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Most Awarded Mobile Ad 
Tech Platform in APAC

Instant-Play ™ HD Video
Zero Buffer

90% + Completion Rate
Certified 100% MOAT 

viewable
Brand Safe  & Transparent 

WINNER
MARKETING TECHNOLOGY 

COMPANY OF THE YEAR
2016 & 2017 - APAC

46 AWARDS

Global unique consumers 
reached every month

1.5B
Of the Top Mobile 

Sites & Apps

25,000+
of the Ad Age Top 100 

Working with Us

90%
Working Directly with 

Publishers via SDK

1:1

Aurora™ HD Video
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The Average 
Asian spends 
10 hours and 

11 minutes 
every day on 

their 
smartphone

Source: Forrester; 2017

Mobile apps’ share of time spent is growing - second only to 
TV in time spent
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Mobile Desktop

2016 saw mobile video views exceed desktop
By Q4 2016 mobile video views accounted for 56% of all views

Source: Emarketer, IAB; 2017



More Advertisers Turned to Mobile Video
Brands flock to mobile video to increase brand awareness and reach more targeted audiences

44%

34%

26%

25%

22%

18%

14%

12%

11%

8%

Increase brand awareness

Reach more targeted audiences

Increase favouribility of the brand

Increase intent to purchase

Drive consumers to purchase digitally

Drive consumers to purchase in store

Extend the reach of digital campiagns on 
desktop

Increase the frequency of digital 
campaigns on desktop

Increase frequency of TV campaigns

Extend the reach of TV campaigns

Mobile Video 
Ad Spend 
grew 51% 

in 2016

Source: Emarketer, IAB; 2017



The Future of #Video2020 
What you need to know…

ü Not all video is created equal

ü Today’s prime time

ü Elevating video with creativity and tech

üAccountability to business outcomes

ü Video for performance 

üDon’t just repurpose, rethink

ü Innovate, innovate, innovate

The Future of Mobile 
Video - Engage. 
Immerse. Play!

ü Not all video is created equal

ü Premium platform

ü Accountability to business outcomes

ü Elevating video with creativity and tech

ü Innovate, innovate, innovate
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100% 
Viewable 

Brand Safe 
VideoZero Buffer

HD Quality
90% + Completion Rates
Certified 100% MOAT viewable
Brand Safe
Transparent



Not all video is created equal



7 Awards Won Globally at 



Instant-Play™ 
HD Vertical 

Video

98% Viewability

93% Video Completion

12% Engagement



Unprecedented, industry-leading ad quality scores
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Source:  Moat, Q2 2017

Moat Mobile In-App Benchmarks

Human & Viewable Rate

The percentage of impressions that were viewable and 
delivered to humans

46.3%

96.7%

In-View Time
The average time an ad was viewable in 

seconds

11.3s

20.3s

Completion Rate
The percentage of ads that played to completion

28.5%

93.5%

Completion Quality
The percentage of video completions that were 

audible and visible

44.9%

100%

AdColony Benchmarks



In 2017 a Premium Platform is about Media Quality

Format Quality 3rd Party Viewability Owned SDK Reach Consumer Opt-in
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2nd Largest SDK Footprint Globally

Source: MixRank, Q2 2017, U.S.

445
314

215 290
131 126

892

236
217 81

26

AdMob/Google AdColony MoPub/Twitter FAN/Facebook AOL/Millennial Apple

Google Play Store Top 1000
Apple App Store Top 1000

1337

550
432

371

157
126

A global 
100% SDK 
powered

footprint second 
only to Google



Consumers spend 70% of their time outside UGC / Social 
and Messaging environments

16

23%

16%

14%
14%

3%

12%

18%

Games

UGC / Social

Messaging

News & Sports

Other

Lifestyle

Entertainment

Source: Comscore, SensorTower; 2017

#18# 7 # 63

#81# 84 # 50

# 11 #17 # 37



A true opportunity for brands: Gaming is the primary form of 
mobile entertainment

