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Introduction

Within the broader category of searcéearchingriathewebf or | oc al
pervasive, critical activity for consumermserchants, brandandof coursethe search industry:

A For consumers, local search is a ndaily ritual—4 in 10individualsuse local searchnce a day
while two-thirds uselocalsearchat least3-4 times pea week.

A Forlocal businesseand brands, local search representsital supply linefor attractingnew
customers as well as an importacttannel foresponding tcexisting customersForexample,
whensearchingor” r et a i,”l4 in 40arelookirg) for*hours of business.

A Forlocal searclproviders, consultants and agenciés;al search representmenormous
market, valued by local media analyst fiBiA/Kelseat $5.7Bin 2011andprojectedto nearly
double in sizeéo $10.2B by 2016.

Local searcis not only pervasivand growing, but also changing in ways that are important for
consumers, businesses and theseh industry. Wittsmartphones and tabletsin hand, consumerare
usingmobile deviceso searchat work andschool,on the goand even while watching TVAs an
example, mdividualswho ownboth asmartphoneand a tabletsearch locallynuch more often40%
more than those without both devices)while incomeand other factors accourfor part of the
difference having mobile devices that are always accessible and connectéd Internet expands
searchas well.

In light ofthe size, growth and importance of the markete conducted anationalsurveyexamining
how consumers uscal searchWith a sampleof more than 1,00 respondents (details in the
Appendiy, the studyexamineshow individuals searchwhere they searclandwhat they searchfor, as
shown inthe categoriesshownbelow. We also identify and profil&vid Local Searchera segment that
accounts for a disproportionate share aisdaharbinger ofthe future forlocal search This whitepaper
summarizes &y findingsand implications for businesses, brands and the search industry.

Consumers’Use of Local Search — Topics Examined

Incidence across Categories Purpose(s) for Searcht

Search x Device

- Automotive *PC - Business Listing
. Contract * Tablet .

ontractors + Mobile * Business address
+ Entertainment

* Phone number

Search x Location

* Financial Services * Map, distance or directions

+ Groceries * Home ]
+ Work/School * Website
+ Healthcare . On-the-go

* Hours of operation

* Personal and Fitness

busi nisassses

+ Professional Services

* Restaurants and Dining
+ Retail Store

* Transportation

1By Business Category, among Searchers

immr Local Search Study

Search x Sourcef

+ Search engine

+* Local search site
+ Portal search site
* Review site

* Prices
* Product availability
+ Consumer ratings, reviews

* Promotions-discounts
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How Devices Owned Affect Local Search Frequency

Individualsuselocalsearchfor many differentreasonsjncludingsimple(* wher e i s t W) near es
andcomplex(“are any nearbyrestaurantsoffering aspeciattoday? ” Jhose withsmartphones and

tablets can search not onl y o nToBetherwithtaccdsgbilitg, aor wor
growing corpus olocalcontent made searchable by providers is drivémgrmous bcal search activity

Thesurveymeasureda number of characteristics usefulins i zi ng” Bagedaldeviseésph rr c h .
owned, three key segments can be distinguishél) consumersvith PCs and feature phones) (2
consumerswith PCs andmartphones; ard (3) consumers witlPG, smartphone and tablets The

frequency oflocal searclvaries markedly across these three segmeatsshown below:

Onaverage,thé i r st s e g me nt averagéstbdut five FoCakearchesmlwgek.”

With the addition ofsmartphones, the volume oflocal searcmearly triplesto 13.5 local
searches per week.

1 Consumersvith all three devices-PCs, smartphones and tabletslo more than 21local
searches per week, @n average of three day.

Note thatlocalsearchon smartphones and tabletsloesnot cannibalizdocalseard on PCs-individuals
with smartphones and PCs search more not only in total, but also more on their PCs.

