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

DEMAND FOR QUALITY FUELS
SUSTAINED MOBILE PMP GROWTH

Majority of CMOs worldwide facing pressure to gain tighter .

BRAND SAFETY INVENTORY QUALITY AD FRAUD VIEWABIILITY
Mobile PMP volume has risen YOY PMPs offer significantly higher
for eight quarters in a row eCPMs than open exchange
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YOY growth rate declines as mobile of the top 1,000 US
header bidding market matures, 0 publishers used header
narrowing platform gap 0 bidding in December 2017"
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- Majority of mobile web header
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outside the Americas
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while mobile web eCPMs earned
0 a premium over apps

88 /0 of the time US 0

consumers spend on mobile 30 / 0

devices is devoted to apps PREMIUM
—nearly 2.5 hours per day”

Android and iOS power nearly all Android volume expanded at
smartphones sold " 14.7% a triple-digit rate in 2017
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iOS continues
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BRAND AD SPEND DECISIVE FOR
MOBILE VIDEO GROWTH

YouTube scandal Added safeguards Mobile video volume growth outpaced
caused mobile video brought back desktop to expand share
volume retreat in Q2 trust & growth
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EMEA experienced the
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In 2017, all regions had minority portions of monetized mobile* impresssions for the first time

AMERICAS EMEA APAC
2016 74% 17% 9%
2017 49% 38% 13%

Average mobile* eCPMs improved most in the Americas
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*including mobile web and app
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