co.., htbpiffweeng.,. Active

{15 Huber's Campaign For Ads En. .. Mizuki's Japan ... Surmer inkerns Faused Google B%,,, AEXFEEN.., #H0yY - SAZ., wew.google.co,... httpffsees.g.,. Active
#1257 JefF's Campaign For Recruiting Mizuki's Japan ... Japanese lan... Active Google in B EFAEMZE .. BFES- I3 wwwgooglsco.., htbpiffeesen g, Active
[Lrken's Wireless Engineers Mizuki's Japan ... Japanese lan... Active Google ... HOFOTICEAR ... BPSES- T P, www.google.co... http:ffwweg... Active
@-EyLouis' Campaign For SQE Rect... Mizuki's Japan ... Software Dev... Active Google in B EEAEMZT.. HEES- I wwwgoogleco.., httpiffeeeng.,, Active

[L5r Mizuki's Campaign {target Jap... Mizuki's Carnp...  English keywo.., Active Google 7)., FHEMISEBAFE .. WFEE. T>-P... www.goodle.co.... httpiffwwe.g... Active
[3 [:5 Mizuki's Japan Campaign (targ. .. Europe hiring Hiring {germa... Active Google.ch st.,. Talentierte Infor... fir das Google E... wwww,google.chf... ; g, Ackive =5
: Japanese language proce. .. Europe hiting  Hiring (germa... Active Google sucht... Top-Entwickler m... fiir Google in 2 v, google.chy... i Q... Active

Software Development

L lZysummer interns Europe hiring Hiring {germa. .. Traumjob bei... hochkaratige Inf... wwew,google.chy... v

Fﬂ R : = L L i FER R . o P dr IR . -

[z windows Hiring | Edit Selected Text Ads: E - NG|
Headline |IT Jobs bei Google 15 | Ad Preview:

30 IT Johs bei Google
Traurmjohs fir Informatiker bei
Google Switzerland

sty google. chijobsr

Description Line 1 |Traumj0bs fir Infarmatiker bei

|

|
Description Line 2 | Google Switzerland | 18

|

Display URL | v, google.chfjobs|

Destination URL
| http: /s, google. chijobs)

Go Ugle



Tailored Solutions: Sophisticated Advertisers

. AdWords AP
Separate search and content blddlng

Google Analytlcs -

= Slte Targetlng

Google



Tallored Solutions
SMBs Simple Bidding
Budget: [7] $perm0nth

This is the most your account will be charged each month. The
higher your budget, the more often your ad will show.

‘ O L) [e“' joe_advertiser@testaccount.com | Help | Contact us | Sign Out
e th 8 Customer ID: 123-456-7830
My Ad Campaign  [LCTCE Straightforward Reporting
Starter Edition [?]
My Ad Campaign Clicks per day over the pastweek
Buy alienware here Currently Active Pause Ad Health Meter
Alien tshirts, all sizes Budget: $30.00 fmonth Edit seftings «F Adis showing as it should. (Rerember, a0
and colore. Glow-dark. |, . : ads won't show on every search.) [7]
- - anguage: English
potiCalienShifis con Showing in: United States 20
Edit | Create another ad g =0
Keywords Graphs 20
Statistics for all time - Oct 531, 2005 change 10
+ Add more keywords
. . T T T T T T
Keywords [2] v s Vit to your ey Crmgenin s noi
Search terms that trigger your ads e ¥ Zz-ﬁpr 23-.5.;][’ 24-.5.;][’ 25-.-'1.pr Eﬁ-ﬂpr 2?-.5.pr 28-.5.;][’
alien clothing Delete 1000 10 §10.00
alien tshirts Delete 800 g §3.00
alien boxers Delete 500 5 §5.00 I 4 T H
Your overall performance™ [7] 2300 23 $23.00 ntu Itlve arg etl n g
Graduate to Standard Edition | Compare editions Send feedback Lacation: [Zl Your ad will appear ta people lacated hara.
If your customers aren't located in United States, choose another location.
*Owerall totals will exceed the sum of your keywords if your ad earned extra clicks from relevant sites in Google's cortent network. These clicks are
credited to the whole account, not to individual keywords. [7] Reporting is not real-time. Clicks received in the last 3 hours may not be included here.
e ———— O United States and Canada
O United States
@ Califarnia

(O San Francisco Bay Area [7]
O Within driving distance of Los Gatos, CA

Enter a zip code to see local areas:

[ G

Google



New Opportunities

Google



AdSense

...........................................................................................................................................................................................................................