Average Number of Local Searches per Week x Device'

Devices Owned

PC Only
1 2 3 4 5 6 7 8 9 c 11 12 13 14 15 16 17 18 19 20 21+
PC & Smartphone A .
1 2 3 4 3 6 7 8 9 w11 12 13 14 15 16 17 18 19 20 21+
PC, Smartphone & Tablet A .
1 2 3 4 5 6 7 8 9 c 11 12 13 14 15 16 17 18 19 20 21+
Key PC | A Smartphone | Tablet | I Total ‘
tAverage number of searches per week, across locations (home, work/school, on-the-go) Source: immr Local Search Study, July 2012

9 As penetration of smartphones and tablets increases, the volumacaf |
search wilincrease across devicesndoverall. This significant finding
confirmsthat (i) the local search market wakpand in parallehnd (ii) a

Im P lications growingproportion of searcles will occur on mobile devices.

1 Asalwayson” de v i c e sdivigual®dreilikely to aetareh,in differe
waysand for additional reason®.g.,to look up a business advertised TV
or in the rewspaper, to checkut a business advertised \a&QR code, etc.
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Why Local Search is so Pervasive

In addition to mobiledevice ownershi@nd usagea number ofother forces drivdocal search.

Forces Driving Local Search

Relevance

Consumer Local Search
Needs/Uses Sources

Local .
\: Local Search
Sea rCh Content

Enhanced
Usability

Always-on
Devices

Shopping
Boundaries

Source: immr

Relevance A As shown in the next section, éach ofthe product/servicecategories
examinedat least halfof all purchasers have uséakcal searclwhen
shopping in that categoryin categoriesith the highest incidence of
search 8-9 out of 10 haveusedlocal search.Clearly Jocal searchs a useful
tool for consumers for most, if not all, of the products and services they bt

Consumer A Consumers are using log@arch nojust for listings and traditional NAP
Needs/Uses (name, address and phone number), lalgoto getdirections,confirm hours
of operation, check prices arayailability,and many other purposes.

AGiven consumers’ informati anchmese
of relevant content, local search is increasingly a useful, often indispense
resource for consumers.

immr Local Search Study -5- August2012
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Local Search A The number of soureefor local search is expanding, withditional
Sourcesand providers likethe YP.com" site, Supermges and Yahoo! Lo well as

newer, morespecialized our ces s uc h isaasd others. p ,
Content

A In addition totraditional, relativelystatic structured contentiocal search
providers arancludingmore dynamicas well asinstructured locatiata. This
givesconsumersaccess to a much widanduseful array of information,
including menusteviews,deals/specialstrendingbusinesses and others.

AlwaysOn A Theavailability of smartphoneand tablets makei much easiefor
Devices consumergo search, not just at home but also on the go.

A By removingarriersand friction,alwayson devices increase thacidence
and frequency ofocal search

A With smartphones, especiallgpnsumers can acceksalsearch when and
where needed-timely, rekvant results delivered at the time and point of
need increase likelihood of immediate action by consumers, making loca
search an especially effective vehicle for businesses.

Enhanced A By improvinghe user interface (UBnd adding featuredpcal search sites,
Usabilit search engines and innovative new developers are enhancing user
y experience.

A Touch screens, improved Uls fapbile, and maghased displaysf results
dramatically enhance the user experiencesmnartphones and tablets,
boosting theiruse for local search.

Shopping A While most shopping is done near home or work, consumers often travel
Boundaries beyond their usual boundaries, sometimes considerably further.

A Daily dealsmobile advertising and othetools—especially when combined
with geotargeting— present consumers with appealing options that
“ s t r #he acehsthey usually shop in.

A Consumers uskcalsearch to find, deciden and plan their shopping and
activities, especially when travellihgyondtheir familiar environs.

Valueto Users A The forces aboveespecially alwaysn devies and richer types of content
are expanding the scope and usefulne§focal search, making it
increasingly indispensable for consumers and businesses.

1 Innovations in local search will accelerate as providers and businesses :
to and capitalize on the forces abovaew search interfaces well suited fo
touch-screen devices and unstructured content are likely to emerge.

