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Research
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InMobi Pulse from India, Singapore,
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Respondents - Results targeted
recruited programmatically and weighted to be

via the InMobi mobile representative of each
advertising platform in country’s smartphone
July 2021 population

®
N
(.
O



INMOBI

Asia Pacific

INMOBI



INMOBI

The OTT Premium
Wave:

Consumer perception
and preference varies
across different
countries, but one
platform consistently
rules the roost, and
that's OTT!
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The OTT Premium
Wave:

When it comes to the
most valuable platform,
consumers across Asia
perceive OTT as the
most important one,
finding it the hardest to
give up when given a
choice.

Which platform do you think is complete value for money?

68%
56%
44%

50%
40% g
22% 27% . 23% 23%
% 16%
% % 2% 12% o o
1% n-/ - s . 10% s - 10%

Australia Indonesia Singapore India Philippines

mOTT Cable TV/ DTH Connection Long-form videos M Short-form videos

If you had to give up one platform from these options, which one would you

?
499, choose?
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If given a choice, which two platforms would you pay for?

® = = T >

Australia Indonesia Singapore India Philippines
o OTT OoTT oTT OoTT OoTT
The OTT Premium
que Long Form Video Long Form Video Long Form Video nglr?nra\c/:{ig;H Long Form Video

Consumers across Asid
perceive OTT to be the
most valuable video
platform and are willing .

to either pay or go for a @ A B /G_D\ )
completely ad-based -

mOdeI |f they get to Australia Indonesia Singapore India Philippines

watch their favorite
ShOWS oTT Long Form Videos Long Form Videos oTT Long Form Videos

Which two platforms would you continue to use if it were completely ad based?

Long Form Videos OoTT OoOTT Long Form Videos OoOTT
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How relevant do you find ads on OTT platforms?

49% 49%

46% 46%
42%
38%
30% 8% 2 . 30%
24% 23% e 24%
. I I I I I I I
Australia Indonesia Singapore India Philippines
The OTT Pre iu m Very Relevant m Somewhat Relevant m Not Relevantat all
Wave: . .
on which platforms are the ads most engaging/ Which two platform.s have the mostinfluence on
interesting? your product selection and purchase?

OTT is one of the most
influential video & P P =4 < & o - - c
platforms and

consumers across Asia

. Australia  Indonesia  Singapore India Philippines Australia Indonesia  Singapore  India Philippines
have come to have high
expectations from ong-form CobleTV/ o
. NI~ NI~ Long-form Long-form Long-form
advertisers who spend OTT  OTT  videos 207 chion Videos oTT videos  videos  OTT  videos
on this medium —
97forM  short-f hort-f
-, hort-form oTT Short-form OTT
Videos videos . Short-form Long-form
Long-form Videos Videos oTT Videos OoTT
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TV/DTH
Connection

Long-form Short-form Long-form Short-form
Videos Videos Video Videos
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Which platform has the most immersive and engaging content?

65%
53%

44% .
0% 33% 26%
4% ’ 2% L & 2%

All Female Males
mOTT Cable TV/ DTH Connection Long-form videos B Short-form videos

The OTT Premiu m Which platform do you watch the most?
Wave:

58%

a7 40%
39% %
33%
23%
14% 16%

Consumer Perception
6% 5% 7%
and preferences show ] [ ] ]

12%

OTT as the most popular Al s FOMalS : Mol
3 mOTT Cable TV/ DTH Connection Long-form videos B Short-form videos
medium of
entertainment in |
i Which platform do you most look forward to for new releases/updates?
Singapore o 63%
o 56%
26% 28% 23%
1% 12% § 9%
4% 4% 5%
] ] -
All Female Male
mOTT Cable TV/ DTH Connection Long-form videos B Short-form videos
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The OTT Premium
Wave:

Singaporean consumers
find OTT to be the most
value for money platform
hand’s down and find it
to be the hardest
medium to give up

Which platform do you think is complete value for money?

56%
50%

42%
33%
27%
23% .
17% 16% 19%

All Female Male

mOTT Cable TV/ DTH Connection Long-form videos H Short-form videos

If you had to give up one platform from these options, which one would you choose?

35% 35% 33% 35%

30% ;
25% 2% 969

All Female Male
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The OTT Premium
Wave:

OTT is a beloved choice
across genders in
Singapore as consumers
are happy to either pay
for it or use it when
completely ad-based, as
long as they can watch
their favorite shows

If given a choice, which
two platforms would you
pay for?

Which two platforms would
you continue to use if it
were completely ad based?