Serving partners of all sizes

Large Partners

»
»

r -I.J ,'I" ENCYCLOFEDIA
‘ji Britannica

. WebMD

B\ Better information. Better health.

BIGL BE :

Publisher Size

Publishers

. Google



AdSense

Online Partners

q) a

N ™

n ' tr=t? POSUER
? Cheapflights B -
<

N2

5 . .

D:_3 GUFemmln.can London Review

RﬁCipeﬁzaﬂrl OF BOOKS

marthastewart.com ~ ConsumerSezrh.  Newpgedtore: |
__-ﬁ" :

Publishers

. Google



AdSense

...........................................................................................................................................................................................................................

The Strength of the Content Network

The Network is Large... ...and Growing

e Reaches 69% of Global
Internet users

* New Partner Growth
— The Network is a sales platform

— Integration with blogging /
publishing platforms

» Existing Partner Growth
— Optimization of current partners

» 128 Exposures per unigue
viewer each month

.......................................................................................................

Unduplicated reach and frequency of AdSense for Content network, custom comScore data analysis, Nov 2005

- Google



AdSense

The Power of the “Talil” 3.9 Million Daily Page Views
on Hip Hop Related Sites

-------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------------

» Coverage for advertisers
beyond search targeting

— AdSense network covers nearly
every topic imaginable

— Matches highly targeted
advertising with niche content

» Broad reach for branding
advertisers

— Site Targeting allows advertisers
to reach their target audience

— Aggregates the long talil

Go Ugle



Enterprise

e Gaining sales traction

— 100+ percent sales growth
(vs 2004)

— More than 3,000 active
customers

— First year in Europe & Japan

* New products Select Customer Installations
— Google Mini (for SMB) . KT ‘“ O o W o
— Google Desktop for Enterprise : ‘g”‘ ¥ ‘ "

e Building partnerships

G e | o
3 b e, e S
/ ahio 1 g™
f el Rhoda
& '_; It
svill ing I Conn
ntu i

— Program launched in September e oo O
] ) Ir & o n_j-- -‘ mlna |'I\\k\' NWJ mey
— 40+ partners signed & trained B c;&- Ry

Mo
Atantic Ocean)

— BearingPoint launched search
practice based on Google

Google



Americas: 17 offices

. 8- Google



Global Sales: Online Sales

42 Language Interfaces

Bl cChinese (Simplified)

Danish
Dutch

English (US)

Mo

N/
AR

English (UK)
Finnish
French
German

Italian

ezt

Japanese

Korean

L
L

Norwegian
Portuguese
Spanish
Swedish
Arabic
Bulgarian
Catalan
Croatian

Thai

MHusosHE &S

Chinese (Traditional)

B Czech

Estonian

Greek

Il

Hebrew

Hindi

II I‘

Hungarian

Icelandic

Indonesian
Latvian

Lithuanian

Polish

Romanian

Russian
Serbian
Slovak
Slovenian

Tagalog

aMEElln

Turkish

Ukrainian

(@& Urdu

Vietnamese

aHE

N/
R

=R
=1

IHINEERN&GNILF

48 Currencies Accepted

Argentine Peso
Australian Dollar
Bolivian Boliviano
Brazilian Real
British Pounds Sterling
Bulgarian Lev
Canadian Dollar
Chilean Peso
Colombian Peso
Czech Koruna
Denmark Kroner
Egyptian Pound
Estonian Kroon
Euro

Hong Kong Dollar
Hungarian Forint
Indian Rupee
Indonesian Rupiah
Israeli New Shekel
Japanese Yen

Lithuanian Litas

ﬁ |
L
iENla

-
o

YEE ignzI M

B s
+ |

Malaysian Ringitt
Mexican Peso
Moroccan Dirham
New Taiwan Dollar
New Zealand Dollar
Norway Kroner
Pakistan Rupee
Peruvian Nuevo Sol
Philippine Peso
Polish Zlotych
Romanian Leu
Russian Rubles
Saudi Riyal
Singapore Dollar
Slovak Koruna
Slovenian Tolar
South African Rand
South Korean Won
Sweden Kronor
Swiss Franc

