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"It [advertisers]want
mobile to deliver the
same value as the
desktop does, they need
to make investments

in providing customer
experiences that are
contextually relevant for
a mobile device”

- John Cosley, Microsoft’
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About This Report /
Methodology

RhythmOne’s first half of 2015 (1H 2015) Mobile Advertising Benchmarks
Report offers both top-level and in-depth analyses of the mobile advertising
programs we ran during the six-month period of January-June 2015, This
report provides key insights into the performance of various mobile ad
formats and video ad lengths: specifically, engagement rates, interaction
rates, and video completion rates. Additionally, the report details mobile
campaign best practices that may help maximize consumer engagement
and video views.,

In TH 2015, RhythmOne’s US-based mobile programs spanned 20 advertiser
categories and encompassed five ad units: Interactive In-Stream Video,
In-Stream Video, Interstitial Video, Mobile Full Page, and Mobile Rich Media.

RhythmOne Mobile Marketing

We connect brands with consumers through engaging mobile video and rich media ad units across
smartphones and tablets. RhythmOne is the only provider of premium mobile in-stream video at scale,
across connected devices.

Mobile video advertising extends your brand’s message and drives engagement with your target audience.
April 2015 data from eMarketer found that in the US between 2011 and 2015:

« Time spent with non-voice mobile media has increased by a compound annual growth rate (CAGR) of
37.2% (vs. -1.8% for desktops and laptops);

« The rate of consumers who watch digital video on mobile devices has increased at a CAGR of 91.8%.2

Mobile is arguably the most effective place for brands to reach consumers on the go — which is why we're
keeping you informed with the Iatest data in our TH 2015 Mobile Benchmarks Report.
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Highlights & Key Findings

The top performing advertiser categories in TH 2015:

> Video Completion Rate (VCR] - Travel (93.69%), Entertainment — DVD Release (93.48%), Employment (91.1%),
Financial Services (90.35%), Retail (89.98%).

> Engagement Rate - Books and Magazines (10.02%), Entertainment — Feature Flim Release (8.43%), Retail
(8.0%), Entertainment = TV Tune In (7.76%), Automotive (7.66%).

Mobile Full Page units are ideal for driving engagement on tablets, and Mobile Rich Media units are ideal
for driving completion on smartphones.

Optimal video duration:
> Fifteen seconds in length for driving video completion.

> Thirty seconds in length for driving video engagement.
Consumer drop-off is highest during the first quartile of mobile video ads.

Rich media, including RhythmOne’s Branded Overlays and End Cards, are extremely effective
engagement drivers.
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2015 Mobile Program
Overview

Interactive In-Stream Video

RhythmOne's Interactive In-Stream Video ad unit appears within
premium video content and includes a suite of customizable
interactivity options to drive engagement. The ad format appears either
directly before a video clip or as a commercial break within long-form
video. The quality of Interactive In-Stream Video can be dynamically
enhanced (up to HD) based on network conditions.

In TH 2015, on average, our Interactive In-Stream Video ad unit delivered
an 88.22% video completion rate (VCR). More specifically, the average
VCR was 87.95% across smartphones and 88.34% across tablet devices.
In terms of engagement, the average click-through rate (CTR) for
Interactive In-Stream Video was 0.64%. Furthermore, the average CTR
was 0.75% across smartphones and 0.55% across tablets.

In-Stream Video

In-Stream Video ads appear within premium video content and deliver a
pure video experience. Like Interactive In-Stream Video, the ad format's
video quality can be dynamically enhanced based on network
conditions. The unit also appears either directly before a video clip or

as a commercial break within long-form video.

On average, our In-Stream Video ads provided an 87.58% VCR in TH 2015
(87.57% VCR for smartphones,; 88.53% VCR for tablets).
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2015 MOBILE PROGRAM OVERVIEW
Interstitial Video

Interstitial Video ads are delivered on transitional screens within —
applications. These units are featured at app launch or during screen Interstitial Video (includes skippable)
changes. Our Interstitial Video ad format is available in both forced
view and skippable executions; the preferred execution depends on \
whether the advertiser’s KPl is video completion (forced view] or ad
engagement (skippable). 1 6.60/0

VCR

On average, our Interstitial Video delivered a 16.6% VCR in TH 2015
(14.05% VCR for smartphones; 36.57% VCR for tablet devices). In terms
of engagement, the average CTR for Interstitial Video was 1.71% —
including 1.73% across smartphones and 0.92% across tablets.