OTT

OTT
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The OTT Premium
Wave:

Despite being one of the
most influential
advertising mediums,
consumers in Singapore
don't find OTT ads to be
as engaging ds some
other video platforms,
making it an area of
immense growth for
advertisers

On which platforms are the ads most engaging/ interesting?

38%

25%
21% 21%
I 16% I I :
All

mOTT Cable TV/ DTH Connection

Which two platforms have the
most influence on your product
selection and purchase?

42%

30% 33%
21% 21%
% I 16% I

Female

Long-form videos

OTT

Male
H Short-form videos
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The OTT Premium
Wave:

OTT is the most
discussed and talked
about video platform in
Singapore, with
consumers awaiting new
releases or rediscovering
old favorites with their
friends and family

oTT
Content from which
two platforms do you
discuss most with
friends?

Female

&

OoTT

Male

OoTT
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Which platform has the most immersive and engaging content?

54% 63% 49% 299,
23% 0 0 % 0
- ° 0% 13% . n% 7% oy m 6 15%
All Female Male
mOoTT Cable TV/ DTH Connection Long-form videos Short-form videos
H Which platform do you watch the most?
The OTT Premium 0 o
Wave: i e
o
19% 7% 199, 7% . 22%  177%  15%
Consumer Perception
All Female Male
Ond preferences ShOW mOTT Cable TV/ DTH Connection Long-form videos Short-form videos
OTT as one of the most
popular mediums of
entertainment in India Which platform do you mostlook forward to for new releases/updates?
44% 37%
. ., 26%
7% 2% 16y U R . 20% 17%
All Female Male

mOTT Cable TV/ DTH Connection Long-form videos Short-form vide os
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The OTT Premium
Wave:

Indian consumers,
especially women, find
OTT to be the most value
for money video
platform, making it one of
the platforms they're
least likely to give up

Which platform do you think is complete value for money?
60%

44%
35%

23%  23% e, 28%  26%
10% 14% 9% 1%
] - ]
All Female Male
mOoTT Cable TV/ DTH Connection Long-form videos H Short-form videos

If you had to give up one platform from the options, which one would you choose?

40%
33% 34%

5% 25% 29% 3% 23% 29%

l 8 l I -
%

Female Male
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If given a choice, which Al
2 platforms would you
pay for? :‘a OTT
The OTT Premium
Wave: All Female Male
Sas 2 a

OTT is a beloved choice
across genders in India
as consumers are happy

to either pay for it or use would you continue to OTT —-— ort
it when completely ad- use if it were completely

lbased, as long as they ad based, instead of

can watch their favorite paying for its
subscription?
shows

Which two platforms
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The OTT Premium
Wave:

Despite being one of the
most influential
advertising mediums,
viewers in India don't find

OTT ads to be as
engaging as some other
video platforms, making
it an area of immense
growth for advertisers

on which platforms are the ads most engaging/ interesting?

o 31% 0 31%
28% 29% 26%

23% 24%  25% 26% 22% 22%
. l . .
All Female Male
mOTT Cable TV/ DTH Connection Long-form videos Short-form videos

Which two platforms have the
most influence on your product

selection and purchase? OoTT
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The OTT Premium
Wave:

OTT is the most
discussed and talked
about video platform in
India, with consumers
awaiting new releases or
rediscovering old
favorites with their friends
and family

oTT
Content from which
two platforms do you
discuss most with
friends?

Female

g

OoTT

Male

Long-form
videos
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Which platform has the most immersive and engaging content?

46%
40% 33 33
. . 30% % %
26% 26% 21% . 21%
B « i . N
All Female Males
mOTT Cable TV/ DTH Connection Long-form videos MW Short-form videos

o Which platform do you watch the most? .
The OTT Premium

40%

Wave: 26% 04% 30% 25% o1 23%

All Female Male

Consumer Perception
Ond preferences ShOW mOTT Cable TV/ DTH Connection Long-form videos H Short-form videos
OTT and long-form
videos as the most
popular mediums of

entertainment in . .
X ° 14%
g l “ | » | o . Ny

All Female Male

Which platform do you most look forward to for new releases/updates?