Thai Baht

Turkish New Lira
EE= US Dollar
I U.AE. Dirham
i Venezuela Bolivar

- Chinese Yuan Renminbi

E Croatian Kuna

Google



Sales and Partnership Panel

Omid Kordestani
— Senior Vice President Global Sales and Business Development
Nikesh Arora,
— Vice President, European Operations
Sukhinder Singh Cassidy
— Vice President, Asia Pacific and Latin America Operations
e David Fischer
— Director, Online Sales and Operations
Joan Braddi
— Vice President, Search Services
e David Eun
— Vice President, Content Partnerships

Google






...............................................................................................................................

Analyst Day 2006

George Reyes
Chief Financial Officer

...............................................................................................................................



A Note from our Lawyers

* The following presentation includes forward-looking statements. These forward-looking
statements include statements regarding the seasonality of our business, our expected
levels of capital expenditures, the growth of our international operations, headcount and
operating expenditures, expected stock dilution, and the sources of our future growth.

* These forward-looking statements are subject to certain risks and uncertainties that could
cause our actual results to differ materially from those reflected in the forward-looking
statements. Many of the factors that could cause or contribute to such differences are
described in the "Risk Factors" section of our most recent 10-K and 10-Q filed with the
SEC.

* |n addition, we are discussing three non-GAAP financial measures - non-GAAP operating
income, non-GAAP operating expenses and free cash flow - in the attached presentation.
This financial information is not intended to be considered in isolation or as a substitute for
financial information prepared and presented in accordance with GAAP. For more
information on these non-GAAP financial measures, please see the document entitled
“CFO Presentation — Non-GAAP Financials” which has been made available on the
“Investor Relations” section of our corporate web site next to the link to the webcast of this
presentation. The tables provided in this document have more details on the GAAP
financial measures that are most directly comparable to these non-GAAP financial
measures and the related reconciliations between these financial measures.

Go Ugle
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....................................................................................................................................................................

2005 Financial Highlights

Top Financial Questions

2006 Priorities

.......................................................

Google



Strong Revenue Growth

...........................................................................................................................................................................................................................

$2,000 Q4°05 Y/Y Growth = 86% i $1,919  32%
28%
$1,600
0,
21.8% $1,384 24%
0,
$1,200 20%
16%
$800 12%
8%
$400
4%
$0 0%

Q1'04 Q204 Q304 Q4'04 Q105 Q205 Q305 Q405

I Revenue == Revenue Growth

. Google



Google.com and Network Growth

...........................................................................................................................................................................................................................

$1,200 Google.com Q4’05 Y/Y Growth = 107% 100%
i AdSense Q4°05 Y/Y Growth = 63% $1.098
$1,000
75%
$800
$600 50%
30.7%
$400 s334 $343 $346
25%
$200
$0 0%
Q1'04 Q204 Q304 Q404 Q105 Q205 Q305 Q4'05
W Google Websites Revenue I AdSense Revenue
Google Websites Growth Rate =#&— AdSense Growth Rate

. Google



Rising Non-GAAP Operating Income

...........................................................................................................................................................................................................................

(In millions)

RN AN AR EEEEEAEEEEEEEEEREEESEEEEEEEEEEEE .

$800 i Q405 Y/Y Growth =93% i

$718

$600

$400

$200

$0
Q104 Q204 Q304 Q404 Q105 Q205 Q305 Q4'05
M Non-GAAP Operating Income

Note: Data adjusted for non-cash stock-based compensation charges and other items such as Yahoo! Settlement
($201 mm in Q3'04), Google Foundation donation ($90 mm in Q4’05) and IPR&D ($10.4 mm in Q4’04 and $20.8 mm in Q3'05).

. Google
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Strong Free Cash Flow Generation

...........................................................................................................................................................................................................................

GEOQ  rI———————————— :
......................................................... : $467

$400

$300

$200

$100

$0
QL'04 Q204 Q304 Q4'04 Q105 Q205 Q305 Q405

Note: Free Cash Flow equals Cash Flow from Operations less Capital Expenditures.