[0S IELOIR ST q Given the elastic nature of cenu me r s © s h o p p ypargealb o ¢
targeting(based on proximity, lat/long or Zip code)an important capability
that will be integrated more fully into local search and used more effectiv
by all businesses.

immr Local Search Study -6- August2012
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The Incidence of Local Search Varies Across Product Categories

In the surveyrespondents provided details on their local seaactivity acrosshe 11 product and
service categorieshown below Categoryspecific measures includg whether in the previous 12
months they had pwhasdin the category; (iijor categoriesn which they had made a purchase
whether they had done a local searichthe last yearand (iii) forthosewho had searchetbr a local
businessthe devie(s)used— PCsmartphone(among ownersand/or tablet (among tablet owners).

The dart below showga)the percent purchasingvithin eachcategoryand (b) of those, the percent
who did a local seardn the category on any device (PC, mobile phone or tabyidt)e last year In the
report this measures referred toas theincidence of local searchithin a category.For example, of the

41% who

purchased “ Tr ans p those lad dore dotal sean

ch forh e

transportation. The incidence figures in the chart below reveal the inigioce of local search:

9 Across all 11 categoriegchal searclincidence is highranging from 6 to nearly 9 out of 10.

1 Inthe four most frequently searched categories 8ut of 10 purchasers have done a local
search. Even in categories where the inciceof local search is lowerGroceries, Healthcare

and Financial Servicesa majority of consumers (600%) still do local search.

ast

9 Local searcthis prevalent irfrequently purchased categories, such as Entertainment, Restaurants
and Dining, and Retads well as in less frequently purchased categories, such as
Transportation, Contractors and Professional Services.

Purchasers
(percent)

Among Purchasers, Incidence of Local Search by Product Category

Percent
Searching

Purchased in category w/in last year —&—Local Search in category w/in last year (PC, smartphone or tablet) —
100% 100%
Among purchasers in a category, what percentage has done a local search in last 12 months?
9
90% 87% 84% — 90%
20% | + L - 80%
\ 72%
\ 70% 70% 70%
0% | L * * ¢ (2272 0%
80% of 61%
purchasers did
60% — E— —— —— alocalsearch [ — 60%
so% o a1% 1 50%
f Purchased
f Transportation
40% — 40%
30% +—— — 30%
20% +—— — 20%
10% +—— — 10%
82% 94% 41% 36% 90% 76% 31% 65% 63% 75% 96%
0% T 0%
& ‘ ‘-\\o"c ,-oo“ & . 2 ‘&\\\9' \cgf’ {&a" \i“‘é’ :.'P\Q -&\ef'-‘
& < @ & N & < G & N &
& & o & & & F > & P &
& ¢ & & < ¥ & g i <
& © & & £
BN S B o
S & & <&
& € Q@ Source: immr Local Search Study
Q_Qn
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What accounts for the pervasive use of Local Search? As shown above, the availability of mobile devices
—especially smartphones butsal tablets— makes it much easier to search, not just at home but also on

the go. Alwayson devices remove the barriers to search, thereby increasing incicemt&equency of

use

Search content is also now richand more completegiving consumers ane reasons to search. In the
survey individuals who searched in a categoeye asked w hiafdrmation wereyouseekin® "As

shown in the data below oRe st aur ant sotantyda dorisumiera Igok Up listings and NAP
(names, address and phonember), but they can also get directions, read reviews, viemusand

even check to seehetherrestaurantsof interesthave specials or discountfnterestingly, for

Restaurants each one of these reasons was checked by at least 30% of respondétitsnore
“content” from more sour ces loaalsedrclallowsicensumertoal | of
discover, evaluate andhore easily makehoices and purchasegross categories.