40% 39% 42% 42% 37% 35%

moTT Cable TV/ DTH Connection Long-form videos W Short-form videos
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Which platform do you think is complete value for money?
46% 47%

40%
36%
33%
28%

12% 12% 14% 12% - 12%
3 All Female Male
The OTT Premium
Wave:
mOTT Cable TV/ DTH Connection Long-form videos W Short-form videos

Indonesian women

consumers find OTT to be
the most value for money If you had to give up one platform from these options, which one would you choose?

video platform, making it
one of the platforms
they're least likely to give

H p 18% 18%

44%

33%
28%
23%
21%
9 19%
: 18A I l I

All Female Male

37%

27%
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The OTT Premium
Wave:

OTT is a beloved choice
across genders in
Indonesia as consumers
are happy to either pay
for the platform or use it
when completely ad-
based, as long as they

can watch their favorite
shows

If given a choice, which
2 platforms would you
pay for?

Which two platforms
would you continue to
use if it were completely
ad based, instead of
paying for its
subscription?

oTT

Female

g

oTT

OoTT

Male

e

OoTT
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The OTT Premium
Wave:

Consumers in Indonesia
find OTT ads to be as the
most engaging, making it
one of the most
influential video
platforms in the region

on which platforms are the ads most engaging/ interesting?
44%

40%

12%

All

mOoTT

Which two
platforms have
the most
influence on your
product selection
and purchase?

Cable TV/ DTH Connection

25%

19%

12%

Female

Long-form videos

Long-form
videos

35%

28%
25%

12%

Male

W Short-form videos
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The OTT Premium
Wave:

OTT is the most
discussed and talked
about video platform
across genders in
Indonesia, with
consumers awaiting new
releases or rediscovering
old favorites with their
friends and family

Content from which two
platforms do you discuss
most with friends?

OTT
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The OTT Premium

Wave:

Consumer Perception
and preferences show
OTT and long-form
videos as the most
popular mediums of
entertainment in the
Philippines

49%

46%

59%

Which platform has the most immersive and engaging content?

31%

All

mOTT

36%

2%

All
oTT

16%

53%

Cable TV/ DTH Connection

Which platform do you watch the most?
49%

Cable TV/ DTH Connection

29%

4%

Female

Long-form videos

35%

2%

Female

14%

Long-form videos

45%

33%

20%

Males

m Short-form videos

43%
37%

Male

W Short-form videos

Which platform do you most look forward to for new releases/updates?

30%

All
mOTT

57%

Cable TV/ DTH Connection

37%

2%

Female

Long-form videos

61%

22%
14%

” ]

Male

m Short-form videos
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The OTT Premium
Wave:

Filipino consumers find
OTT to be the most value
for money video
platform, making it one of
the platforms they're
least likely to give up

Which platform do you think is complete value for money?

68% 69% 67%
16% . 14% . 18% .
6% 10% 8% 10% 49 10%
All Female Male
mOTT Cable TV/ DTH Connection Long-form videos M Short-form videos

If you had to give up one platform from these options, which one would
you choose?
40%
34%

29%
23% 23%

33% 29%
25% 25% °
17% 14%
9%
All

Female Male
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The OTT Premium
Wave:

OTT is a beloved choice
across genders in the
Philippines as consumers
are happy to either pay
for the platform or use it
when completely ad-
based, as long as they

can watch their favorite
shows

If given a choice, which
2 platforms would you
pay for?

Which two platforms
would you continue to
use if it were completely
ad based

(instead of paying for its
subscription)?

OoTT

OoTT

Female

oTT

OoTT

Male

OoTT

oTT
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on which platforms are the ads most engaging/ interesting?
45%
A41%

37%
31%
. 24% 24%
21% 18%
14%
1%
8%

27%

All Female Male
o mOoTT Cable TV/ DTH Connection Long-form videos W Short-form videos
The OTT Premium ’
Wave:
All Female Male
Despite ranking as one of
P . 9 ] 303 g 2
the most influential i
advertising mediums,
VIeVYer.S o W G Which two platforms have
don't find OTT ads to be the most influence on your

as engaging as some product selection and

other video platforms, purchase?

making it an area of

immense growth for OTT OTT
advertisers
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The OTT Premium
Wave:

OTT is the most
discussed and talked
about video platform
across genders in the
Philippines, with
consumers awaiting new
releases or rediscovering
old favorites with their
friends and family

OTT
Content from which

two platforms do you
discuss most with
friends?

Female

-

oTT

Male

oTT
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Which platform has the most immersive and engaging content?

. 80%
69% So5,

31%
20% .
6% 5% 9% 7% 4% 4% 6%

All Female Males

mOoTT Cable TV/ DTH Connection Long-form videos M Short-form videos

The OTT Pl‘emiu m Which platform do you watch the most?

