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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.






After mobile inventory quality setbacks with fraud
last year, the industry is evolving to increasingly
leverage PMPs to safeguard transactions.

The entire industry is coming together to address in-app quality
concerns. The IAB’s app-ads.txt specification is designed to
combat fraud, in-app spoofing, and improve buyer transparency.
We have seen steady growth in adoption rates, but it is imperative
that the industry promotes education and adoption among

app publishers and developers in order to build a cleaner
marketplace for buyers and grow overall programmatic spending.
While there is technical education available on “demystifying”
the initiative, better industry-wide communication around

the benefits of adoption are still needed.! PMPs, providing
transparent ad placement, are continuing to grow in response

to the lack of trust in the industry.

The upcoming US presidential election season will
create an incremental revenue opportunity for
publishers.

Following a captive audience, political events provide a platform
for publishers to better monetize their ads through higher eCPMs
and elevated web traffic. During this season, both political and
brand marketers gravitate towards video ads, which are sold at

a premium compared to display ads—giving publishers an extra
spike in monetization opportunities.
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The ad monetization rate for non-gaming iOS apps is typically lower than that for
Android apps, but this shifted rapidly in the past year.? iOS’ share now exceeds
50% of worldwide mobile in-app impressions in Q2 2019, up from a one-third the
year prior. Video iOS ads are driving much of this growth, rising 127% over last
year. i0OS share grew in all regions globally—even in APAC, where Android remains
dominant; iOS is increasing, rising to 29% share from 16% year prior.




APAC EXPERIENCES
GREATEST IN-APP

MOBILE PROGRAMATIC MEDIA
GROWTH GI-OBAI-I-Y SPENDING SHARE, BY REGION®
Roughly half of the global in-app ad inventory A
comes from the North Americas region. While 2022
this region commands the majority share, 34%
the pace in APAC is accelerating and steadily 2019

o 32%

gaining share. Industry analysts expect the
North American overall mobile programmatic
media spending share, inclusive of in-app,
to fall 4 percentage points by 2022 as APAC
continues to expand.* For the first time, APAC
surpassed EMEA as the second largest region
for in-app ad impressions in Q2 2019; APAC
now accounts for over a quarter of the global
inventory. 48%

22%

20%

44%

4 “MAGNA Advertising Forecasts,” Magna, Fall 2018
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In-app inventory rebounded in the open market and
grew 26%, after falling 10% between Q2 2017 and
Q2 2018 amid mobile in-app fraud concerns last
year.®

However, in-app inventory continues to rapidly
gain momentum through PMPs; mobile in-app PMP
volume grew by 69% in Q2 2019 year-over-year,
after almost tripling in the previous year. As a
result, the in-app PMP impression share grew by

1 percentage point, while desktop and mobile
web shares declined.






Among global mobile ad impression volume, the Americas grew the fastest over last
year. Similar to overall mobile ad inventory, the region accounts for half of mobile PMP
ad volume. EMEA is now the second largest for mobile PMPs, contributing to 29% of the
global share. However, EMEA was the dominant region just last year with 56% share in
Q2, while the Americas held 15% of the global inventory.

AMERICAS
Q2 2019

Q2 2018






Mobile ad volume in the US news vertical experienced a spike to 47% above the
Q2 weekly average in the last week of June when the first round of Democratic
primary debates was held. While it is normal for advertising activity to pick up

at the end of the quarter, the spike for the news vertical exceeded that of the
industry as a whole, which experienced a 27% boost during the final week of Q2.
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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 Q2 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.

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.
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About PubMatic

PubMatic is a digital advertising technology company for premium content an efficient, global infrastructure and remains at the forefront of programmatic
creators. The PubMatic platform empowers independent app developers innovation. Headquartered in Redwood City, California, PubMatic operates 13
and publishers to control and maximize their digital advertising businesses. offices and six data centers worldwide.

PubMatic's publisher-centric approach enables advertisers to maximize ROI

by reaching and engaging their target audiences in brand-safe, premium PubMatic is a registered trademark of PubMatic, Inc. Other trademarks are the
environments across ad formats anddevices. Since 2006, PubMatic has created property of their respective owners.
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