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Foreword
Dear Reader,
We have all been talking about the digital disruption
and how the entire mobility landscape is evolving.
With mobile turning out as the key tool for marketing
- reaching out to the end USER, the responsibility of
all those involved in marketing around the world will
not only increase multi-fold but the entire dynamics of
marketing itself - is and will be challenged.

The report also attempts to bring forth, other
important aspects aligned with the Mobile AdTech
sector, such as User Experience, and why it matters?
Balancing digital advertising with a delightful user
experience, remains a conundrum for advertisers and
publishers, both and this is where AI and Big Data
driven technology companies like MoMAGIC can
play a key role in ROI driven Mobile Marketing for
Brands. Our unique 360-degree user-insight, driven

We, truly believe that this will be the defining year as

technology can help understand and predict user

far as Advertising Technology (AdTech) is concerned.

behavior, thereby enhancing user acquisition and

And mobile, as a digital marketing platform, will rise

experience for Brands.

from its challenges and deliver on the expectations of:
targeted customer reach, engagement and re marketing
with the two key tools, that of - Relevant Content and
User Experience.
MoMAGIC’s research report on, Disrupting Mobile

Ad Tech in India - Delivering User Experience based
on sample survey of 70 Digital marketing heads
of brands including Digital Planners from Media

The findings, give indications on how the Mobile
AdTech market will be looked at by marketers and
possible concerns and trends.
I thank all the industry professionals and veterans who
took time from their busy schedule to respond to our
survey requests. Hope the report insights are useful
and relevant!

agencies has brought forward very grounding and

I look forward to this year with much optimism and

interesting insights on how currently the Mobile

take this opportunity to wish you, successful 2019!

AdTech ecosystem is being viewed by the Marketers
and their take for 2019!
The report based on secondary; as well the primary
research, indicates a healthy trend on the growth of
mobile as a medium for marketing and advertising
- the preferred digital marketing channel in the near
future in India. In our proprietary survey, over 84%
of our respondents have revealed that the ad spends
on mobile have increased exponentially in the last
two years and is slated to grow even further, as we
move into 2020. While many organizations in India
have adopted this new platform for ‘marketing’,
there is still a lot of room for growth and innovation
(with technology playing a key role), considering the
percentage of ad spends on mobile versus all other
digital channels is still far less than 50%.

Sincerely,
Arun Gupta
CEO
MoMAGIC Technologies

Mobile ads - the story until now:
An introduction

However, the spend on mobile ads, especially in countries
like India is still low as compared to other digital media.
Advertisers know that the our increasingly digitized lifestyles
have led to shorter attention spans and the mobile adtech
industry needs to continuously evolve and find innovative
ways to keep the users engaged.

Mobile, as a digital platform has always held immense
potential, but never more than this day and age - also
characterized as the 4th industrial revolution. With it’s all
pervasive presence, tremendous penetration and reach, it
is only now that organizations have started waking up to
this platform and the advertising impact this brings along.
According to Cisco, more people will have mobile phones
(5.4 billion) than electricity (5.3 billion), running water
(3.5 billion) and cars (2.8 billion) by 2020.
Today, a phone and everything that it brings along – internet
access, knowledge, entertainment etc. has become an
essential part of life for billions of people. Some experts
even suggest that more people in the world today own a
cellphone than a toothbrush. Combine this statistic with the
fact that consumers are spending more time on their mobiles
than any other digital medium, it becomes easy to see why
mobile advertising is gaining prominence like never before.

The age old mantra of marketing - right time, right message,
right consumer does not hold true today. A 2015 Microsoft
report says that today, an average consumer’s attention span is
even lower than that of goldfish. No wonder the advertisers and
content owners are struggling to create ‘byte sized content’ and
assets with one fundamental factor in mind – User Experience.
Driving a message across with traditional advertising media is
not enough for today’s consumer – a brand needs to build an
emotional connect to create a lasting impact and drive loyalty.
A research from ComScore shows interesting insights in
US - mobile ad spend dominates the % of total digital ad
spend (see table below).