Mobile Full Page

Mobile Full Page ads refer to static mobile display ads that take over
the entire screen. Our Mobile Full Page ad format appears at app

Mobile Full Page

launch, game level change, and in photo galleries. The entire screen ‘
can serve as a hot spot, providing a large canvas with which users

can interact. We offer a variety of tap-to-interact options to drive 0
engagement, including tap-to-video, tap-to-learn more, social media 9- /0
extensions, and more. CTR

On average, our Mobile Full Page ads saw a 9.3% CTR in TH 2015
(7.88% for smartphones; 15.39% for tablets).

Mobile Rich Media

Mobile Rich Media refers to ad units
that can include full animation, Mobile Rich Media With Video Mobile Rich Media

custom buttons, multiple videos, \
photo galleries, social sharing,

HTMLS overlays, GPS location

scout, expansion capabilities, and 90.950/0 1 1 .01 0/0
device activation. These ads can VCR Interaction
house up to three interactive Rate
call-to-actions, including; visit

website, add to calendar, tap-to-like

on Facebook and/or Twitter,

tap-to-video, tap-to-play, and more.

On average, our Mobile Rich Media units that contained video saw a VCR of 90.95% in 1H 2015 (89.85% for
smartphones; 93.39% for tablets). In terms of engagement, the average interaction rate for Mobile Rich
Media was 11.01% — including 11.56% across smartphones and 4.84% across tablets.
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Results

Video Completion Rate

On average, our Mobile Video programs delivered an 87.94% Video Completion Rate (VCR) for in 1H 2015. The
VCR represents a combination of our results for Interactive In-Stream Video and In-Stream Video ad units.

Tablets and smartphones performed similarly; the average VCR for tablets was 87.98% vs. 87.78% for
smartphones. Across advertiser categories, the average VCR breaks down as follows:

« Automotive: 87.80%

« CPG - Excluding Food: 85.68%

« CPG - Foo0d: 87.58%

« Education: 87.86%

« Employment: 9110%

« Entertainment - General: 85.34%

« Entertainment - DVD Release: 93.48%

« Financial Services: 90.35%

« Hispanic: 83.57%

« Professional Services: 75.59%
« Restaurants/QSR: 88.29%

« Retail: 89.98%

« Technology: 86.44%

« Telecom: 85.48%

« Entertainment — Feature Film Release: 85.48% « Travel: 93.69%

« Entertainment - TV Tune-In: 88.10%

In-Stream Video Completion Rates By Advertiser Category
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RESULTS

Click-Through Rate

On average, RhythmOne Mobile programs saw a 2.65% click-through rate (CTR) for in 1H 2015. CTR
represents a combination of our Interactive In-Stream Video, Interstitial Video, Mobile Full Page, and
Mobile Rich Media ad units.

We measured higher CTRs across tablets vs. smartphones; average CTR across smartphones was 2.52%,
whereas it was 3.04% across tablets. Across advertiser categories, the average CTR breaks down as follows:

« Automotive: 3.85% « Entertainment - TV Tune-In: 3.88%
« Books and Magazines: 5.01% « Financial Services: 2.40%

« CPG - Excluding Food: 2.53% « Hispanic: 0.70%

« CPG-Foo0d: 0.84% « Not for Profit: 2.77%

« Education: 3.76% « Professional Services: 2.93%

« Employment: 0.67% « Restaurants/QSR:3.57%

« Energy: 0.36% « Retail: 4.01%

« Entertainment — General:1.28% « Technology: 2.44%

« Entertainment - DVD Release: 1.27% « Telecom: 0.65%

« Entertainment - Feature Film Release: 4.21% « Travel: 2.02%

Click-Through Rates By Advertiser Category

- BN = g 2.65% \

i Average CTR
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Mobile Best Practices

When executing mobile advertising campaigns, it is important to keep optimal
consumer experience top of mind. Qur best practices are intended to help you
make the most out of your mobile video campaigns.

Video Duration

Shorter mobile video ads typically see higher completion and engagement rates. We suggest running :15
second or :30 second videos. In general, /15 seconds or less is optimal for driving video completion (ideal for
campaigns with branding goals) and :30 seconds is optimal for driving engagement (ideal for action-based
and/or conversion goals).

