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This presentation contains forward-looking statements. These statements may relate to, but are not limited to, expectations of Q3 2022 and full-year 2022 operating results or financial performance, market size and 

growth opportunities, the calculation of certain of our key financial and operating metrics, capital expenditures, plans for future operations, competitive position, technological capabilities, and strategic relationships, 

as well as assumptions relating to the foregoing. Forward-looking statements are inherently subject to risks and uncertainties, some of which cannot be predicted or quantified. In some cases, you can identify 

forward-looking statements by terminology such as “may,” “will,” “should,” “could,” “expect,” “plan,” anticipate,” “believe,” “estimate,” “predict,” “intend,” “potential,” “would,” “continue,” “ongoing” or the negative of 

these terms or other comparable terminology. You should not put undue reliance on any forward-looking statements. Forward-looking statements should not be read as a guarantee of future performance or results 

and will not necessarily be accurate indications of the times at, or by, which such performance or results will be achieved, if at all.

Forward-looking statements are based on information available at the time those statements are made and/or management’s good fai th beliefs and assumptions as of that time with respect to future events and are 

subject to risks and uncertainties that could cause actual performance or results to differ materially from those expressed in or suggested by the forward-looking statements. In light of these risks and uncertainties, 

the forward-looking events and circumstances discussed in this presentation may not occur and actual results could differ materi ally from those anticipated or implied in the forward-looking statements. These risks 

and uncertainties include, but are not limited to, our dependency on the overall demand for advertising and the channels we rely on; our existing customers not expanding their usage of our platform, or our failure to 

attract new publishers and buyers; the rejection of the use of digital advertising by consumers through opt-in, opt-out or ad-blocking technologies or other means; our failure to innovate and develop new solutions 

that are adopted by publishers; limitations imposed on our collection, use or disclosure of data about advertisements; any failure to scale our platform infrastructure to support anticipated growth and transaction 

volume; macroeconomic conditions, including any instability resulting from inflation, interest rates, foreign currency exchange rates or the conflict in Ukraine; any failure to comply with laws and regulations related to 

data privacy, data protection, information security, and consumer protection; and our ability to manage our growth. Moreover, we operate in a competitive and rapidly changing market, and new risks may emerge 

from time to time.Additional information about risks and uncertainties associated with our business are disclosed in our reports filed from time to time with the Securities and Exchange Commission, including our 

most recent Form 10-K and any subsequent filings on Forms 10-Q or 8-K, available on our investor relations website at https://investors.pubmatic.com and on the Securities and Exchange Commission website at 

www.sec.gov.All information in this presentation is as of August 8, 2022. We undertake no obligation to publicly update any forward-looking statement, whether as a result of new information, future developments 

or otherwise, except as may be required by law.

In addition to financial information presented in accordance with U.S. generally accepted accounting principles ("GAAP"), this presentation includes certain non-GAAP financial measures, including adjusted 

EBITDA, adjusted EBITDA margin, non-GAAP net income, non-GAAP net income margin and non-GAAP diluted EPS. We believe that this information can assist investors in evaluating our operational trends, 

financial performance, and cash generating capacity. These non-GAAP measures are presented for supplemental informational purposes only and should not be considered a substitute for financial information 

presented in accordance with GAAP. These non-GAAP measures have limitations as analytical tools. For example, other companies may calculate non-GAAP metrics differently or may use other metrics to evaluate 

their performance, all of which could reduce the usefulness of our non-GAAP financial metrics as tools for comparison. They should not be considered in isolation or as a substitute for analysis of other GAAP 

financial measures. A reconciliation of these measures to the most directly comparable GAAP measures is included at the end of this presentation.

This presentation contains statistical data, estimates and forecasts that are based on independent industry publications or other publicly available information, as well as other information based on our internal 

sources. This information involves many assumptions and limitations, and you are cautioned not to give undue weight to these estimates. We have not independently verified the accuracy or completeness of the 

data contained in these industry publications and other publicly available information. Accordingly, we make no representations as to the accuracy or completeness of that data nor do we undertake to update such 

data after the date of this presentation.