Restaurants
Type of Info Sought and Dining
Map, distance or directions
p
Hours of operation
When Listings
searchingfor Address
(business), Prices 38%
what Website 36%
information Phone number 2%
we I'E_ you Consumer ratings, reviews 33%
SEEkI ng? Promotions-discounts 28%
\ Product availability 14%
Other information 5%

Source: immr Local Search study, 2012

1 Invirtually everyproduct/servicecategory, local search represeras
essential tool for businesses, not just to attract new customers but also {
serve existing customers.

|mp||Cat|0nS f Givenconsumer s’ e xtlecal searghebusineskes mustc e
continually revi ew amotal deavch platformsh e
Confirming that search results s
business effectively is vital.

immr Local Search Study -8- August2012
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Devices Used for Local Search across Categories

We also examined the incidence of losahrchby device, e.g., among purcles in a category, the
percentagewho have done a local search in the category within the last geaach device (PC,
smartphone and tablet) The latter two are based just on those who own the devices, of course.

The table below shows the incidence of4l search by device, includiR€ssmartphones and tablets.

For example, among the 94¢murchasingd Restauamaadt Di ni n g "ofthose,63%dela | a st
local search for Restaurants on their PC; 59%mafrtphoneownersdid a local search for Restaurants

on their smartphone; and 42% of tablet ownelisl alocal search for Restaurants on their tablets.

Clearly, Restaurants and Dining is a gapuategory for local search.

y |

In all butone of the 11 categoriesthe incidence ofocal searclfe.g.,searched within the last yeai
highest on PCs, followed by smartphones and then tablets. Inciddrigeal search osmartphones
ties that of PC# one category (Transportation) aaghproaches that of PCstwo other categories
(Entertainment, Restaurants and Dining). While somewhat lower in other categdreemididence of
local search on smartphones and tablets is still significant, ranging betwe2a920

Among Purchasers in Category, Incidence of Local Search by Type of Device

Purchasers
(percent)
100%

Percent

Purchased =~ —#—Searched - Anyt Searched - PCT —+—Searched - Tablett

Among purchasers in each category, what percentage has done a local search, by device?

87%
84%

’\..\so.%

.

——Searched - Smartphonet Searching

100%

90% 90%

79%
77%

80% - - 80%

12%
70% 70%

67% 67% -

'\-0\51%
56% 55% S

= A5% |

70% - 70%

63% od%

62%

S56% 60%

so% 52%

50% -~ 50%

41%

40%
30% ~
20%

10% -

The incidence of search emartphones isparticularly impressivand testament to the value of having

- 40%

- 30%

- 20%

- 10%

Source: immr Local Search Study

fIncidence is the percent of purchasers in a category who have done a local search in that category within the last year.

analwayson, eay to use device for search that, increasinglynsumersalways have with themIn
several categories Restaurants, Erttainment and Transportatior 50-60% of consumers agsing

their smartphones to do local searchedn retail, the numbers are also impressive, with 41% using their

immr Local Search Study
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smartphone for local searchin these categories, especially, smartphones play an itapbrole,
enabling consumers to plan, make decisions and coordinate with others ih ieahe whi | e

on th

The chart above shows thecidenceof local searchFromother questions in the survey (summarized
previously om. 4) we alsomeasured thdrequencyof local search, across categories, by deviBés,
smartphone and tables. More than 8 out of 10 (83%martphoneowners do a local search on their
smartphoneat least once a week and a sizable number (42%) do local searchesirsntartphones at
least 34 times a week. Althoughe did not measure frequency @fcal search by category, we suspect
that a large percentage of searches on smartphonespecially when oubf-home—are for planning

and coordinating with friends awtmd dining, entertainmnt and other social activities

The ncidenceof local search on tabletamongtablet owners,s quite similar to that ofmartphones.

With their small form far and instanton capability, ablets remove much of the friction from

searching. In addition, aablet adoption grows]ocalsearch providerand developersvill most likely

tailor the Ul to make searchingasier and even morenjoyabg, particularly when the user is browsing
ordoingan' e x pt or y jesktadiscohe’r wh at '(tkink Rintexeistlfoaldcéttractions,
events,etc.). In Retail, where exploratory searcHilely commonthe combined incidence of search on
smartphones andtablets already exceeds that of P@dthough the jury is still ougdvertisers may also
incorporate QR codes into print media, billboards, posters and even TV, which could trigger more local
search (e.qg., for directions, reviews, price comparisons, etc.), especially when consumers are out and
about.

