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What is Mobile?

e It’s a device

* It's a network o°$\'
* It's an operating - \qg

* It's a technr

e It'sal \‘,‘\N.odel
R o

\‘ . platform

t’s a buzzword
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Mobile Is Everywhere

®
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Metrics & Measurement

2013: The Year of Mobile Measurement

Education, standards,

and best practices.

Focus on planning,
currency, AND
effectiveness metrics.

Work in context of
industry-wide
project: Making
Measvurement Make
Sense (3MS).
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4 Stages of a Smart Mobile Strategy Dn
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The Year of Mobile...Measurement
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The Interactive Advertising Bureau (IAB) Mobile Marketing Center of Excellence has gotten an early start
thinking about plans and priorities for 2013. Qur most recent mobile board of directors meeting last week in
San Francisco included some brainstorming about big issues in Q4 2012 and into the new year.

There is still a lot to do across the board to help mabile live up to its potential as a medium for advertising
and marketing. But one set of topics on the list does seem to increasingly be the priority for our members,
and therefore us as well. At the risk of being premature, | will tip the [AB's hand and say that for us, 2013 will
be the year of mobile measurement

In the world of media, when we talk about "measurement” we really mean three different, but often
overlapping things:

Planning. The metrics that help an advertiser decide where to place their ads to best reach an intended
audience.

Currency. The metrics that determine how much the advertiser actually writes the check for.

+ Effectiveness. The metrics that prove whether an ad campaign had its intended impact on consumers’
psyches or purchasing behaviors

In the traditional media world, the planning and currency metrics are typically the same: for example,
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Improving Mobile Ads
Static Banners v. New, Rich Units

300x50 Static Banner IAB Mobile Rising Stars
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Understanding Cross-Media

Cross-Media The Next Hurdle

XSOS="Cross-Screen
Optimization Studies”

A significant industry
research initiative

Seeking to test actual

impact of ad campaigns |
with mobile, PC, and print
or TV components

IAB’s XSOS will demonstrate the importance of allocating
budgets across traditional, PC, and mobile media.

O
For more information on XSOS email Joe Laszlo, joe@iab.net Iab.



IAB Mobile Center

Concluding Thoughts

Mobile data is transforming the way
people in the US live.

We have work to do to make mobile
more media- and ad-friendly.

The pace of innovation in mobile media
shows no signs of slowing.

Lots of work for IAB—in the US and
globally.

O
IAB | Mobile Marketing Center of Excellence Iab.



Thanks!

joe@iab.net

O
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The voice of European
digital business

« We’re on a mission to grow Europe’s DIGITAL market »
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GET TO KNOW
IAB Europe: a growing network

iab

IAB Europe represents the voice of the
Industry at both national and European level

National Associations with over staff

Corporate Members including Media
Agencies, Broadcasters, Publishers, Advertisers,
Mobile Operators, Service Providers, Social
Platforms, Media Owners, Creative Agencies...
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WHAT WE DO .
- The 4 PRO’s iab.

@ PROMOTE: Raise standards and awareness

Promote

PROTECT: Recognised regulatory ' 1

Protect K

PROVE: Data and insights -*: 0L o
of online advertising

PROFESSIONALISING the industr
standards and practices

Jin,

Professionclise



WHAT WE OFFER
Shape tomorrow’s digital landscape iab

* REGULATORY EXPERTISE helping you understand the
threats and defend your business

 DATA AND INSIGHTS to support the growth of your
business and the industry

« Aplatform to ENGAGE AND CONNECT with leading
experts from the industry

» Guidelines and standards to increase your
EFFECTIVENESS

“We feel it is important to have a strong trade organisation representing both

agencies, advertisers and media owners on alocal and European level.”
Ruud Wanck, Head of Interaction EMEA, GroupM




Developing Mobile Insights
in Context iab

A unigue guide to advertising spend across

26 markets deepening our understanding of Od e)
the emerging mobile format alongside video, Benchmark
search etc.

The only total population survey of metlisstape Europe
offline and online media use including a deep dive

Into internet use on mobile, tablet, games console

and of course PC/laptop.



Increasing delivery of insight o
~ through partnership iab.

Fakt
LA
!-"H.
-
- - >
— I = -
—
Fa b
LS
Ia ® .

Aggregated
Industry Knowledge
& Best Practice

Local Initiatives,
Insights
& Results

v'Best-of-Local
v"National-Buy-In


http://iab.emsecure.net/optiext/optiextension.dll?id=HpIIGnR9mY9ycP0sJcm6Uhs5vAQYZGtDXDeibL
http://iab.emsecure.net/optiext/optiextension.dll?id=PhQQPzH+yFRYo1rauEDblfZjAJInLF9tM6zyzy

Mobile within IAB Europe’s Brand
 Advertising Initiative iab:

ope

Brand Advertising Framework

Best
Practice &
Guidelines

Audience
Segments
&
Quality

KPls
&
Meftrics




IAB Europe’s Ad Formats Survey iqb

Providing valuable insight into
b the brand advertising formats
landscape across Europe

survey,
The survey forms part of 1AB Eurape's Brand Advertising initiative aiming o Brand adverusers with a reliabie toclki nverging media enviranment. It will provide
the brand P Europe.

