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In a move that could reshape the online advertising landscape, Perplexity has made a $34.5
billion unsolicited bid to acquire Chrome, the world’s most widely used browser and the
quiet engine behind Google’s dominance in search and digital advertising.

CHROME IS NOT JUST A PIECE
OF SOFTWARE

As first reported by on
August 13, 2025, the offer comes at a time of
high legal jeopardy for Google. A U.S. federal
judge is weighing whether to force the sale of
Chrome as part of an antitrust remedy to
weaken Google’s grip on the search market.

Chrome is not just a piece of software; it is the
front door to billions of daily interactions
between consumers, content, and commerce.

For more than a decade, it has been tightly
woven into Google's ad stack, providing the
behavioural data, targeting signals, and
integration points that power everything from
Google Search ads to Display & Video 360
campaigns.

BEYOND BROWSER MARKET SHARE
If Perplexity succeeds, that lockstep
integration will be broken.

The ripple effects will extend far beyond
browser market share, reaching into how
audience data is collected, how ads are
targeted, how privacy is enforced, and who
controls the most valuable behavioural
dataset in the digital economy.

WHY CHROME COULD BE ON
THE MARKET

The legal backdrop is key.

In 2023, U.S. District Judge Amit Mehta ruled
that Google illegally monopolized the search
market. He is now considering remedies, one of
which is forcing Google to divest Chrome to
restore competition.

GIVING UP A PRIMARY CHANNEL?
Analysts see such a forced sale as unlikely but
possible.

Judge Mehta has openly questioned whether
divesting Chrome might be a “cleaner and more
elegant” solution than piecemeal restrictions on
contracts and default settings.

For Google, losing Chrome would mean giving up a primary channel for collecting browsing data
and enforcing default search agreements. For competitors, it could mean a rare opening into one
of the most defensible positions in the digital ad ecosystem.
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Perplexity’s bid is unsolicited, and some industry observers interpret it
as more than a genuine acquisition attempt. It may also be a calculated

signal to the court: If you force a sale, there’s a willing and “capable, GDR
independent operator” ready to step in. Global Data Resaurces

THE BID AS A STRATEGIC
MOVE

Perplexity’s bid is unsolicited, and some industry
observers interpret it as more than a genuine
acquisition attempt. It may also be a calculated
signal to the court: If you force a sale, there’s a
willing and “capable, independent operator”
ready to step in.

This framing could put additional public pressure
on the court - and on Google - by showing that a
market-ready buyer exists with the capital (via
VC backing) to execute.

Even if Alphabet resists, the bid keeps Chrome’s
future in the headlines during a sensitive legal
moment.

THE SHOCKWAVE
SCENARIO

Assuming the bid is accepted, this would be
more than a high-stakes M&A move, it would be
a potential rewiring of the global ad ecosystem.

Chrome isn't just a browser; it's the single most
important gateway between users, search
engines, and the programmatic supply chain.

Ownership by Perplexity would set off a chain
reaction in data access, targeting methods, and
ad standards, impacting advertisers, agencies,
publishers, and regulators worldwide.
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BREAKING THE GOOGLE A LEVEL PLAYING FIELD FOR

AD STACK TARGETING

Today, Chrome acts as the front door to If Perplexity takes control of Chrome, the world’s

Google’s integrated ad empire, linking most widely used browser will no longer be

browser-level data with Google Search, hardwired to feed Google’s ad machine.

AdSense, Ad Manager, and Display & Video

360. That’s more than a corporate shake-up - it’s a
potential redistribution of one of the most

Perplexity ownership could break this tight valuable resources in digital media: browser-level

integration, disrupting the data flows that have audience data.
given Google a long-standing advantage in

targeting, measurement, and optimization. A NEW WAVE TARGETING

In the mid to long term, this data could become
Short-term: Minimal disruption to Google's accessible to a much broader set of players - from
search ad revenue is expected if Chrome’s rival search engines and DSPs to independent ad
default search remains Google, but the lock-in tech innovators.

begins to weaken immediately.

The result? A wave of new targeting solutions,
richer measurement tools, and unprecedented
choice for advertisers who have long worked
inside Google's walled garden.

And when browser and search technology
decouple, the pace of innovation in Al-driven ad
targeting and audience modelling will accelerate.

Freed from a single company’s roadmap, we
could see:
e More open and competitive ID frameworks
e Fresh approaches to privacy-safe
personalisation
e Al models trained on more diverse and
representative datasets

In short, the playing field won't just be levelled -
it will be rewired for speed, transparency, and
creativity.

For advertisers and publishers ready to adapt,
this could be the most exciting leap forward in
programmatic since the birth of RTB.
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Al + BROWSER = THE NEXT STRATEGIC TAKEAWAYS
TARGETING ENGINE FOR ADVERTISERS AND

PLATFORMS
Perplexity’s core business is Al-powered search
and Q&A - owning Chrome could supercharge . : Expect stability in search ad
its training data with unparalleled behavioural spend but prepare for data-access shifts.
insights.

. : Build flexibility into targeting
This could lead to the emergence of Al-native strategies to leverage new audience data
targeting models that understand browsing sources as they emerge.
context, recency, and intent signals in real time.
. : Treat browser-level data as a

Such models could enable dynamic, privacy-safe shared market asset, not a walled-garden
audience segmentation without relying on third- privilege, and use it to fuel Al-driven
party cookies, reshaping how programmatic innovation.
targeting works at its core.

BOTTOM LINE
THE STANDARDS & TRACKING If Perplexity buys Chrome, the walls of
RESET Google’s walled garden could‘flnally‘crack -

and what rushes in may redefine online
Google’s Privacy Sandbox and other ad-tech advertising for the next decade.

APIs could be reimagined, paused, or replaced.

New governance models might emerge, with
Chrome’s open-source community influencing
how targeting, attribution, and identity work in
the browser.

¢ A resurgence of alternative ID solutions

¢ Broader interoperability between platforms

¢ New measurement methodologies better
aligned with privacy-first principles
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WHAT PERPLEXITY OWNING
CHROME WOULD MEAN FOR

ONLINE ADVERTISING

ALL IN ALL

The prospect of Perplexity owning Chrome is
more than an industry headline - it's a catalyst
for a new era in online advertising.

In the short term, Google’s search ad revenue
may remain largely untouched.

LOOKING AHEAD

But as browser-level data becomes more
accessible to a wider range of players, the
mid- to long-term picture is one of increased
choice, accelerated innovation, and a genuine
levelling of the digital ad playing field.

OPENING THE WALLED GARDEN

For advertisers, this could mean new audience
modelling capabilities, richer targeting options,
and the freedom to innovate outside a single
company'’s walled garden.

For publishers, it offers the potential to tap
into new demand sources and monetisation
strategies.

For the industry as a whole, it signals the
dawn of Al-native advertising ecosystemes,
where browsers and search engines operate
as independent - yet interoperable - sources
of audience intelligence.

THE KEY TAKEAWAY
Change at the scale of Chrome ownership will
not be gradual.

Those who prepare now - by diversifying data
sources, experimenting with Al-driven targeting,
and building flexibility into their media strategies
- will be ready to thrive in the most
competitive and open programmatic
marketplace we've seen in over a decade.

GDR - Where Performance Meets Principles.
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