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Monetized mobile impression volume rose globally with EMEA leading the recent expansion

Q2 
2017
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EMEA also posted the greatest eCPM growth rate in Q2 2017
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ANDROID CONSOLIDATES POSITION 
AS DRIVER OF APP OPPORTUNITY
Android’s share of app impressions 
doubled YOY
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EMEA was the engine powering the global 
expansion of Android app impression volume
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Still, iOS eCPMs 
remain higher
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Android and iOS 
power nearly all 
smartphones sold [6]
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APPETITE FOR HIGH VALUE INVENTORY 
IS FEEDING MOBILE PMP GROWTH

Demand for mobile 
PMP impressions 
accelerated YOY  V OL UME 
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+73%

And mobile PMP 
eCPMs were 
up for a sixth 
consecutive 
quarter
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Mobile PMP uptake was driven by industry concerns [4]

and the amount of time users spend with digital media

US consumers will spend
more time per day on mobile devices 
than on desktops in 2017 [5]

2.3x

GLOBAL MARKETS AND MOBILE WEB 
OPPORTUNITY FUELED VIDEO GROWTH

Higher video 
eCPMs earned 
via mobile web

28%

50% of US agencies and brands say branding is their primary goal in purchasing 
video ads programmatically [3]

EMEA reached a sizeable share 
of video impression volume
in Q2 2017
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Mobile web leading in both mobile video 
volume share and eCPMs

32% 68%

3 out of 4 
mobile native 
ads served via 
mobile web
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of native ad 
impressions 
were monetized 
via mobile 

67%

                  of US agencies and brands cite 
consumer engagement as the primary 
goal for programmatic native ads [1]
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88%

Mobile accounts for majority of US native ad spend, 
with non-social properties driving the growth in 2017 [2]

YOY  C H A N G E
+33%

SOCIAL

YOY  C H A N G E
+58%
NON-SOCIAL

12%

ADVERTISERS LEVERAGE NATIVE 
TO ENGAGE MOBILE USERS

HEADER BIDDING BECOMING 
SYNONYMOUS WITH PROGRAMMATIC
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Impression volume 
and eCPMs 
rising faster 
in mobile
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MONETIZED IMPRESSIONS eCPMs

80% of global impressions processed through the PubMatic platform 
leveraged header bidding technology in May 2017
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As consumer behavior shifts to mobile browsing, publishers and advertisers must be poised to 
maximize opportunities from mobile moments.

MOBILE ADVERTISING TRENDS
Learnings from our Q2 2017 Quarterly Mobile Index