Mobile Ad Spending- Billions $

2015
28.7

2016
40.5

2017
49.8

2018
57.7

2019
65.8

Percentage Change

2015
50%

2016
41%

2017
23%

2018
16%

2019
14%

Percentage of digital ad spending

2015
49%

2016
60.4%

2017
66.6%

2018
69.7%

2019
72.2%

However, the pattern in India is different. In a recently
concluded MoMAGIC survey, an overwhelming 84% of
the respondents reveal that the ad spends on mobile have
increased exponentially in the past 2 years (Figure 1).

These figures are significantly lower than the developed
markets like US where the bulk of digital ad spending is
being attributed to mobile. Given the enormous possibilities
of this channel, the ad spend in India continues to be low.

However, for more than 60% respondents, mobile spend as a
percentage of their total digital ad spend is still less than 50%
and this outlook continues to be in the same range till 2020
(Figure 2).

How has the mobile spend changed
in the last 2 years

84.6%

10.3%
5.1%
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Increase
Decrease
Almost the same as previous two years

Figure 1

41%

35%
23%

Mobile ad spend vs overall digital ad spend
<25%
25-50%
>50%

Figure 2

Why User Experience (UX) matters and factors
that cause good/poor UX
Digital ads and user experience have been at loggerheads forever.
Balancing advertising ROI while ensuring a superior user experience
which builds brand loyalty has been a conundrum that advertisers
and publishers have grappled with forever. With user experience
becoming the fulcrum around which the entire ecosystem of mobile
ads is revolving, programmatic adtech ecosystem is evolving rapidly to
deliver on its promise of ads that positively enhance the UX!
Why mobile user experience (UX) design matters?
• It helps to know your audience better
• It creates engaging and relevant content
• Builds lasting loyalty

If content is not properly optimized,
79 percent of users will leave the
respective page and search for
another site to complete the task
A whopping 96 percent of smartphone
users have encountered websites that
weren’t designed for their mobile devices
48 percent of users say they become
frustrated and annoyed when sites are
poorly optimized for mobile devices,

As the mobile ad ecosystem gains acceptance and increasingly
becomes prominent, it is inevitable and imminent that the
conversations evolve from ad performance to user experience.
Indian advertisers and users have started realizing the benefits that
the mobile ad platforms bring to the interesting mix of digital spends.
In our user survey, an overwhelming 53% respondents believe that
mobile ads are more effective in reaching the right target audience.
A majority of the respondents (~36%) also believe that given the
interactive nature of the mobile ads (which enhance the entire user
experience) drive a higher level of engagement (Figure 3).

while 52 percent say a bad mobile
experience makes them less likely to
engage with the company in the future

95 percent of customers agree with
this statement: “Good user experience
just makes sense.”

*Source- Experience Dynamics

53.8%
Figure 3

35.9%

Mobile ads vis-a-vis other digital channels
5.15% 5.15%

 Better engagement (more interactive with your users/consumers)
Ad revenue/R0I (Higher marketing R0I)
Measurable for your investment
 Right channel to reach your target users/consumer
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A fundamental question that we have to address is that why
don’t people like ads. The fact of the matter is that most
ads today, in their current shape and form, do ruin the user
experience (UX). Videos that play automatically, pop-ups
which are intrusive, the oversized and sometimes irrelevant
banners do reflect on the marketing approach. These are
some of the ‘avoidable factors’ that has led consumers to do
everything possible to avoid digital ads on their screens.
One does tend to emphasize with the publisher’s point of
view – they need to focus on revenues while keeping an
eye on UX as well. But it is the advertisers who need to
bring this paradigm shift’ in the way the consumers are
clustered, segmented and targeted. With sophisticated
technologies, it is possible to leverage ads as a medium to
positively impact the audiences’ experience, delight them
and win their loyalty forever.
So, what’s stopping the advertisers to achieve this – the
primary challenge of UX design is the diversity of users that
the ads are showcased to. Different clusters of consumers
will be driven by different platforms, goals & behaviors
making the task of UX practitioners even more difficult. .
In a utopian state, it would be much easier if there was
something all users had in common with a delta range
which can easily be addressed. The good news: there
is! The bad news is that this common thread that binds all
consumers is an intense dislike of advertising, something that
no brand can do without.
It is not a coincidence therefore that, UX practitioners are
constantly at odds with digital ads because most ads
today do tend to distract the users, be it annoying pop-ups,
oversized banners or auto playing videos – all designed to
disrupt the user experience.