17* Sources: 1. eMarketer, May 2017; 2. https://newzoo.com/insights/articles/male-and-female-gamers-how-their-similarities-and-differences-shape-the-games-market; 3. Entertainment Software Association, 2016; 4. Sensor Tower iTunes App Rankings, August 2017

52/48
m/f split2

27% 29%

18%
26%

Under 18 18 to 35 36 to 49 50+

51 Million
monthly uniques1

Gaming Age Breakdown3

Brand Safe

Full Screen Creative

Highly Viewable

Audience Attention Experience

of iTunes Top Grossing 
Apps are games

72/100

36/100
of iTunes Top Free 
Apps are games
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Natural weight falls into Games and Lifestyle categories 
across all demographics

Entertainment Lifestyle Messaging UGC / Social Games News & Sports Other

Gen Z 16% 16% 18% 20% 25% 3% 2%

Millenials 16% 18% 17% 21% 22% 5% 1%

Gen X 13% 17% 16% 19% 24% 8% 3%

Boomers 15% 20% 11% 16% 17% 18% 3%

Source: Comscore, Nielsen, SensorTower; 2017
10

Consumers prefer to choose when they see ads

68%

52%

51%

46%

45%

26%

20%

32%

48%

49%

54%

55%

74%

80%

Mobile App Reward

Social Click-to-Play

Skippable Pre-Roll

Skippable Mobile Pop-
Up

Banner Click-To-Play

Social Auto-Play

Pre-Roll

Consumer attitudes towards various video advertising formats

Positive Negative

Source: Milllward Brown AdReaction Video Creative in a Digital World, 2016 (featured in 2017 Mary Meeker Internet Trends Report)

Featured 
in Mary 

Meeker’s 
2017 

Trends 
Report



Glimpse into future of 
Video 2020
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Aurora™ HD Video

Next generation 
interactive video that 
captivates with eye-

catching, truly unique 
experiences.
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A powerful creative framework for brand storytelling
Finally an interactive video ad format that’s as powerful as your imagination.

Amazing, life-like graphics
Tap into advanced technology to power graphics 
usually only possible in games or movie special effects.

True in-video interactivity
Users touch, tap, swipe, tilt and shake to 
engage with the in-video experience.

Video ads you can feel
Shake and vibrate devices during key 
action moments or when a user interacts.
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Eye-catching creative. Jaw-Dropping results.
Initial beta campaigns metrics show massive engagement opportunity

Total Interaction Rate: Innovid 2017 Global Video Benchmarks for Custom Interactive Video compared to Aurora™
Unique Interaction Rate: Instant-Play Complex Dynamic End Card benchmark compared to Aurora™
Viewable Completion Rate: MOAT Q1 benchmark for Mobile In-App Video Audible and Visible on Complete Rate compared to Aurora™ based on AdColony’s MRC-certified viewability technology

177%
Total Interaction Rate

90%
Viewable Completion Rate

45%
Unique Interaction Rate 

Innovid Aurora™ MOAT Aurora™Instant-Play™
DEC

Aurora™

7x50x 3x





Video Type 6s / 15s / 30s 6s / 15s / 30s 6s / 15s / 30s 6s / 15s / 30s

Dynamic End Card

Zero Buffer

HD Quality

Viewability Rate 97% 97% 97% 97%

Completion Rate 93% 93% 93% 93%

Engagement Rate 4% 7% 12% 43%

Brand Safe

Transparent

Instant-Play™ HD 
Video

Instant-Play™ HD 
Video + DEC

Instant-Play™ HD 
Vertical Video

Aurora™ HD       
Video

Standard Standard+ Vertical Interactive

Data-driven outcomes from Standard to Interactive



Source: Nielsen, AdColony; 2016

Mobile Video delivers against brand objectives

78%

43%

27% 29%

16%

47%

17%
12%

6%
12%

39%

21%

11%
14%

8%

General Recall Brand Recall Message Recall Ad Favourability Retail Intent

AdColony Instant Play TV Other Online Video
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What you need to know…

ü Not all video is created equal

ü Today’s prime time

ü Elevating video with creativity and tech
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