The trademarks included herein are the property of the owners thereof and are used for reference purposes only.
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M ISSION

1 Adjusted EBITDA and Adjusted EBITDA Margin are non-GAAP financial measures. See reconciliation in Appendix.

PubMatic Fuels the Endless Potential 

of Internet Content Creators

Q 2  2 0 2 2  F I N AN C I AL H I G H L IG HTS

RE V E NUE

$63.0M
+2 7 % YOY

G AAP  NE T      
I NC O M E

$7.8M
1 2 % MARGIN

AD J US T ED    
E B I T DA 1

$23.0M
3 7 % MARGIN

C AS H F L O W F RO M
O P E RAT I ONS

$20.5M
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PUBM AT IC  IS  COM M IT T ED T O BUIL D ING  D IG IT AL  ADVERT ISING ’ S 
SUPPL Y  CHAIN  OF  T HE F UT URE

4

T he Supply Chain

of  the Future

T RANS PARE NT

E F F IC IE NT

E F F E CT IVE

P RIVACY- COMP L IANT

E NVIRONME NTAL LY 

S US TAINABL E

1
All advertising will become digital, and all 

digital advertising will become programmatic

2 The ad-supported Open Internet will thrive

3
Omnichannel platforms will win vs. point 

solutions

4
Long term success requires differentiated 

infrastructure
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CONSOL IDAT I ON AND EXPANDED CUST OM ER USE OF  OUR 
PL AT F ORM  F UEL  G ROWT H

1 Net dollar-based retention is calculated by starting w ith the revenue from publishers in the trailing tw elve months ended June 30, 2021 (“Prior Period Revenue”). We then calculate the revenue from these same publishers in the trailing tw elve 

months ended June 30, 2022 (“Current Period Revenue”) (including any upsells and net of contraction or attrition but excluding revenue from new  publishers . Our net dollar-based retention rate equals the Current Period Revenue divided by Prior 

Period Revenue.

2 From Q1 2022 to Q2 2022.

Publishers & 

App Developers

130%
Q 2  2 0 2 2  NE T  R E V E NUE  

R E T E NT I O N R AT E 1

Adver tisers & 

Agencies

30%
Q 2  2 0 2 2  S P O  S HA R E  

O F  T O TA L  A C T I V I T Y

Dem and Side

Platforms

NEARLY 2X
I NC R E A S E D  C A PA C I T Y   

F R O M  A  M A J O R  D S P 2
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CONSOL IDAT I ON F UEL S L ONG  RUNWAY  F OR G ROWT H