The current pain points

Balancing Mobile ads and
User Experience - a perpetual conundrum
Brands do need to advertise – love them or hate them
but you just can’t do away with ads. Digital advertising
is becoming the most critical component of the revenue
plan for all brands and publishers alike and like it or not,
the mobile users will continue to face an onslaught of ads
now and forever. So what is the user expected to do?
Fortunately, unlike in the past, advertising has ceased to be
a one-way communication. Take for instance television or
radio ads, where audience had little option but to consume
the content directed at them. However, with digital
platforms coming to the fore, consumers do have an option
to install browser plugins to block ads or simply skip the
irrelevant content, for e.g. in YouTube.
According to our survey, effective user targeting and not
knowing the pulse of users are the two biggest challenges
publishers and advertisers are facing these days (Figure 4).
The inability to drive these two biggest factors which
determine both the ROI as well as the user experience is
one of the key reasons that adoption of mobile platforms has
been relatively slow as compared to other digital mediums…

Targeting
User Experience
Messaging
Fraudulent

30.8%
23.1%

This is where the advertising ecosystem needs to change
and the UX designers and advertisers need to partner to
ensure that both stakeholders work in tandem with only one
objective in mind – the consumer experience. A common
ground and a fine balance will ensure that brans can win a
user’s respect and business.

 Not exactly knowing what your
consumers’ behaviour is and what
drives their purchase decision
Any other

20.5%
15.4%
5.1% 5.1%
Figure 4
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...but mobile adtech is evolving, with geospatial tech and a
plethora of apps that track your location on the go and track
your behavior, mobile ads is entering into an era of complexity.
Some changes, for the better, as we see
•	Programmatic ad spend backed by data: A cultural shift that
programmatic buying has brought in is that the audience
segmentation and targeting has become insight driven and
hence, more meaningful to the audience. As this evolves
even further, the user experience will continue to become
better with well placed, relevant ads.
• AdTech and mobile platforms which offer impactful and
non-intrusive content which are scalable and available via
programmatic channels.
• Transparency: With the wave of ad tech, the entire spectrum
of advertisers, publishers and audiences are benefitting by
greater transparency through:
- Private marketplaces
-	Demand for change in metrics to an increased visibility
on viewability than the traditional measurement methods
bringing in more control and transparency on the budget
utilization and ROI.
It is therefore, happening sooner than later, that the entire
ecosystem from brands, publishers and advertisers are focusing
on UX. In fact, both Google and Facebook, the online advertising
behemoths, also validate the criticality of UX. Today, website
algorithms of Google, Facebook, LinkedIn etc have a factor of
User Experience in their algorithms. Google even mentions this in
its search ranking algorithm – sites with ads that employ better UX
rank higher than those without. And this is not surprising, because
all the variables in this equation are striving to answer the same
underlying question – who is this ad for and will they value this?
Marketers and content creators must also go beyond the realm
of traditional approaches to factor in things like empathy and
user behavior while curating the content as well as in the
overall marketing campaigns.
A lot of forward looking organizations today, are bringing
science into the art by creating “empathy maps”, detailing
different user personas and their feelings, thoughts, and
reactions when interacting with their platforms or websites.

Important Campaign Metrics

What does he
THINK AND FEEL?
What really counts
Major pre-occupation
Worries & aspiration

What does he
HEAR?

What does he
SEE?

What friends say
What boss say
What influences say

Environment
Friends
What the market offer

What does he
SAY AND DO?
Attitude in public
Appearance
Behaviour towards other

PAIN

GAIN

Fears
Obstacles
Frustations

Wants/Needs
Measures of Success
Obstacles

An example of an empathy map
(https://www.uxpin.com/studio/blog/the-practical-guideto-empathy-maps-creating-a-10-minute-persona/)

User Experience impacting digital ad
revenue – Finding common ground
One of the core challenges facing the publishers today,
globally, is how to balance user experience and the digital
ad revenue or where does one even start?
As one might guess, the audience of a LinkedIn vs
Facebook would be different, their behavior would be
different despite the fact that both these are mainstream
social platforms. So while one experience might work for
70% of the audience, it might not work for the rest 30%.
To strike a balance between user experience and digital
ad revenue, one must understand that the relevant metrics
to measure. MoMAGIC research indicates that for Indian
stakeholders, the campaign metrics that matter continue to
be traditional e.g. conversation rate and CTR.

