As consumer behavior shifts to mobile browsing, publishers and advertisers must be poised to
maximize opportunities from mobile moments.

MOBILE CHANNEL FUELS HEADER
BIDDING EXPANSION

Header bidding is growing faster on
mobile than on desktop
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The introduction of
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formats like in-app
will likely drive greater
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throughout 2017
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MOBILE PMP ACCELERATES AS
ADVERTISERS FOCUS ON QUALITY
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Mobile app & mobile web now have equal

share of impression volume US mobile users will spend nearly
more time per day on apps

- = than on mobile web in 2017
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ANDROID CLOSES THE 0S GAP

Android’s share of mobile app impressions Global expansion of Android app opportunities
nearly doubled YOY came from APAC & EMEA
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iOS once again garnered higher
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41% Android is not what it used to be
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APAC & EMEA saw increases in their regions’ share of mobile impression volume
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while mobile eCPMs saw growth across all regions globally
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