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"MOBILE ADVERTISING TRENDS

sLearnings from.our-Q3.2017 Quarterly Mobile Index
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As consumer behavior shifts to mobile browsing, publishers and advertisers must be poised to
maximize opportunities from mobile moments.

FAST-GROWING HEADER BIDDING
LARGELY UNTAPPED BY AD BUYERS

Impression volume rising Mobile web header bidding impressions
faster in mobile grew faster in APAC and EMEA
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MONETIZED IMPRESSIONS

0 of assess their understanding
0 of header bidding as good or great”

Demand for mobile Mobile PMP earns higher
PMP impressions 0 eCPMs than mobile open
accelerated exchanges
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0 of North American decision-makers shifting resources from open exchange
0 to PMP so ads appear across higher-quality sites”

VIDEO EXPANDS GLOBALLY
AND GAINS TRACTION IN MOBILE

APAC and EMEA combined represented Mobile represented nearly one-quarter of video
more than half of video impression volume volume and earned higher eCPMs than desktop
in Q3 2017
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77 Average time per day US adults will spend watching digital video in 2017,
MINUTES | nearly half of that on mobile devices”

Mobile impression volume growth outpaced desktop

) 89% D 73%
YOY CHANGE YOY CHANGE

- (-]
=
| |
Back-to-school effects
are most noticeable i 87 /24 8/14
on weekly mobile web 6/26 6/26
volume in the Americas
and EMEA 9/25
9/25

= PN

MOBILE WEB ADVERTISING VOLUME
SPREADS WORLDWIDE

APAC and EMEA registered significant increase in volume share

AMERICAS EMEA APAC
Q3 o
2016 15%
Q3
2017 38%

Mobile web eCPM growth was strongest in the Americas in Q3 2017
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