Navigation bounces
Engagement bounces
CTR (Click-through-rate)
Engaged page view per visit
Better impression with your brand
Conversation rate
Any other

38.5%
28.2%
15.4%
8%
4.8%

3%

2.1%

Figure 5
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For years now, mobile ad publishers have used CPM as a metric
to measure success. However, the industry is now realizing
that this might not be a correct metric as it does not measure
user experience. Hence, while CPM could be going up the
site revenue could go down. EPMV – Earnings Per Thousand
Visitors is a better metric for digital publishers when talking about
earnings for a user session as it automatically takes into account
metrics such as bounce rate and page views per visit.
This metric will measure how much money publishers are
making from ads over the course of 1000 user sessions. While
EPMV cannot evaluate how individual ads are performing, it
can help measure overall earnings and user experience. This
becomes even more impactful when publishers and advertisers
develop a thorough understanding of:
A:	Which segment of visitors yield the highest ROI for my ads
B:	How to target these segments more efficiently and
C:	Which content type resonates the most with these segments
Providing a personalized ad experience for every user is
the holy grail to maximize ROI while focusing on UX at
the same time. Unfortunately, this is not possible to do for
most platforms considering different audience segments
demonstrate different behavior.
The best way to address this is by creating similar
audience groups/. This grouping could be on the basis of
geography, demographics or other relevant parameters. It is
upto the publishers to develop this deep understanding of
the target audience groups, develop relevant personas and
optimize UX and revenue together.

Are Immersive, Interactive and VR ads the
future of mobile advertising?
With the evolution of AR/VR technology, more and more
publishers are creating virtual reality content. Virtual reality ads
can be designed for all known platforms such as Windows, iOS,
Android, XBox, PlayStation and more. Google recently released
animated GIFs as VR ad formats – a format which is both
immersive, experiential as well as entertaining for end users.
Virtual reality and augmented reality ads have a great
potential to deliver immersive brand stories to worldwide

audiences. According to the International Data Corporation,
virtual reality/augmented reality markets will become
independent US$162 billion industries by 2020.
In addition, advanced Location-Based Mobile Targeting can
help deliver targeted, relevant and personalized ads that
deliver the highest impact.
BIA/Kelsey estimates that in 2019, location-based marketing
on mobile will bring in $15.7 billion to the AdTech industry.
This is truly the next level of content targeting and delivery
as location based advertising allows targeting consumers
geographically by criteria as country, city, zip code, area,
and state or province. Today, almost all apps available
on iOS or Play Store have location tracking built in. This
constant communication between a user’s location and the
app publisher/ advertiser can enable marketers to send
relevant hyper-local content and offers to consumers.
A few new age ad formats that advertisers are experimenting
with are GIFs or playable ads. These immersive and interactive
ad formats are touted to be the future of mobile advertising.
These short 20-60 seconds ad formats allow users to experience
the messaging and also to engage with the brand. before
making a purchase. These ad formats, once they have piqued
the user interest, have a clear call-to-action with a clearly defined
user journey. Across the industry, these playable ads have
extremely high conversion rates and CPMs that also allows the
marketers to track engagement and demonstrate ad ROI.
Another ad format that the mobile advertisers are
experimenting with are full screen ads. These are extremely
immersive in nature and allow the users to flip through a
variety of assets such as text, images, videos etc. Immersive
ads load without any time lag and are created keeping UX
in mind, thus capturing audience’s attention (Figure 6).
Indian advertising stakeholders, too, have realized the
importance of UX and are experimenting with newer ad
formats and content types. An overwhelming majority of the
respondents we polled are open to, and are increasingly
adopting newer ad formats like content gamification, splash
ads, video and other immersive formats. A positive trend
with indicates that the entire ecosystem is becoming aware
of, and is keeping the user experience at the core while
designing their marketing campaigns.