62% /6%
Wave: o
28% i %
. I 4% 6% 4% 17% 2% . 4% 9%
Consumer Perception e —
and preferences show Al Female Male
mOTT Cable TV/ DTH Connection Long-form videos W Short-form videos

OTT as one of the most

Popu IC”: mediu I;T\S of Which platform do you most look forward to for new
entertainment in releases/updates?

Australia, especially 56% 76%

4 57%
Clmong women viewers .
21% 17% 24% .
6% 7% 4% T l 7% 1%
— | |

All Female Male

mOoTT Cable TV/ DTH Connection Long-form videos B Short-form videos
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The OTT Premium
Wave:

Women viewers are huge
advocates for OTT in
Australia as they find it to
be the most value for
money video platform,
making it one of the
platforms they're least
likely to give up

56%

moOTT

1%

All

Which platform do you think is complete value for money?

22%

1%

72%

13%
4%

Female

Cable TV/ DTH Connection

1%

43%

30%
17%

Male

Long-form videos

1%

W Short-form videos

If you had to give up one platform from these options, which one would you

7%

34%

All

17%

42%

4%

choose?

33%

17%

Female

46%

9%

35%

17%

Male

39%
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The OTT Premium
Wave:

OTT is a beloved choice
across genders in
Australia as consumers
are happy to either pay
for the platform or use it
when completely ad-
based, as long as they
can watch their favorite
shows

Which two platforms
would you continue to
use if it were
completely ad based?

If given a choice, which
2 platforms would you
pay for?

OoTT

OoTT

Female

oTT

OoTT

Male

OoTT

OoTT



INMOBI

The OTT Premium
Wave:

Consumers in Australia
find OTT ads to be as the
most engaging, making it
one of the most
influential video
platforms in the region

on which platforms are the ads most engaging/ interesting?

52%

39%
32%
26%

16% 13%

1% N%
All Female
mOTT Cable TV/ DTH Connection Long-form videos
Which two platforms All
have the most OTT
influence on your © ° &
product selection ...

and purchase?

28%

37%

20%
15%

W Short-form videos

Male
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The OTT Premium
Wave:

Across genders, OTT is
the most discussed and

talked about video
platform in Asutralia, with
consumers awaiting new
releases or rediscovering
old favorites with their
friends and family

Content from which
two platforms do you
discuss most with
friends?

OoTT

Long-form

videos
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(' Singapore-Survey Findings

Sample size =100 100% 72%

% 57% of the of thte resPcorr:dents
® 43 respondents use PC’Yt 2 \tN'G g s
- : OTT platforms gfar]cf(e)?r#;‘
Age Split
Male

Ol Female
ah

e_0 All 22% 23% 25% 15% 15%

m18-24 mW25-34 m35-44 m45-54 m55+
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India-Survey Findings

Sample size =100 100% 713%

®) 359, of the of the respondents
- ° pay to watch
s 65 respondents use i
ah o
OTT platforms olatforms
Age Split
2 Male
g Female 40% 34% 14% 12%
Y All

m18-24 m25-34 m35-44 mA45-54 m55+
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g |ndonesia-Survey Findings

Sample size =100 100% 45%

2 579 of the of the respondents
5 e respondents use C'?Sl}:tteon\éviitgr;T
ah o
OTT platforms olatforms
Age Split
2 Male
2 Female 36% 35% 14% % 4%
:&& All

m18-24 m25-34 m35-44 m45-54 mb55+
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® Philippines-Survey Findings

Sample size =100

2 5%
2 39%
@
R Male
g Female
3&; All

100%

of the

OTT platforms

Age Split

H18-24 E25-34 E35-44

respondents use

N 45-54 HE 55+

713%

of the respondents
pay to watch
content in OTT
platforms
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- Australia-Survey Findings

Sample size =100
g

@
dh

46%
54%

100%

of the
respondents use
OTT platforms

Age Split

m18-24 m25-34 m35-44 m45-54 mb55+

81%

of the respondents
pay to watch
content in OTT
platforms
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InMobi drives real connections between brands and MG rket”‘]g Cloud

consumers by leveraging its technology platforms and
exclusive access to mobile intelligence. Its Marketing , — -

Cloud creates new paths for brands to understand,

identify, engage and acquire connected consumers. o o
Understand Engage
' & Identify ' &
Powered by .
Acquire
*Mobile ,
Intelligence / ¢ % ¢
- Transparent - -
« Always On

- Integrated

Interested in learning more? Write to us at mobilemarketing@inmobi.com

@ www.Inmobi.com (3 @inmobi 3 fb.com/inmobi @ linkedin.com/company/inmobi
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