E S T IMAT E D P UBMAT IC  

MARKE T  S HARE 1

3-4%

L ONG- T E RM MARKE T  

S HARE  OBJ E CT IVE

20%+

CONSOLIDAT ION DRIVERS

Om nichannel Platform

Addressability  &
Supply Path  Optim izat ion

Eff ic ient  In frastructure

1 As of December 31, 2021



DRIVING  OM NICHANNEL  EXPANSI ON F ROM  F AST EST  G ROWING  
F ORM AT S

7

CTV /  OTT

Online Video

Mobile App & Web

GLOBAL,  OM NICHANNEL SCALE 

DRIVES DURABLE GROWTH

OMNICHANNE L  VIDE O 

S HARE  OF  RE VE NUE  IN Q2  2 0 2 2

OVER 30%

CT V RE VE NUE  GROW T H YOY 

IN Q2  2 0 2 2  

OVER 150%



Known Identity

AUDIENCE ADDRESS ABIL IT Y  INNOVAT ION DRIVES EXPANSI ON 
OF  PL AT F ORM  USAG E &  SUPPL Y  PAT H OPT IM IZ AT ION

8

MAJ OR GL OBAL  

AGE NCIE S  ARE  

GAINING VAL UE  

F ROM CONNE CT

ACT IVAT ING DATA 

ON T HE  S E L L - S IDE  

DE L IVE RS  RE S ULT S  

F OR BUYE RS

1 st & 2nd Par ty Data

Contextual Signals

Sel ler-Def ined 
Audiences

Modeled Audiences



DEL IVERING  T RANSP AR ENT  &  EF F IC IENT  ADVERT ISING  
ACROSS T HE OPEN INT ERNET

9

COM M ITTED TO RUNNING A  

SUSTAINABLE,  RESPONSIBLE 

ADVERTISING PLATFORM

PERCENT RENEWABLE ENERGY 

POWERING GLOBAL DATA 

CENTERS

100%
Specialized cloud 

infrastructure for 

digital advertising
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CONSOL IDAT I ON ON PUBM AT IC  PL AT F ORM  DRIVING  
CONT INUED M ARKET  SHARE G AINS

HI G H- M ARG I N 

RE V E NUE

I NNO VAT I ON 

D RI V E S  VAL UE

E X PAND ED 

C US T OME R US AG E

US AG E  B AS E D

M O DE L



Financial Results 
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Q2 2022  F INANCIAL  H IG HL IG HT S

1 Adjusted EBITDA is a non-GAAP measure. A reconciliation of Adjusted EBITDA to net income is provided in the Appendix.

RE VE NUE

$26

$50

$63
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Q2'20 Q2'21 Q2'22
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YOY RE VE NUE  GROW T H

27%

NE T  INCOME  MARGIN

12%

ADJ US T E D E BIT DA MARGIN 1

37%
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ST RONG  T RACK RECORD OF  DURABL E G ROWT H AND PROF IT S
($

 i
n
 M

ill
io

n
s
)

RE VE NUE 8 th

C O NS E CUT I VE Q UART E R O F  
2 0 % +  RE V E NUE  G RO WT H

$38 

$56 

$44 $50 

$58 

$76 

$55 

$63 

33% 

64% 

54% 

88% 

54% 

34% 
25% 27% 

Q3'20 Q4'20 Q1'21 Q2'21 Q3'21 Q4'21 Q1'22 Q2'22

Revenue YoY Revenue Growth %

2 0 %

13 th

C O NS E CUT I VE Q UART E R O F  
P O S IT I VE G AAP  NE T  I NC O M E

25 th

C O NS E CUT I VE Q UART E R O F  
P O S IT I VE AD J.  E B I T DA 1

1 Adjusted EBITDA is a non-GAAP financial measure. See reconciliation in Appendix.

Note: Numbers rounded for presentation purposes



Y O Y  A D  S P E ND  G R O W T H 

O F  T O P  1 0  A D  V E R T I C A L S

40%+

14

DIVERSIF IED  SCAL E DROVE ADVERT ISER SPEND G ROWT H IN  
Q2  2022

M ULTIPLE VERT ICALS 

DEL IVERED STRONG GROWTH

Shopping

T ravel

Food & Dr ink

Ar ts &  Entertainment
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ST RONG  REVENUE G ROWT H ACROSS CHANNEL S IN  Q2  2022

1 Omnichannel video is the sum of online digital video plus CTV/OTT.

Y O Y  M O B I L E  &  

O M NI C H A N N E L  V I D E O 1

R E V E NUE  G R O W T H

43%

Y O Y  C T V  R E V E NUE  

G R O W T H

150%+

Y O Y  D I S P L A Y  

R E V E NUE  G R O W T H

19% 
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G ROWING  REVENUE VIS IBIL IT Y  AND PREDICT ABIL IT Y

Expanded Usage 
from Publishers 
Via Land & Expand 
Strategy

Expanded Usage 
from Buyers Via 
Supply Path 
Opt imizat ion

FY20 FY21 TTM-Q2 '22

130%
122%

NE T  DOL L AR - BAS E D RE T E NT ION1

1 Net dollar-based retention is calculated by starting w ith the revenue from publishers in the trailing tw elve months ended June 30, 2021 (“Prior Period Revenue”). We then calculate the revenue from these same publishers in the trailing tw elve 

months ended June 30, 2022 (“Current Period Revenue”) (including any upsells and net of contraction or attrition, but excluding revenue from new  publishers. Our net dollar-based retention rate equals the Current Period Revenue divided by Prior 

Period Revenue.

