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Patrick Pettay, Vp and head of global sales at IQzone, tells David 
Murphy how the company’s ad technology is designed to dramatically 
increase Ctrs while improving the user experience

THE CLICK TRICK

The mobile advertising 
world is in a constant state 
of flux. Everyone’s chasing 

the silver bullet, the secret sauce 
that will encourage mobile users 
to click on ads. The problem, in 
most cases, is that there is simply 
not a good enough reason to do 
so. Small banners presented on 
an already-small screen do little to 
engage the average consumer. If 
they are presented at a time when 
the user is not ready to engage 
with the ad, the chances of a click 
are minimal at best. 

So what makes for a successful 
mobile ad campaign? According 
to Patrick Pettay, VP and head of 
global sales at IQzone, there are 
four key elements to a successful 
ad campaign on mobile: good 
creative; the right format; good 
timing; and testing. 

“Mobile is not just online on 
a smaller screen; it’s different, so 
you need an alternative strategy, 
but I’m not sure a lot of mobile 
advertisers have worked that out 
yet,” says Pettay. “Advertisers have 
to develop ads that are mobile-
specific, and take account of the 
context in which the user will  
see the ad, including the time  
of day, their location, and what 
sort of app they are using when 
the ad is served.”

Good creative, says Pettay, 
is about a compelling and 
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 ‘Advertisers have to take 
account of the context in 

which the user sees the ad, 
and what sort of app they are 

using when the ad is served’  

contextually relevant message, presented in 
an engaging way. When it comes to formats, 
he says advertisers have to make the most of 
the small real estate they are working with. So 
full-screen interstitials work much better than 
a banner occupying only a small proportion 
of the screen. Timing is all about presenting 
the ad at a time when the user is more likely 
to interact with it, not when they are halfway 
through reading an article, checking the 
weather, or playing a game on their phone. 
Testing is about real-time evaluation of all 
aspects of a campaign, from the creative, to 
the apps it appears in, in order to optimise 
what’s working well and call a halt to anything 
that’s not performing. 

Premium publishers
IQzone’s proprietary ad unit, known as 
Postitial, appears in apps from a broad 
spectrum of premium publishers, such 
as Outfit7 and Zeptolab, which are 
optimising for user experience. It’s an  
ad placement that can house a wide 
variety of ad treatments and formats, 
including full-screen interstitials,  
native, rich media and ‘brought to  
you by’ sponsorship ads. 

So it ticks the creative and format boxes. 
What about timing? This is where Pettay 
believes Postitial’s real strength lies. Take an ad 
within a gaming app as an example. Typically, 
Pettay notes, this will be served when the 
player reaches the end of a level. 

“It’s perceived as a natural break in the 
game,” he says. “But in actual fact, there’s 
nothing natural about it at all. If a publisher 
serves an ad between two levels of a game, 

or halfway through an article, and the user 
clicks on the ad, they are going to be taken 
away from the content they were enjoying to 
wherever the ad takes them. That’s got to have 
a negative impact on the app user experience.”

IQzone’s approach with Postitial is not to 
serve ads between levels of a game, or when 
immersed in content, but to serve them when 
the user ends their app session. IQzone’s 

patent-pending technology detects this 
opportunity and immediately displays a full-
screen advertisement. 

“When someone ends their app session, 
that’s them sending a signal to Postitial 
publishers that now is a great time to serve 
them an ad,” says Pettay. “The timing of the 
ad serving respects the user flow, rather than 
getting in the way of it. This is the value we 
add, and it’s something no one else can offer.”

He puts it another way. “Say you’re talking 
to a friend and I tap you on the shoulder to try 
to show you something. Chances are you’re 
going to be annoyed and ignore me, and the 
more times I tap you on the shoulder, the 
more annoyed you’re going to get. On the 
other hand, if I politely, respectfully wait for 
you to finish the conversation you’re having, 
you’re much more likely to thank me for it, and 
engage with me afterwards. This is exactly how 
Postitial works.”

Golden opportunities
The concept sounds good in theory, but you 
could be forgiven for thinking that it offers a 
somewhat limited number of opportunities 
given the only time a user will see a Postitial 
ad is when they end an app session. However, 
according to the 2013 Internet Trends report 

by Kleiner Perkins Caufield & Byers internet 
guru Mary Meeker, the typical mobile user 
interacts with their device around 150 
times per day. This means that every time  
they stop playing a game to check their email, 
then stop checking email to see what the 
weather forecast says, there’s an opportunity 
to serve an ad. 

One early adopter of the technology is 
Outfit7, publisher of the Talking Tom (et al) 
app series. Earlier this year, the company 
deployed Postitial interstitial ad units, and 
they saw a 100 per cent increase in click-
through rates (CTR) compared with existing 
in-app interstitials. 

“What I found exciting about IQzone’s 
Postitial product was that it reused common 
full-screen ad formats,” says Outfit7’s director 
of advertising operations, Dilpesh Parmar. 
“This meant that existing campaigns from ad 
networks and DSPs could be used right away, 
coupled with the introduction of a new ad 
placement, which meant incremental revenue 
for Outfit7…The upsurge in ad engagement 
equated to a considerable increase for our 
eCPMs and overall ad revenue.”

This, says Pettay, is another of Postitial’s 
many virtues. “It’s a premium placement,” he 
says. “The timing is right and the consumer 

is in the right frame of mind and open to new 
ideas. This allows publishers to directly sell 
this to advertisers, including the option of 
putting a sponsorship wrapper around it. 

“These characteristics add value for the 
advertiser and generate a very high eCPM 
relative to other ad placements for the 
publisher. In fact, Postitial performs five  
times better than traditional ad placements, 
making it a significant component of overall 
publisher ad revenue.” 

There are doubtless many publishers 
in Outfit7’s position, looking to leverage 
the increasing amount of time consumers 
spend on their mobile devices, and grow 
their mobile advertising revenues, without 
compromising the user experience. In short, 
they’re looking to answer the question: 
‘How can I make people click on ads?’ It’s a 
balancing act that few publishers have thus 
far managed to master.

Postitial’s unique selling point is that it 
increases the value of each ad engagement 
by improving the advertising experience, 
due to the context in which the ad is served. 
One could say that using Postitial as a way 
of generating incremental revenue is a 
golden opportunity for both publishers and 
advertisers alike. MM

Timing is everything. The 
approach IQzone takes with 
Postitial is not to serve ads 
when the user is immersed 
in content, but when they 
end their app session