The survey is to be completed by Publishing, Agency and Ad Serving company executives with responsibility for campaign or ad formats strategy and implementation within leading companies
across Europe. [l =
. - oo Surve Of I UbIISI lIII ‘ \ el IC
Questions B, 8 and 11 ask fer details regarding the technology supporting the formats and, if you are not able to answer the questions yourself, we would kindly ask that you seek input from an ad ,
perations colleague.

& data provied will not be used individually But only as part of aggregate data in the report. An email agdress can toreceive of report and in this case. . .

‘email details are kept strictly confidential d Ad E ;

Hest

- Frequency use
PC / Tablet / Mobile A Survey open until
—> Growth rates end of July!
In-Page / In-Stream [N http://svy.mk/10kkthc

Technology specs
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Why Global Mobile Ad Revenue? iqh

Recognise the growing importance of mobile as an
advertising platform

+ Deliver greater insight on investment in the medium

* Fragmented mobile market yet strong demand for pan-
regional buying and selling

* Global ecosystem

iab. iab. @


http://iab.emsecure.net/optiext/optiextension.dll?id=PhQQPzH+yFRYo1rauEDblfZjAJInLF9tM6zyzy
http://iab.emsecure.net/optiext/optiextension.dll?id=pHmmmcU9Op4ly1HYnhTtgslSLqnLcCZ6rzLlNv
http://iab.emsecure.net/optiext/optiextension.dll?id=HpIIGnR9mY9ycP0sJcm6Uhs5vAQYZGtDXDeibL

The Global Mobile Ad Revenue
project iab

- Creation of an expert team: IAB Europe, IAB US Mobile
Center of Excellence + IAB Europe’s partner IHS

- Data, insight and advice from the global IAB network

iab. iab. @ o


http://iab.emsecure.net/optiext/optiextension.dll?id=PhQQPzH+yFRYo1rauEDblfZjAJInLF9tM6zyzy
http://iab.emsecure.net/optiext/optiextension.dll?id=pHmmmcU9Op4ly1HYnhTtgslSLqnLcCZ6rzLlNv
http://iab.emsecure.net/optiext/optiextension.dll?id=HpIIGnR9mY9ycP0sJcm6Uhs5vAQYZGtDXDeibL

Global Mobile Ad Revenue
Methodology iab

* Identification of mobile ad spend reported by national IABs
- Harmonisation of global data
- Employment of statistical and econometric models

* Benchmarking variables such as ad spend per capita, mobile
subscriptions and 3G/4G penetration

 Typology of mobile ad markets

* Interviews of key players across the mobile advertising
ecosystem

* Resulting in a global market size, split across advertising
formats.

11



™

The Source for Critical Information and Insight*

Global Mobile Advertising Revenue
Display, Search, Messaging 2011 & 2012 Across Regions

iab: iab



Global mobile ad revenue nearly doubled in
2012

™

Global mobile ad revenue (€m)
8,000 -

6,889

7,000 -

6,000 -

+82.8%

5,000 -

4,000 - 3,769

3,000 -

2,000 -

1,000 -

2011 2012

Copyright © 2013 IHS Inc. 2



Messaging under pressure as both display
and search increase their share

™

Global mobile ad revenue share by format
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Display and search growth on par, twice as
fast as messaging

2011 revenue and 2012 gains Mobile ad growth in 2012 by
by format (€m) format (%)
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Asia Pacific and North America head-to-head
as rest of world trails behind

2012: Mobile ad revenue by region (€m)

North America Asia-Pacific
Western Europe

LATAM MEA Central Europe
® O ®

2011 vs 2012: Mobile ad revenue by region (€m)

3,000 ~
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1,000 -
610
500 -
23 39 50 85 51 87
0 , — , — , ,
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2011 m 2012
Copyright © 2013 IHS Inc. 5



Asia Pacific region suffers share losses as
North America catches up

™

Global mobile advertising revenue:
share by region

2011
2012

1.4%

16.2%
45.9%

m Latin America

= Middle-East and Africa
Central Europe
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Copyright © 2013 IHS Inc. 6



Asia Pacific dominates mobile display market

Mobile display ad revenue 2011 vs 2012 (€m)

Asia-Pacific — 1,306

North America T —  c03

m 2012

387

33
Middle-East and Africa .
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North America overtakes APAC In search

Mobile search ad revenue 2011 vs 2012 (€m)

North America _ 1,532

— 1,336 o
Asia-Pacific '
1

m2012

33
Central Europe .

Middle-East and Africa

Latin America
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o A
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Gap between smaller mobile ad regions and
big players less pronounced in messaging

™

Mobile messaging ad revenue 2011 vs 2012 (€m)

North America _ 307
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Format distribution is not uniform globally,
reflects specific regional market structures

Mobile ad revenue share by format: regions
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LATAM display grows nearly twice as fast as
North American market

