Google-AdMob: a Merger to Monopoly

Creating a Bottleneck For Advertisers/Publishers Entering In-App Mobile Advertising

PC-Advertiser/Publisher Entry into Mobile In-App Advertising
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No Bottleneck: Google & AdMob Competing

Google Competitors Have 75% Share of In-App Ads
AdMob has First-Mover Advantage & Best Offering
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Bottleneck with Google-AdMob

Goog|e Google Merges to 75% Monopoly Share of In-App Ads
Eliminates Largest & Only Major In-App Ad Competitor
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