Experimenting with different ad formats
35.9%
23.1%

20.5%
10.3% 10.2

Native ads
 Playable ads (e.g. - a light game for an
interactive ad)
Interstitial/Splash
Video
 Any other (Other immersive formats
which provide a great user experience)

Figure 6
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Best practices for advertisers & publishers
to improve ad related User Experience
A Publisher’s task is not easy. Ensuring that the user experience
is priority while measuring metrics such as visitor traffic, ad
revenues, search rankings and building visibility & brand
loyalty almost seems like a herculean task at first glance.
Some best practices to improve ad related user experience are:
1.	Inform your audience: With General Data Protection
Regulations (GDPR) taking shape, we are truly getting ‘fit
for the digital age’. Gone are the days of tracking your
consumers to the point of being ‘creepy’. This is a best
practice which if implemented correctly, will help gain
respect for brands. In addition, following some of the
below can also help build credibility:
•	
Let the users ‘opt in’. Take consent for the use of
cookies and tracking
•	
Advertorials, sponsorships and native ads should be
called out
•	
Let the users give feedback if they find your ads
irrelevant
•	
Empower your audience to customize ad preferences
to ensure content being served is relevant and
meaningful.

Example of a great immersive mobile ad
tech campaign
CASE – UBER enticing first time users –
How MoMAGIC Helped?
To promote the use of UBER app among new/first
time users Company was looking for a solid solution.
MoMAGIC was assigned the task to find that solution. A
data-driven model was thus created. As a result, within a
year, UBER obtained 250,000 plus installs that converted
into 85 percent signups. Almost 40 percent of these
decided to use the app, leading to a significant increase in
new user/first time users.
Tailor made Data Model consisting of several of targeting
criterias was created to help drive the expansion of UBER
in the country and make inroads into the new/first time
user base. The Model included parameters such as User
Insight Analysis, User Segmentation, Geographic Detection
including day time or week wise time spent analysis.
Reading the various outcomes of each parameter thus
fixed, the creatives used involved thought provoking and
inciting campaigns such as the following:

2.	Minimize the use of pop-ups: Pop-ups are a necessary evil
in mobile advertising. However, with newer ad formats
coming to the fore, the use of pop-ups should be minimum
and restricted to essentials like user data capture.
3.	Know your customer: Publishers and advertisers alike
must invest in technology that helps cluster and segment
the user groups and provide relevant insights at the
same time. Real insights on your audience behavior and
positioning your content accordingly can go a long way
in building long term trust.
4.	User Experience takes center stage: Conduct A/B
testing, study heat maps to assess the impact of different
ad formats and page placements on the overall ad
performance. The more non-intrusive mobile ads are, the
more impactful they tend to be, delivering a superior user
experience in turn.
5.	Display is passé: What started as the remedy for all
evils in digital advertising is increasingly leading to user
fatigue. Savvy marketers today are experimenting with
newer formats like content syndication, native advertising
and affiliate marketing to ensure that the engagement
with end consumers is diversified across formats.
6:	User Experience follows User Interface: Ads should never
distract from website usability. Period. A superior user
experience will be possible only if the user interface of
the website is easy to navigate. If that isn’t the case,
audience will not stay to consume your ads.
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HERE'S WHAT INDUSTRY
HAS TO SAY?
Imrana Khan

Deputy General Manager, Marketing, HCL Technologies
“Today, it’s important to balance digital advertising with a delightful experience
for users. A human-centric approach is the key in doing so, and a catalyst for new
trends such as vertical video ads, interactive ads, AR and VR based messages, to
name a few. These trends are expanding the adtech ecosystem. Having said that
this ecosystem is still quite scattered and needs a programmatic approach.”

Aniruddha Basu

Head of PR & Communication at L&T Technology Services
“Mobile advertisements are at an inflection point. While the market grows by
leaps and bounds, there is also user impatience with the conventional pop up ads.
Going forward advertisers will have to think out of the box and come up with new
frameworks which can enhance the user experience using immersive technologies
and interactive platforms. Data analytics and personalization will play a major role
in this transformation, as will customised content which will form the backbone of
personalised ads for mobile users.”

