MAKING MOBILE
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INDUSTRY LANDSCAPE
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WORKSHOP STRUCTURE

 Provocative Statements

e Take a Position

Discussion

Resolution



Kye%r

of mobile.




Mobile advertising is
hurt by the lack of a
reliable way to
uniquely identify
mobile consumers.
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IMeasurement
and attribution
is much more
rel‘i‘&Ble on
Desktkp than
\Y obllk
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Probabilistic device
graphs are good
enough to measure
and manage
advertising across
channels.
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The industry should
self-regulate
propagation of opt-
out preferences
across channels.
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Cross
device
targeting
is a pipe
dream.
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The programmatic
ecosystem needs an
alternative Mobile
identifier to IDFA and
Google ADID.




1 \ - )
J . 4
P
o @Y g
CLOSING REMARKS AND &S () h ¢
GIFT CARD DRAWING 2=
AL | -
S B " -
’
\ A ' a
v N S ’ \
N {"1&,.:. - / 7N = . |
7; F A ). ‘ . : =

Copyright © 201SNeustar, Inc.All Rights Rgserved| e B < Y N oy /T N S neustan 16