Google
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Top Financial Questions

...........................................................................................................................................................................................................................

How do you measure performance?

How do you monitor financial performance?

What are the drivers of capital expenditures?

Is international growth slowing?

How should we think about operating expenses?

Are you experiencing pressure on traffic acquisition costs?

How do you evaluate strategic distribution and acquisition opportunities”

Google
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How Do You Measure Performance?

Operational Metrics

Financial Metrics

e Search quality
e Customer satisfaction
* Traffic growth

* Revenue per thousand searches

= Coverage * Click-through rate *
CPC * 1,000

e Number of advertisers
and publishers

* Revenue growth
e Operating margin
* Productivity per employee

Google



How Do You Monitor Financial Performance?

Key financial processes

Annual
planning process

* Tops-down
framework

combined with

* Board approval
required

bottoms-up
planning

Quarterly
updates

* Budgetis
“refreshed”

* Resource requests
are received,
evaluated and
analyzed for
trade-offs

)

On-going
monitoring

* Weekly revenue
forecast meetings

* Weekly executive
management
meetings

e Cross-functional
deal review

* Budget vs. actual

analysis

Google
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What Are the Drivers of Capital Expenditures?

...........................................................................................................................................................................................................................

Capital expenditures

(In millions) Capital expenditures drivers
5350 * Core search and advertising
businesses

— Driven by traffic growth
* New services

— Longer-term benefits

— Continuous cost/benefit analysis;
reevaluation of added investment

$250
$200

$150

2006 Capital expenditures

e 2006 capital expenditures will
significantly exceed 2005 levels

* Machine components, networking
equipment & data centers (majority)

* Real estate

$100

$50

$0

Q1'04 Q2'04 Q3'04 Q4'04 Q105 Q2'05 Q3'05 Q4'05

W Cap EX

Google



Is International Growth Slowing?

...........................................................................................................................................................................................................................

Geographical revenue contribution

(In millions) _ .
s . * International growth dynamics
$2,000 : i , . : $1,919 . .
: Domestic Q4'05 Y/Y Growth = 77% * International growth remains strong
i International Q4’05 Y/Y Growth = 102%

e European Q4'05 Q/Q growth exceeded
Q/Q growth in Q4°'04 when excluding the
impact of FX and the addition of AOL
Europe in Q404

* F/X headwinds decreased international
revenues by 2.1% in 2005

$1,600

$1,200

e Strongest international regions
(outside UK)

* Western Europe
* Including Germany, France,

$800

$400 Netherlands, Spain, Italy
e Japan
% e Canada
Q1'04 Q204 Q304 Q4'04 Q105 Q205 Q305 Q4'05 e Australia

W Domestic M International

. Google



How Should We Think About Operating Expenses?

...........................................................................................................................................................................................................................

Non-GAAP operating margins

(In millions)
$800 0%
39.1%
37.8%  37.8%

$600 35 606 36.1% $596 35%

.070
35.1%  34.8% $523

$400 30%
$232

$200 2o%

$0 20%

Ql'04 Q204 Q304 Q404 QL'05 Q205 Q305 Q4'05
[ Non-GAAP Operating Income === Qperating Margin

Note: Data adjusted for non-cash stock-based compensation charges and other items such as Yahoo! Settlement ($201 mm in Q3'04),
Google Foundation donation ($90 mm in Q4'05) and IPR&D ($10.4 mm in Q4 '04 and $20.8 mm in Q3'05).

. Google



How Should We Think About Operating Expenses?

Non-GAAP operating expenses as a % of revenue

25.0% Operating Expense Drivers
22.2% e R&D
20.9% _—" . . :
oo 204% 19,99 101% " — Engineering talent, infrastructure
0% 18.3% ° ’
. 17.5% e S&M
16.1% . .
. — Headcount, office locations,
15.0% toolbar distribution
e G&A
— Headcount to scale with rest
10.0% . of business
o bow OB * Well-planned strategic decisions
m% TS oow 630 . @) Iti '
5% 6.3% — Opportunities are compelling

5.0% 5.4%

5.9% 5.9%

5.1% 5.0% 5.2%

. 4.6%
3.3% 3.7%
0.0%
Q1'04 Q204 Q304 Q404 Q105 Q205 Q305 Q4'05
== R&D S&M = G&A  ==@= Total Non-GAAP OpEx

Note: Data adjusted for non-cash stock-based compensation charges and other items such as Yahoo! Settlement ($201 mm in Q3'04),
Google Foundation donation ($90 mm in Q4'05) and IPR&D ($10.4 mm in Q4’04 and $20.8 mm in Q3'05).