149%
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ROBUST  G ROSS M ARG INS

($
 i

n
 M

ill
io

n
s
)

$17

$37

65% 

74% 

70% 

Q2'20 Q2'21 Q2'22

Gross Profi t Gross Margin %

D R I V E R S

High marginal profitability from 

structural leverage:

▪ Increased investments in 

capacity for future growth

▪ Scale efficiencies from continued 

reduction in cost of revenue per 

million impressions processed

▪ High infrastructure utilization

Note: Numbers rounded for presentation purposes

$44
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OWNED &  OPT IM IZ ED INF RAST RUCT URE DRIVING  DOWN UNIT  
COST S WHIL E IM PROVING  CUST OM ER OUT COM ES

C O S T  O F  R E V E NUE P E R  O NE  M I L L I O N

A D  I M P R E S S I O N S

( T R A I L I NG  T W E LV E  M O NT HS )

35

66

122

Q2'20 Q2'21 Q2'22

In
 T

ri
lli

o
n
s

A D  I M P R E S S I O N S

( T R A I L I NG  T W E LV E  M O NT HS )

+90%

+48%

$1.09 

$0.57 

Q2'20 Q3'20 Q4'20 Q1'21 Q2'21 Q3'21 Q4'21 Q1'22 Q2'22

(48%)

TTM 

Ending

TTM 

Ending

+85%
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OPERAT ING  EXPENSES:  INVEST ING  F OR G ROWT H

D R I V E R S

▪ Increased headcount by 

25% with focus on 

technical and go-to-market 

teams

▪ Q2'22 includes incremental 

stock-based compensation 

and return to office costs

▪ Scale efficiencies

$4
$9

$11

$9

$14

$18

$3

$4

$5

62%

53%
54%

33%

38%

43%

48%

53%

58%

63%

 $-

 $5,000

 $10,000

 $15,000

 $20,000

 $25,000

 $30,000

 $35,000

Q2'20 Q2'21 Q2'22

General & Administrative Sales & Marketing

Technology & Development Opex as a % of Revenue

$26

$34

$16

($
 i
n
 M

ill
io

n
s
)

Subtotals for each bar may not add up to total due to rounding.
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G AAP AND NON - G AAP D IL UT ED EARNING S PER SHARE

1Non-GAAP net income and Non-GAAP diluted EPS are non-GAAP measures. A reconciliation of Non-GAAP net income to net income is provided in the Appendix.

2EPS = Earnings per share

Note: Numbers rounded for presentation purposes

G A A P  A ND  NO N- G A A P  

NE T  I NC O M E

G A A P  A ND  NO N - G A A P  

D I L UT E D  E A R NI NG S  

P E R  S HA R E

1

$
 i
n
 M

ill
io

n
s

$0.7 

$9.9 

$7.8 

$1.1 

$13.0 $13.0 

Q2'20 Q2'21 Q2'22

Net Income

Non-GAAP Net Income

$0.18 

$0.14 

$0.23 $0.23 

Q 2 ' 2 0 Q 2 ' 2 1 Q 2 ' 2 2

GAAP Diluted EPS

Non-GAAP Diluted EPS

Q2’21 Q2’22

2

1. 2
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NE T  C A S H P R O V I D E D
B Y  O P E R A T I NG  

A C T I V I T I E S

DEL IVERING  CASH F L OW

-$3

$21
$20

Q2'21 Q2'22

D R I V E R S

▪ Workflow automation

▪ Continuous optimization of 

infrastructure (software and 

hardware)

▪ Offshore R&D leverage

▪ Focus on profitable publishers 

and ad impressions

▪ Efficient capacity expansion to 

capture growth / market share

▪ Working capital efficiency

($
 i
n
 M

ill
io

n
s
)

F R E E  C A S H F L O W 1

-$10

$8
$6

Q2'21 Q2'22

1See calculation in Appendix.