™

Mobile display ad growth in 2012 by region

Latin America 226.4%

North America 121.4%

Central Europe 87.3%

Total World 87.3%

Middle-East and Africa 81.4%

Total Europe 75.1%

Western Europe 74.3%

Asia-Pacific 72.4%

|
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o

Copyright © 2013 IHS Inc. 11



Also in search growth, LATAM leads; APAC
trend decoupled from rest of world

Latin America

North America

Western Europe

Total Europe

Central Europe

Total World

Middle-East and Africa

Asia-Pacific

Mobile search ad growth in 2012 by region

242.4%
130.0%
110.8%
110.3%
100.1%
88.8%
79.0%
49.6%
0% 5(;% 106% 156% 206% 256% 306%

Copyright © 2013 IHS Inc.
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In contrast to other formats, APAC leads In
messaging growth

Mobile messaging ad growth in 2012 by region

Asia-Pacific 57.2%

Western Europe 43.3%

Middle-East and Africa 40.8%

Total World 40.2%

Total Europe 39.4%

Latin America 37.9%

North America 34.6%

Central Europe 27.7%

|
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Copyright © 2013 IHS Inc.
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Benchmarking mobile ad spend reveals
monetization gaps across regions

™
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The Source for Critical Information and Insight*

Thank you

Daniel Knapp: daniel.knapp@ihs.com
Alison Fennah: vprm@iabeurope.eu
Joe Laszlo: joe@iab.net

® MOBILE

iab. iab
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mailto:joe@iab.net

Mobile Market:
Context and Drivers

Jack Kent, Principal Analyst

IHS Mobile Media & Technology Intelligence
June, 2013

Copyright © 2013 IHS Inc. All Rights Reserved.



Mobile devices drive growth for cross platform

ecosystems
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There will be 4bn active smartphones in
2017

World: active smartphones (m)
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Source: IHS Screen Digest Mobile Technology Intglligence
Copyright © 2013 IHS Inc. All Rights Reserved.



But the smartphone duopoly will continue
despite new challengers

World: smartphone installed base by OS (m)
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*includes Windows Maobile Source: IHS Screen Digest Mobile Technology Intflligence
Copyright © 2013 IHS Inc. All Rights Reserved.



There are clear regional differences in the
smartphone market

™
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Evolution of smartphone screen sizes drives
and addresses growing demand for content

100%
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Share of new smartphone launches by screen size (%)
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4G subscriptions reach 1.5bn by 2017
providing new opportunities for media

100%
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Apps & Media are the growth segment of
the mobile industry

™

USA & EU5: Mobile Industry CAGR - 2013-2017 (%)
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But mobile content only accounts for a small
part of industry revenues

™

US & EU5: Share of 2013 Mobile Industry revenues (%)

m Voice, Messaging, Internet  mApps & Content

Copyright © 2013 IHS Inc. All Rights Reserved. Source: IHS Screen Digest Mobile Media Intelligence — June 20139



IPhone and Android dominate smartphone
app revenues

™

2013: US & EUS smartphone app revenues (%)

®miPhone = Google play mOther

Copyright © 2013 IHS Inc. All Rights Reserved. Source: IHS Screen Digest Mobile Media Intelligence — June 2013 10



Free content leads way

Free vs. paid share of top grossing US iPhone app revenues (%)
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Copyright © 2013 IHS Inc. All Rights Reserved. Source: IHS Screen Digest Mobile Media Intelligence — June 2013 11



Mobile video usage outpaces consumer @
revenues and advertising _

- Mobile accounts for 15%-25% of online pay-TV
service consumption in W. Europe. But there are few
direct mobile pay-TV revenues, as most access is
bundled free in cross-platform deals.

- Revenues are not keeping pace with
consumption:

- Mobile devices accounted for 31% of BBC iPlayer
requests in December 2012, up from 22% in
August, and 13% in December 2011.

You

Tuhe - Less than 10% of YouTube ad revenues are
mobile vs. more than 25% of consumption.

Copyright © 2013 IHS Inc. All Rights Reserved. Source: IHS Screen Digest Mobile Media Intelligence — June 2013



Games leads content spend and
cross platform services drive music
revenues

US & EU5: 2013 annual mobile content ARPU ($)
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= Non-game Apps = Mobile Games Mobile Video = Mobile Music

Copyright © 2013 IHS Inc. All Rights Reserved. Source: IHS Screen Digest Mobile Media Intelligence — June 2013 13



Messaging apps provide new opportunity to
address mobile content audience

- Over the top messaging apps focus on content to provide monetisation and engage users,
particularly in APAC:

- KakaoTalk (S. Korea) - 90m+ global users
- Line (NHN Japan) — 160m+ global users (c. $30m games revenues in Q1 2013)
- WeChat (TenCent, China) — 300m global users (majority in China)

- Games and content services will prove key to monetisation for many of these apps — as
communications and messaging is increasingly commoditised.

Copyright © 2013 IHS Inc. All Rights Reserved. Source: IHS Screen Digest Mobile Media Intelligence — June 2013 14



THANK YOU

jack.kent@ihs.com

Copyright © 2013 IHS Inc. All Rights Reserved. 15
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