In 1H 2015, our :15 second mobile video ads garnered an average VCR of 88.41% and our :30 second videos

garnered an average VCR of 85.77%. In terms of engagement, :30 second videos garnered an average CTR
of .69% and 15 second videos garnered an average CTR of 0.53%.
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First Quartile Messaging

When it comes to video ads, the most significant loss of viewers occurs during the first quartile of the
video. We recommend kicking off your video “strong” (i.e., engaging content/message, offer, etc) to
capture and retain user attention. Regardless of the brand or creative concepts at hand, ads that quickly
get to the point — and take a cue from inherently short Vine and Instagram videos — will likely prove to be
more effective than ads that take longer to tell their story and/or promote their offer.

In TH 2015, we found that average user drop off breaks down as follows:

Ad Unit Duration First Quartile Second Quartile Third Quartile Fourth Quartile
Drop-Off Drop-Off Drop-Off Drop-Off

Interactive In-Stream

Interactive In-Stream

In-Stream

In-Stream

Note: drop-off is calculated from the retention percentage of the previous quartile.

Overlays and End Cards

We also recommend adding Branded Overlays and
End Cards to your mobile video ad creative as a
supplemental visual content element that can boost
consumer engagement. Custom Overlays and

End Cards have proven to increase engagement

by up to 620%.

HUSKY*

Branded Overlays, allow consumers to remain within
the video experience without clicking out to another
destination. This allows the advertiser to feature additional messaging within, around, or over the video. In
TH 2015, the average Interactive In-Stream Video garnered a 1.28% engagement rate. However, when a
Branded Overlay was added to the video unit, the engagement rate increased to 1.93% with a Standard
(simple text) Overlay, and 2.42% with a Custom (animated text) Overlay.

End card

End Cards allow a brand to feature additional messaging for up-to five seconds at the end of their video
experience. This feature is an ideal vehicle to extend the brand’s message to the consumer without having
them click out to another destination.

In 1H 2015, the average Interactive In-Stream Video garnered a 1.28% engagement rate. When an End Card

was added to the Interactive In-Stream Video, the engagement rate increased to 2.17% with a Standard
End Card, and 5.11% with a Custom End Card.
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Conclusions

As consumers make mobile devices their preferred means for accessing and consuming digital content
and video, marketers are given yet another engaging platform to connect with their target audiences -
and to do so within premium content environments. Furthermore, the effectiveness of mobile platforms as a
vehicle for brands to engage with consumers is enhanced by a variety of ad formats that are ideal solutions
for delivering their message and getting the audiences’ attention.

As shown in this report, when placed in premium
content environments mobile video and rich media
garner outstanding video completion and
engagement rates. This report reinforces one

of the fundamental principles of advertising:

when an ad is placed in the right context, on the
right device, and shown at the right time -
consumers will watch and engage.

The benefits of aligning
brand messages
alongside quality content
are real.compared to
non-premium content
environments, premium
editorial environments
oenerate a /2% liftin
ad recall’?
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Category Specific
Benchmarks

Automotive

Automotive campaigns accounted for 7.49% of the total number of I —
mobile advertising campaigns RhythmOne ran in TH 2015, and for 3.01% Video Comple1tLozr;1|:ate By Device
of the total mobile advertising spend.

88.64%

On average, Automotive advertisers saw a VCR of 87.8% for Interactive 86.78%
In-Stream Video and In-Stream Video ad units. Device breakdown is
shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, and Mobile
Full Page ad units, Automotive advertisers saw an average CTR of 3.85%. Smartphone Tablet

Books & Magazines

Books & Magazines accounted for 1.60% of the total number of mobile advertising campaigns RhythmOne
ran in 1H 2015, and for 0.19% of the total mobile advertising spend. Advertisers in this category did not run
video ads.

Across our Mobile Full Page ad unit, advertisers in the Books & Magazines category saw an average CTR of 9.3%.

CPG - Excluding Food

CPG Excluding Food campaigns accounted for 6.42% of the total
number of mobile advertising campaigns RhythmOne ran in TH 2015,
and for 12.48% of the total mobile advertising spend.

Video Completion Rate By Device
1H 2015

On average, CPG Excluding Food advertisers saw a VCR of 85.68% for 86.60%
Interactive In-Stream Video and In-Stream Video ad units. Device 84.97%
breakdown is shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, Mobile Full
Page, and Mobile Rich Media ad units, CPG Excluding Food advertisers Shiasphone IELLCE
saw an average CTR of 2.53%.
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CPG - Food

CPG Food campaigns accounted for 13.90% of the total number of
mobile advertising campaigns RhythmOne ran in 1H 2015, and for 21.54%
of the total mobile advertising spend.

