
  

    
 
 
 
 Ms Neel ie Kroes 
 Commissioner 

 EUROPEAN COMMI SSI ON 
 Rue de la Loi  200 
 
 1049      Bruxelles 
 
Ref.:  CKU/ 2007118/ rsa 27 June 2007 
 

Proposed acquis it ion of DoubleClic k by Google 
 
 
Dear Commissioner, 
 
 
We are writ ing to you on behalf of BEUC, and our members Alt roconsumo, OCU and vzbv to 
express concerns regarding the proposed acquisit ion of DoubleClick by Google. We urge that  
these concerns be taken ful ly into account in the analysis carr ied out  by the Commission or 
any other compet it ion authority in the EU. 
 
We are concerned in part icular that  the proposed t ransact ion m ay have a negat ive im pact  on 
the select ion of online content  available to consum ers and on privacy. We recall here the 
Commission Notice  on Horizonta l Mergers (OJ 2004 C 31, pp. 5-18 , specially paragraph 8),  
according to which merger cont rol is aimed at  prevent ing mergers that  are likely to deprive 
consumers of the benefits of effect ive compet it ion, including not  only low prices but  also 
Òhigh  qua lit y prod ucts , a wide selec t ion of good s and  servic es, and  innovation Ó.  
 
According to the informat ion available to us it  seems that , through its acquisit ion of 
DoubleClick, Google could monopolize the on- line advert ising business, thereby rest r ict ing 
compet it ion and raising privacy concerns over cont rol of consumer data.  
 
Just as Microsoft dominates offi ce applicat ions through its operat ing system, we fear that  
Googl e will  verti call y-l everage (bu ndle/ti e) its keyword search dominance wi th Doubl eClick's 
leadership in online banner/ video display advert ising, and with its Google-YouTube 
dom inance in video search. This vert ical combinat ion could give Google-DoubleClick clear  
dom inance on the overall market  for advert isements provided to third-party websites. 
Google alone current ly holds a 90%  share of the search market  in Germany, nearly a 75%  in 
the U.K., around 82%  share in France and 90%  in Spain. 
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Beyond the dom inant  posit ion in online advert ising and the effects that  these m ay have for 
the undertakings present  on those m arkets, this m arket  power coul d have a negat ive impact  
on the diversity of content  available online (broadly meaning content  available v ia PC, 
mobile, interact ive TV) .  
 
Since it  would be pract ically impossible for users after the merger to avoid all web sites 
serving Google/ DoubleClick ads, consumers would have no real abilit y to choose services 
other than those served by Google, or to simply opt -out  of sharing personal data with 
Google. To put  it  in simple words, a website will have to be part  of the Google network of 
content  sites if they are to be viable and visible in the commercial market . The European 
Com m ission has already taken into accou nt  the inter ests of consum ers with regard to 
consum er choice even in culture- related m arkets, such as in its decision of 20 Septem ber 
1995 in case I V/ M.553 -  RTL/ Veronica  / Endem ol. Therefore, we urge the Commission and 
the rest of authori t ies integrated in the ECN not  to neglect  these considerat ions. 
 
A further clear prejudice for consumers relates to privacy. The combinat ion of Google and 
DoubleClick entails that , in an unprecedented fashion, a single company will obtain and 
expl oi t enormous amount s of personal informat ion about  users, by building profiles of 
consumers as they engage in searches, mi ning  data from them as the y use web servi ces and 
applicat ions, and observing and t racking them as they visit  sites across the web. I ndeed, 
both Google and DoubleClick em ploy sophist icated technology to gather and m ine data 
about cons umers, and  most consumers are not aware of when and how these technologies 
are being used. Both companies collect  informat ion about users fro m  di fferent  and, in th e 
userÕs mi nd , unrel ated web acti vi ti es (such as m ail and m essaging, elect ronic payment , 
user-generated video exchanges, etc.) . With the acquisit ion of DoubleClick, Google will 
combine two largely complementary existing databases.  
 
Never before has one single company had the market  and technological power to collect  and 
exploit  so much informat ion about  what  a user does on the I nternet . With DoubleClickÕs 
cookie- t racking technologies, and GoogleÕs ever- increasing breadth of online services ( from  
m ail and m essaging, to mapping, electronic payment, offi ce applicat ions, user-generated 
video and blogging spaces, and so on) , a part icular userÕs online act ivit ies will be t ractable 
by a singl e enti ty on a much more conti nuous  and universal level than ever before. Such 
span of visibilit y into consumer behaviour will allow Google to build user profiles which are 
much more complete, and in turn valuable to advert isers.  
 
The unprec edented and unmatc hed databases of user profi les will  consti tute signi ficant and  
possibly insurmountable barr iers to ent ry but  they appear also to be in clear violat ion of 
usersÕ pri vacy ri ghts.  Consumer s who may have  vol untari ly agreed to private data to 
Doubl eClick coul d not have envi saged that thi s data would be t ransferred to Google Ð and 
vice versa for those consum ers who gave data vol untari ly to Google. (For consumers wh o 
did not know that Google or Doubl eClick had access to  thei r personal  data, the situati on 
would be even worse, of course .)  
 
The dom inant  posit ion arising from  the combinat ion of Google and DoubleClick would further 
reduce the  combi ned enti tyÕs incen t ives to prot ect pri vacy.   
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The monopoly power that  Google will acquire through this acquisit ion will further weaken its 
incent ives to compete on the non-price aspects of its services,  including such quality  facto rs 
as the privacy protect ions it  offers consum ers. I ndeed, GoogleÕs own stated ambit ions are to 
establish integrated on- line profiles of internet  users, to enable it  to provide custom ized 
content , highly targeted advert ising, and individualized recommendat ions for new services 
and content . This will vast ly dim inish a userÕs abilit y to select ively lim it  their  consent  to use 
certain pieces of personal informat ion to specific purposes or at  least  cont rol access to this 
informat ion. 
 
All these concerns regarding the prejudice that  the t ransact ion may have for cons umers and 
for their pr ivacy should be addressed by the compet it ion authorit ies dealing with the case. 
We therefore urge you to com muni cate our concerns to the authori t ies and bodi es concerned 
wi thi n the ECN to ensure that the interest of  consumers and their ri ght to  pri vacy and  data 
protect ion are properly taken into considerat ion within the merger review process. 
 
Please note that  US consum er agencies have raised several of these same concerns with the 
US FTC.  
 
 
Yours sincerely, 

 
Jim Murray   Edda MŸller 
BEUC Director  vzbv Director 
 
 
 

  
 
Andrea Doneda Carl os Sanc hez Reyes  
Alt roconsumo Director  OCU President  
 
 
 
Cc:   Franco Frat t ini, Commissioner  
 Viviane Reding, Commissioner 

Peter Schaar, Chairm en of the Art icle 29 Working Party 
 Peter Husti nx,  European Data Prot ecti on Supe rvi sor 

Juan  Antoni o Rivi •re Mart’ ,  Consumer Liaison  Offi cer, DG Competi t ion  
Johannes Luebking, DG Compet it ion  

 Alain Brun, DG Justi ce, Liberty and Securi ty 
 Peter Scott , DG Inform ati on Society 
 Sophia inÕt  Veld, MEP 