Google
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How Should We Think About Operating Expenses?

...........................................................................................................................................................................................................................

6,000 Q405 Y/Y Growth = 88% 5,680
5,000
4,000
3,000
2,000

1,000

Q1'04 Q204 Q304 Q404 Q105 Q205 Q305 Q405

Google
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How Should We Think About Operating Expenses?

...........................................................................................................................................................................................................................

Annualized revenue per average employee

(In millions)
$2.00

$1.60 $1.55

$1.20

$0.80

$0.55

$0.40

$0.00
Q1'04 Q2'04 Q3'04 Q4'04 Q1'05 Q2'05 Q3'05 Q4'05

H Google H Internet Peers
Source: Peer data compiled from company filings and press releases.

Google



How Should We Think About Operating Expenses?

...........................................................................................................................................................................................................................

Stock Based Compensation

e Types of equity awards
— Stock options

— Restricted stock units (Google Stock Units)

* New hire grants and Founders Awards

Calculating 2006 SBC Charges

Options Options
— 0]
a:v?/a?dsegls 0 aarllv?/a?ds eL(JjS e 9&%“{]8'2 0 dlilutkl)-n5 é) n
prior to since share count
Jan 1, 2006 Jan 1, 2006

T

Google



Are You Experiencing Pressure on TAC?

...........................................................................................................................................................................................................................

Traffic acquisition costs
(In millions)

$700 44%

$600

40%
$500 36.8%
36%
$400
32%
$300
28%
$200
$100 24%
$0 20%

Q1'04 Q204 Q304 Q404 QL'05 Q205 Q305 Q405

 TAC == TAC as %of Total Revenue

Google



How Do You Evaluate Strategic Distribution Opportunities?

= MRS RLIN—RIS x| IGE G @8[
GO gle |Google _ | |Gl search ~ g FageRernk ARG opocy - S aotelink L] AutoF il 4 options & Degtnp e

Toolbar

Strategic Objectives Partner Selection

* Increase and protect search End user reach / size
market share of distribution

End user segment

* Build brand recognition

» Establish relationship and
create new channels for
distributing future products

Brand association

Strategic implications

Google



How Do You Evaluate Acquisition Opportunities?

We focus on When evaluating potential

acquisition targets that... opportunities, we...

e Are consistent with our mission e Structure earnouts where

e Bring superior appropriate

engineering talent e Typically do not lead

* Accelerate our product plans Investment rounds
e Jumpstart innovation

* Accelerate entry into new
international markets

Google
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2006 Priorities

...........................................................................................................................................................................................................................

2006 Priorities Investments Key Objectives

R&D and CapEx to
improve search and
develop new products

Increased Traffic
Increased Ad Revenue

Search Quality &
End User Traffic

R&D and CapEx to
iImprove ad relevance
and advertiser tools

Quality of Ads as

Perceived by End Users Increased Ad Revenue

Building New Products and
Services for Publishers
of Information

Growth of AdSense
Wider Product Distribution
More Traffic for Advertiser

S&M and
Partnerships / TAC

Growing our Overall
Partnerships

CapEx, R&D and G&A to
develop world class
systems and processes

Continue to Implement
Controls and Risk Mgmt
Processes

Building Systems
and Infrastructure of a
Global $100B Company

More Content for Users
FED, Crpstans Sl > | More Ways to Monetize

Google
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Putting it All Together...

...........................................................................................................................................................................................................................

e Strong Growth in Revenues and Operating Income

e Substantial Free Cash Flow Generation

* Rigorous Financial Planning and Controls

e Global Opportunities are Compelling

e Aggressive Investments to Drive Superior Shareholder Returns

Google






