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KEY TREND

APP PUBLISHERS EMBRACE 
PROGRAMMATIC AS IN-APP 
ENGAGEMENT DEEPENS
Incremental time spent on mobile devices is 
expanding the competitive set of app publishers. 
With header bidding adoption and private market-
place (PMP) usage, app publishers are increasingly 
flattening the waterfall through increased 
unique demand sources and ensuring high 
quality, transparent transactions — all validated 
programmatic tactics to maximize revenues.
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6  “Mobile app evolution,” App Annie, July 2020
7 “Changing Attitudes Towards Walled Gardens vs. Open Web; Record TAG Recertifications,” Mathew Broughton, May 2020 

USERS ARE ENGAGING 
WITH A MORE DIVERSE 
SET OF APPS 
Mobile users are spending time with more apps 
in 2020 — including the pandemic months — than 
they did 4 years ago. Therefore, the share of time 
spent with the top mobile apps (dominated by 
the walled gardens) is declining, and these apps 
are facing increasing competition with a greater 
pool of app publishers.6 Advertisers consider 
open web programmatic ads to be more effective 
since 77% of people “trust articles in the open 
web more” than Facebook, Instagram, and 
YouTube.7

SHARE OF TOTAL T IME BY TOP APPS6
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IN-APP DRIVES MOBILE HEADER BIDDING 
GROWTH
Mobile header bidding ad spend grew 20% over last year, pushing the mobile share 
of total header bidding to 59% in Q2. In-app is largely driving the increase, rising 26% 
over last year, and is outpacing mobile web which grew 18%. The growth in in-app 
header bidding is due in part to new SDK based technologies, including PubMatic’s 
OpenWrap SDK, which was launched earlier in 2020.
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PMP SPENDING SURGES IN-APP 
DURING GLOBAL ECONOMIC RECOVERY
Private marketplaces (PMPs), which provide publishers better control over ad inventories, 
gained momentum after platform spending began rising again in April. While PMP ad 
spend grew across all platforms, in-app grew almost 5 times over pre-impact levels, while 
mobile web and desktop rose 52% and 2%, respectively. Analysts expect PMPs to surpass 
open exchange spending this year, accounting for 51% of total open RTB spend.8

8 “US Real-Time Bidding (RTB) Ad Spending,” eMarketer, July 2020 
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03
KEY TREND

MOBILE VIDEO PROVES TO 
BE A DYNAMIC FORMAT 
DURING A DOWNTURN
Although video ads were steeply impacted at 
the initial onset of the pandemic, they made 
a consistent and robust recovery towards 
the end of Q2 thanks to linear TV budget 
reductions, a rise in performance campaigns 
and in-app viewership. All three of these events 
gave mobile video ads a lift in ad spending, 
following the natural trajectory of the market.
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SHIFTS IN CAMPAIGN GOALS PROPEL 
MOBILE VIDEO AD SPENDING
Mobile video ads were hit hard during the early months of the pandemic, contracting 
more than half at the lowest point. However, a reshuffling in campaign types underpins
its reduction and recovery trends; a drop in branding-focused mobile video ads shifted 
CPMs down roughly 50%, but performance video ads continued to do well — linked to 
a boost within the gaming sector.9

9 “US Mobile Ad Spending Update Q3 2020,” Yoram Wurmser, July 16, 2020
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MOBILE SERVES AS A BOON FOR VIDEO ADS 
ACROSS ALL REGIONS 
Over two-thirds of digital video ad spending worldwide is now through a mobile device. Mobile 
video ad spend rose across all regions over last year and last quarter. While the mobile video 
penetration gap is narrowing between APAC and the rest of the regions, APAC still commands the 
lead with 74% of all video spending occurring on mobile. In-app viewing was a primary driver of 
mobile’s leadership in video; 40% of incremental time spent on an app is from video in 2020.10

10 “US Mobile Ad Spending Update Q3 2020,” Yoram Wurmser, July 16, 2020 
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ADVERTISERS REDEPLOY TV BUDGETS 
INTO DIGITAL PROGRAMMATIC CHANNELS
People sheltering in place are watching more TV than ever, but advertiser demand for upfront 
ads, where inventory is sold at a discount in exchange for early commitments, is shrinking.11 
The primary beneficiary of this budget shift is programmatic mobile, where experts estimate 
a 32% increase in video ad spend next year in the US.12

11 “Q2 2020 Digital Video Trends,” Ross Benes, eMarketer, May 28, 2020
12 “US Digital Video Ad Spending By Device, 2019-2024,” eMarketer, June 2020

13 “Global Ad Trends: The Impact of COVID-19 on Ad Investment,” WARC, May 26, 2020
14 eMarketer, July 2020

US PROGRAMMATIC DIGITAL VIDEO AD SPENDING, 
BY DE VICE, 2019-202014
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QMI Methodology 
PubMatic’s yield and data analytics team analyzes over 
15 trillion advertiser bids on a monthly basis, utilizing the 
company’s best-in-class analytics capabilities. The Q2 2020 
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.
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