


PubMatic’s Quarterly Mobile Index
(QMI) report was created to provide
both publishers and advertisers
with key insights into the mobile
advertising industry.

ABOUT PUBMATIC’S QUARTERLY MOBILE INDEX

By analyzing over 13 trillion global advertiser bids flowing
each month through PubMatic’s platform, we can observe
real-time developments in the mobile space that may allude
to broader digital industry trends. We can then compare this
information to other published data to further understand
changes in the mobile landscape. At PubMatic, we are
committed to providing best-in-class mobile tools and
services, and believe that information sharing is crucial in
aligning the digital industry towards best practices and,
ultimately, growth in mobile advertising.

Note that directional data might not be comparable with
prior reports.
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WHAT DOES THIS MEAN
FOR PUBLISHERS AND
ADVERTISERS?
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The time is now to prioritize the mobile
in-app video experience.

Almost all mobile programmatic ad spending comes
from apps.! In the age of mobile, and now video,
buyers are attracted to in-app video experiences that
can reach a steady stream of engaged audiences.

As media shifts towards more interactive, dynamic
formats, publishers who are poised in-app are primed
to capture the growing ad revenue opportunity. To
provide optimum viewing experiences and maximize
ad efforts, it is important for publishers to ensure
high quality inventory standards and for advertisers
to tailor campaigns at welcomed levels of ad
engagement to the right audiences.
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Employ mobile header bidding for video
ad inventory to optimize monetization
strategies.

Aptly timed inventory grooming
maximizes ad revenue.

It is critical to align inventory preparation

).

strategies to shifting consumption trends.
Publishers and app developers should focus

Despite cost, resource and time-prohibitive
implementation efforts, in-app header bidding
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usage continues to grow because its benefits

are clear. As both mobile and video ad demand
continues to soar, publishers and app developers
who invest in video header bidding solutions in-app
will extend their inventory monetization efforts.
Like the web space, in-app waterfalls are inefficient
auction methods that can cause slow load times if
bid or technical issues arise, which is an especially
undesirable experience for video ads.?

S ~Z“Mobile Video Morietization 2019, éMarketer, November 2019°

on content development and inventory quality
controls far in advance of marquee shopping
events. More importantly, inventory quality
grooming before peak times optimizes
monetization efforts. Publishers are leveraging
tactics such as Open Measurement SDK, PMP,
and app-ads.txt tactics to gain better control,
while building trust and transparency with
brands.
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LONG FORM CONTENT ACCOUNTS FOR
THE MAJORITY OF MOBILE TIME SPENT

SHARE OF TIME SPENT WATCHING DIGITAL VIDEO WORLDWIDE,
BY DEVICE AND VIDEO LENGTH (% OF TOTAL)®

............................................................................

DESKTOP 35% 6% 16%

MOBILE PHONE 9% 8% 31%

TABLET m 249
3%

TV 27%
1%

3%

® (0-5 minutes ® 6-20 minutes 21-40 minutes 41+ minutes

4 “Mobile phone video viewers, Worldwide, 2019-2023,” eMarketer, August 2019
5 “Global Video Index: Q2 2019,” BrightCove, September 24, 2019

42%

52%

66%

70%




Following high mobile network connection speeds in North America and Western Europe, in-app
video ad spending more than doubled in both regions over last quarter, and grew faster than the
same time last year. APAC also saw strong growth this quarter; in-app video spending rose 50% in
the region. With faster network speeds and a push towards more interactive media, mobile video

is expected to account for 79% of mobile data traffic by 2022.°
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MOBILE SURPASSED DESKTOP HEADER

BIDDING AD SPENDING

HEADER BIDDING AD SPENDING SHARE, BY DEVICE
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DESKTOP

Q4 2019

45%
DESKTOP
Q3 2019
51%

MOBILE
Q3 2019

49%

MOBILE
Q4 2019
55%
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HEADER BIDDING PRACTICES MOVE IN-AP

The adoption of first-price auction and less labor-intensive SDK-level integration effor
allowing in-app ads make significant strides in header bidding transactions.” Mobile in
bidding spending doubled over last quarter, with strong performance across Android a
platforms. It maintained slightly more tempered Q4 growth trends relative to last year,
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HEADER BIDDING AD SPENDING BY PLATFORM, MOBILE IN-APP HEADER BIDDING AD SP
YOY COMPARISON
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Q3 V. Q4 2018 Q3 V. 04

i +211% +164°

000 CHI‘\I\‘I’GE_:‘ # :
+33%

e QoQ CHANGE

DESKTOP

" “The Rise of True In-App Header Bidding,” Mathew Broughton, ExchangeWire, July 2019
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PUBLISHERS INVEST IN HEADER BIDDING TO
BETTER MONETIZE MOBILE VIDEO INVENTORY

MOBILE VIDEO HEADER BIDDING

.........................................

Implemented, .
Not Expanding Planning To Implement
370/0 In The Next 12 Months
26% 0
Interested But . - 52 /0
No PI To Impl t Expandin
S emtta]n Implemgntatioﬁ EXPANDING OR PLANNING
9% TO IMPLEMENT
26%
Decreasing /Removing
1%
Not Interested
0.2%

8 A commissioned study conducted by Forrester Consulting on behalf of PubMatic, October 2019.
Base: 622 director level and above sales, operations, and IT professionals at publishers and media companies in the US, Europe, and APAC
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HOLIDAY AD SPENDING PEAKS ON BLACK
FRIDAY AND AGAIN BEFORE CHRISTMAS

While ad spending rises throughout Q4, spending is focused around peak
shopping days: Black Friday, Cyber Monday and the week leading up to Christmas.
Black Friday continues to be the biggest holiday event for brand advertisers to
convert target customers online or in-store.

WORLDWIDE MOBILE AD SPEND, Q4 2019
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. 'PRE-HOLIDAY
I BOOST

+29% +12% . +26%

10/7
10/14
10/21
10/28

11/4
11/11
11/18
11725

12/2

12/9
12/16
12/23







QMI Methodology

PubMatic’s yield and data analytics team analyzes over

13 trillion advertiser bids on a monthly basis, utilizing the
company’s best-in-class analytics capabilities. The Q4 2019
QMI incorporates impressions, revenue and eCPM data from
these reports to provide a high-level analysis of key trends
within the mobile advertising industry. Analysis is based

on PubMatic-sourced data except as noted. Percentages

in some figures may not sum to 100% due to rounding.
“Monetized impressions” or “paid impressions” are defined
as impressions that were sold through the PubMatic
platform, and “eCPM” is defined as the cost per one
thousand impressions.

Disclaimer: This QMI may include inaccuracies or typographical errors, and

is based on operational data that has not been audited or reviewed by a third
party. It may contain forward-looking statements about future results and other
events that have not yet occurred. Actual results may differ materially from
PubMatic’s expressed expectations due to future risks and uncertainties, and
past performance or trends are no guarantee of future results. PubMatic does
not intend to update the information contained in this QMI if any information or
statement contained herein later turns out to be inaccurate.



About PubMatic

PubMatic delivers superior revenue to publishers by being the sell-side platform and remains at the forefront of programmatic innovation. Headquartered

of choice for agencies and advertisers. The PubMatic platform empowers in Redwood City, California, PubMatic operates 14 offices and nine data
independent app developers and publishers to maximize their digital advertising centers worldwide.

monetization while enabling advertisers to increase ROI by reaching and engaging

their target audiences in brand-safe, premium environments across ad formats PubMatic is a registered trademark of PubMatic, Inc. Other trademarks are the
and devices. Since 2006, PubMatic has created an efficient, global infrastructure property of their respective owners.
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