On average, CPG Food advertisers saw a VCR of 87.58% for Interactive
In-Stream Video and In-Stream Video ad units. Device breakdown is
shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, and Mobile
Full Page ad units, CPG Food advertisers saw an average CTR of 0.84%.

Education

Education campaigns accounted for 2.67% of the total number of
mobile advertising campaigns RhythmOne ran in TH 2015, and for 0.96%
of the total mobile advertising spend.

On average, Education advertisers saw a VCR of 87.86% for Interactive
In-Stream Video and In-Stream Video ad units. Device breakdown is
shown to the right.

Across our Interactive In-Stream Video and Mobile Full Page ad units,
Education advertisers saw an average CTR of 3.76%.

Employment

Employment campaigns accounted for 1.07% of the total number of
mobile advertising campaigns RhythmOne ran in TH 2015, and for 117%
of the total mobile advertising spend.

On average, Employment advertisers saw a VCR of 91.1% for the In-
Stream Video ad unit. Device breakdown is shown to the right.

Across our Interstitial Video ad unit, Employment advertisers saw an
average CTR of 0.67%.
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1H 2015
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Tablet
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Tablet
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Entertainment — General

Entertainment General campaigns accounted for 2.14% of the total
number of mobile advertising campaigns RhythmOne ran in 1H 2015,
and for 1.07% of the total mobile advertising spend.

On average, Entertainment General advertisers saw a VCR of 85.34% for
Interactive In-Stream Video and In-Stream Video ad units. Device
breakdown is shown to the right.

Across our Interactive In-Stream Video and Interstitial Video ad units,
Entertainment General advertisers saw an average CTR of 1.28%.

Entertainment — DVD Release

Entertainment DVD Release campaigns accounted for 1.07% of the total
number of mobile advertising campaigns RhythmOne ran in TH 2015,
and for 0.81% of the total mobile advertising spend.

On average, Entertainment DVD Release advertisers saw a VCR of
93.48% for Interactive In-Stream Video and In-Stream Video ad units.
Device breakdown is shown to the right.

Across our Interactive In-Stream Video, Mobile Full Page, and Mobile
Rich Media ad units, Entertainment DVD Release advertisers saw an
average CTR of 1.27%.

Entertainment — Feature Film Release

Entertainment Feature Film Release campaigns accounted for 1.60% of
the total number of mobile advertising campaigns RhythmOne ran in 1H
2015, and for 1.74% of the total mobile advertising spend.

On average, Entertainment Feature Film Release advertisers saw a VCR
of 85.48% for Interactive In-Stream Video and In-Stream Video ad units.
Device breakdown is shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, and Mobile
Full Page ad units, Entertainment Feature Film Release advertisers saw
an average CTR of 4.21%.

Video Completion Rate By Device
1H 2015

88.49%

80.80%

Smartphone Tablet

Video Completion Rate By Device
1H 2015

94.66%

Smartphone Tablet

Video Completion Rate By Device
1H 2015

85.26% 84.97%

Tablet

Smartphone
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Entertainment — TV Tune-In

Entertainment TV Tune-In campaigns accounted for 11.76% of the total
number of mobile advertising campaigns RhythmOne ran in 1H 2015,
and for 10.60% of the total mobile advertising spend.

On average, Entertainment TV Tune-In advertisers saw a VCR of 88.1%
for Interactive In-Stream Video and In-Stream Video ad units. Device
breakdown is shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, Mobile Full
Page, and Mobile Rich Media ad units, Entertainment TV Tune-In
advertisers saw an average CTR of 3.88%.

Financial Services

Financial Services campaigns accounted for 7.49% of the total number
of mobile advertising campaigns RhythmOne ran in TH 2015, and for
9.71% of the total mobile advertising spend.

On average, Financial Services advertisers saw a VCR of 90.35% for
Interactive In-Stream Video and In-Stream Video ad units. Device
breakdown is shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, Mobile Full
Page, and Mobile Rich Media ad units, Financial Services advertisers
saw an average CTR of 2.4%.

Hispanic

Hispanic audience-targeted campaigns accounted for 5.35% of the total
number of mobile advertising campaigns RhythmOne ran in 1H 2015,
and for 3.06% of the total mobile advertising spend.