Note: Numbers rounded for presentation purposes

Q2’20 Q2’20



2022  G UIDANCE

We expect FY 2022 CapEx to be in the range of $33M – $36M.

Although we provide guidance for Adjusted EBITDA, a non-GAAP metric, we are not able to provide guidance for net income, the mos t directly comparable 

GAAP measure. Certain elements of the composition of GAAP net income, including stock-based compensation expenses, are not predictable, making it 

impractical for us to provide guidance on net income or to reconcile our Adjusted EBITDA guidance to net income without unreasonable efforts. For the 

same reason, we are unable to address the probable s ignificance of the unavailable information.

( $  i n  M i l l i o n s )
Q3 2022 FY 2022

Low High Low High

Revenue $66 $68 $277 $281

Y/Y% 14% 17% 22% 24%

Adjusted  EBITDA $23 $25 $103 $108

Adjusted  EBITDA M arg in 35% 37% 37% 38%

Note: Numbers rounded for presentation purposes

22
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Q2 2022  RESUL T S UNDERSCORE ST RENG T H OF  OUR PL AT F ORM

Structural Advantage in Owned & Operated Infrastructure1

Significant Growth in Digital Ad Spend Drives Addressable Market 
Expansion2

Scaled, Global Omnichannel Platform Driving Consolidation on PubMatic3

Consistently Profitable with Strong Cash Flow4
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Appendix



($ in Millions) Three Months Ended June 30,

2020 2021 2022

Net Income $0.7 $9.9 $7.8

Add back (deduct):

Stock-Based Compensation 0.5 3.6 5.4

Impairment of Internal Use Software - - -

Unrealized gain(loss) on equity investments - - 0.9

Depreciation and Amortization 3.8 5.1 7.3

Interest Income (0.1) (0.1) (0.3)

Provision for Income Taxes 0.1 - 1.9

Adjusted EBITDA $4.9 $18.6 $23.0

Revenue $26.4 $49.7 $63.0

Adjusted EBITDA Margin 19% 37% 37%

NON - G AAP RECONCIL IAT ION – ADJUST ED EBIT DA

25

Note: Numbers rounded for presentation purposes



($ in Millions, except for Non-GAAP Diluted EPS1 ) Three Months Ended June 30,

2020 2021 2022

Net Income $0.7 $9.9 $7.8

Add back (deduct):

Stock-Based Compensation 0.5 3.6 5.4

Unrealized (gain)loss on equity 

investments
- - 0.9

Adjustment for income tax benefit on 

stock-based compensation
(0.1) (0.5) (1.1)

Non-GAAP Net Income $1.1 $13.0 $13.0

Non-GAAP Diluted EPS1 $0.00 $0.23 $0.23

Revenue $26.4 $49.7 $63.0

Non-GAAP Net Income Margin 4% 26% 21%

NON - G AAP NET  INCOM E RECONCIL IAT I ON 

261 EPS = Earnings per share.

Note: Numbers rounded for presentation purposes



($ in Millions) Three Months Ended June 30,

2020 2021 2022

Net Cash provided by (used in) Operating 

Activities
($2.7) $21.1 $20.5

Deduct:

Purchases of Property and Equipment (6.1) (11.5) (12.2)

Capitalized Software Development Costs (1.5) (1.8) (2.5)

Free Cash Flow ($10.2) $7.7 $5.7

Revenue $26.4 $49.7 $63.0

Free Cash Flow Margin (39%) 16% 9%

F REE CASH F L OW RECONCIL IAT I ON 

27

Note: Numbers rounded for presentation purposes