Sandeep Syan

AVP - Marketing at ANAROCK
“Mobile, now being the centre of digital ecosystem, has eventually turned India
into a mobile only from a mobile first market...with 400 million smartphone users,
fast speed internet, average date consumption of about 8GB/month per subscriber
and an average 4.5 hours spent by a user on mobile, has opened up great avenues for mobile advertising in India.”
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Future of User Experience and mobile
advertising: A summary
Mobile advertising has evolved significantly over the last
few years. If brands and advertisers want to attract and
retain consumers in this fragmented media ecosystem,
they need to look beyond expected tactical executions
and adopt a mobile strategy that considers specific ad
formats for specific objectives. The emotional involvement
that consumers have with their mobile devices is bar
none. We have learnt that when consumers engage with
an ad through touch, it increases spontaneous recall by
28 percent. Through rich media and high-impact mobile
campaigns, brands can inspire greater interaction with their
target audiences on an authentic, emotional level.
In a world where consumer attention spans average eight
seconds, brands need to create memorable experiences
through mobile.

So what’s the future of mobile advertising and UX - Give
UX the importance it deserves!
In the age of digital marketing, UX is not optional. Customers
have come to expect and prioritize things like convenience
and personalization. If you don’t satisfy their expectations,
they’ll simply move onto the next brand or business.
In order to give UX the attention it deserves, organizations
will have to invest time, money, and resources. However,
the upfront cost will almost certainly pale in comparison to
the benefits brands reap down the road.
This is one mantra that publishers and advertisers need
to keep in mind as they shift their thinking and start
prioritizing user experience. MoMAGIC offers platforms
including DMP - TrueInsight that brings in deep user
knowledge, and DSP,SSP - True Reach that brings in
targeted USER outreach. This is integrated as one
seamless AI and Big Data driven solution addressing the
challenges of a mobile marketing campaign.
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At the onset, we would like to express our
special thanks to our clients and partners who
have contributed not only to this research report
with their thoughts and guidance but helped us
succeed in this dynamic era with their continued
patronage and trust. MoMAGIC Technologies
would not be where it is without a fantastic
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is second to none. The insights shared in this
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time. I hope you found this report useful. Please
do write to us with your feedback and business
queries at marketing@momagic.com.

One of the critical aspects of this deeply
researched report is the primary research which
we carried out to understand the pulse of mobile
platform in this digital age and what are the
contributing factors to the User Experience. We
conducted a survey – a questionnaire based
research which includes the voice of end users,
publishers and advertisers, all of which are very
critical components of the entire ecosystem. A
questionnaire with a predefined series of questions
was used to collect the data through a sampling
technique which was then extrapolated across a
larger population. The considerations in designing
the questionnaire were well thought out to
encapsulate the current scenario, the trends and
what does future hold for the subject at hand. The
survey findings were then studied, analysed and
have been presented in the report along with our
point of view.
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About MoMAGIC
MoMAGIC Technologies Pvt. Ltd., founded in the year 2011 is a fast-paced, AI and Big data driven
Technology Company in AdTech, offering customized MCRM and innovative Mobile Marketing solutions.
With 126+ Million UNIQUE USERS, reaching every 3rd Mobile and Internet USER, MoMAGIC offers
comprehensive USER Acquisition channels.
With MediaTek and Foxconn as its strategic investment partners, MoMAGIC is investing and expanding as a
‘Big Data & AI-based, global company’. Setting up the APAC R&D and Business Operation Center in Taipei,
Taiwan in February 2017, is step in the said direction.
With dominance in South East Asia and having effective and strong employee base, inclusive of 70+ data
intelligence, AI & Marketing experts, MoMAGIC in the last 8 years has worked with most of the leading
brands, Agencies and OEMs across sectors and verticals.
MoMAGIC’s access to Data and Insights, driven via Data Intelligence, Data Modeling etc., is legally
compliant as per laws of the land, being operated in.
For more information, log on to www.momagic.com

www.momagic.com

www.momagic.com
www.twitter.com/MoMAGIC_T
www.linkedin.com/company/momagic-technologies-pvt-ltd
Touch base with MoMAGIC for Mobile Marketing Campaigns on: marketing@momagic.com
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