On average, advertisers targeting Hispanic audiences saw a VCR of
83.57% for the In-Stream Video ad unit. Device breakdown is shown
to the right.

Across our Interactive In-Stream Video, Interstitial Video, Mobile Full

Page, and Mobile Rich Media ad units, advertisers targeting Hispanic
audiences saw an average CTR of 0.7%.
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Not for Profit

Not for Profit accounted for 1.60% of the total number of mobile advertising campaigns RhythmOne ranin
TH 2015. These campaigns ran pro bono. Advertisers in this category did not run In-Stream video ads.

Across our Interstitial Video and Mobile Full Page ad units, advertisers in the Not for Profit category saw

an average CTR of 2.77%.

Professional Services

Professional Services campaigns accounted for 1.07% of the total
number of mobile advertising campaigns RhythmOne ran in 1H 2015,
and for 0.41% of the total mobile advertising spend.

On average, Professional Services advertisers saw a VCR of 75.59% for
Interactive In-Stream Video and In-Stream Video ad units. Device
breakdown is shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, Mobile Full
Page, and Mobile Rich Media ad units, Professional Services advertisers
saw an average CTR of 2.93%.

Restaurants/QSR

Restaurants/QSR (quick serve restaurants) campaigns accounted for
11.76% of the total number of mobile advertising campaigns RhythmOne
ranin 1H 2015, and for 4.27% of the total mobile advertising spend.

On average, Restaurant/QSR advertisers saw a VCR of 88.29% for
Interactive In-Stream Video and In-Stream Video ad units. Device
breakdown is shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, and Mobile Rich
Media ad units, Restaurants/QSR advertisers saw an average CTR of 3.57%.

Video Completion Rate By Device
1H 2015

79.26%

69.37%

Smartphone Tablet

Video Completion Rate By Device
1H 2015

88.99%

87.62%

Tablet

Smartphone
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Retail

Retail campaigns accounted for 3.74% of the total number of mobile
advertising campaigns RhythmQOne ran in 1H 2015, and for 3.73% of the
total mobile advertising spend.

On average, Retail advertisers saw a VCR of 89.98% for Interactive In-Stream
Video and In-Stream Video ad units. Device breakdown is shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, Mobile Full Page, and
Maobile Rich Media ad units, Retail advertisers saw an average CTR of 4.01%.

Technology

Technology campaigns accounted for 4.81% of the total number of
mobile advertising campaigns RhythmOne ran in 1H 2015, and for 3.90%
of the total mobile advertising spend. Advertisers in this category did
not run In-Stream video ads.

On average, Technology advertisers saw a VCR of 86.44% for Interactive
In-Stream Video and In-Stream Video ad units. Device breakdown is

shown to the right.

Across our Interstitial Video, Mobile Full Page and Mobile Rich Media ad
units, advertisers in the Technology category saw an average CTR of 2.44%.
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Telecom

Telecom campaigns accounted for 8.56% of the total number of mobile
advertising campaigns RhythmOne ran in 1H 2015, and for 14.59% of the
total mobile advertising spend.

On average, Telecom advertisers saw a VCR of 85.48% for Interactive
In-Stream Video and In-Stream Video ad units. Device breakdown is
shown to the right.

Across our Interactive In-Stream Video and Interstitial Video ad units,
Telecom advertisers saw an average CTR of 0.65%

Travel

Travel campaigns accounted for 5.88% of the total number of mobile
advertising campaigns RhythmOne ran in TH 2015, and for 6.77% of the
total mobile advertising spend.

On average, Travel advertisers saw a VCR of 93.69% for Interactive
In-Stream Video and In-Stream Video ad units. Device breakdown is
shown to the right.

Across our Interactive In-Stream Video, Interstitial Video, Mobile Full
Page, and Mobile Rich Media ad units, Travel advertisers saw an average
CTR of 2.02%.

Video Completion Rate By Device
1H 2015

86.54%

83.93%

Smartphone Tablet

Video Completion Rate By Device
1H 2015

94.13%
93.33%

Tablet

Smartphone
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About RhythmOne

RhythmOne links brands with audiences at scale across connected devices.
Qur multi-channel reach and comprehensive suite of desktop and mobile

ad formats let us target quality audiences wherever and whenever they
engage with media. Through our cross-screen advertising capability, brands
can optimize spend and execute integrated campaigns with complete
transparency into attribution and performance.

Visit www.RhythmOne.com for more information.