1 Due tothe convenience, ease of use and growing number of opportuniti
to use mobile devices, local searchsmartphones and abletswill continue

to grow.
_ _ T As consumer s’ needs and expectat
Im p||cat|0ns providers and businesses wiked to adapt search solutions accordingly.

9 With tablets andsmartphones, consumers may use local search in new a
different ways-forexamplewh i | e i n “sear ch ang¢
Pinterest, to find a product of interest locallfsearch providers and
businesses will need to adapt accordingly.

What Types of Information Are Local Searchers Seeking?

Until just recently localsearch data contained primarijyAP (name, addressxd phone numbérand

perhaps hours, directions, and (possibly) brief desimigof busineses—to obtain additional

information, consumers needed tmall or visit Now,a much wider range of information is available,

includingstatic pours,location.et c¢. ), personalized (directions from
dynamic inbrmationthat can change by the hour, such@educt availaility, prices, specials, etc.

immr Local Search Study -10- August2012
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r i ¢ h data,avaifalilerfar @ grosving number lofisinessedpcal searchs becoming even

more usefulallowing consumers taot justfind businesses, but evaluatnddecideon next steps.

From the list in the table below, respondents also checked¢ason(s) for which they were doing a
local search, again, by type lofisinessThe top reasons for searchirdistings, NAP (name, addreasd

phone number) and directionsare consistent across each of the types of business examined. However,
sizable numbers of consumers are searching for additional information. For example, hours and prices

are especially important reasonsRestaurantsEntertainmentand Retail finding links taa

website is another common reason.

Type of Info Sought

Restaurants/

Dining

Enter-
tainment

Local Search - Information Sought by Consumers

Automotive

Personal and
Healthcare ) Transp.
Fitness

Groceries Retail

Contractors

Prof. Services

busi

Financial
Services

Listings 30% 32% 29% 27% 14% 35% 35% 18% 15% 24%
Hours of operation 34% 26% 22% 24% 11% 34% 38% 6% 8% 16%
Map, distance or directions 47% 27% 25% 28% 19% 13% 32% 35% 5% 10% 16%
Address 23% 28% 31% 21% 8% 30% 33% 12% 12% 20%
Phone number 34% 22% 28% 37% 25% 14% 23% 26% 18% 15% 21%
Website 36% 30% 27% 24% 20% 12% 28% 36% 12% 13% 27%
Prices 38% 31% 28% 13% 21% 14% 28% 32% 11% 10% 12%
Promotions-discounts 28% 20% 16% 7% 14% 6% 30% 28% 5% 5% 8%
Consumer ratings, reviews 33% 19% 19% 19% 15% 5% 11% 15% 15% 10% 10%
Product availability 14% 18% 15% 7% 9% 6% 21% 28% 4% 5% 9%
Other information 5% 8% 3% 6% 2% 3% 3% 3% 2% 1% 5%
Note: Percentages = # who checked type of information sought/# who searched for business in that category Key Top Reason Source: immr Local Search study, 2012
[ a0%+

The category oRestaurantsuggests several insightas shown earlier, éstaurants represent one of
the most popular categories for local search. The restitse provide a partial explanation. Of tH&
possible reasons, 8ere citedby at least 30% s

the availability oficher, more completeontent & well As providers acquire and make accessible
richer content in other categories, we expect to see more consumers sagrébi more reasons, in

thosecategories.

30%+

ness

“r e as 0 n s—dirextions,prcess ratihgs ang ”
website addresgmost likely to view menus, parking, etc.) stand out. Given the frequency, cost and

potential disappointment associated with eating out, consumers rely heavily on local search to make
sure their experience is a good ofde extensivaiseof local search forestaurantsis attributable to

Which Sources Do Consumers Use for Local Search?

For categoriesn whicha local searchad been done, respondents also indicated which source(s) they
used. Sourcesaand examplesistedin the survey includé) search engines, like Google or Bing; (ii) local

search sites, likéhe YP.com" site, Superpges, CitySearch and Yahoo! Localiiortal search site,

like AOL, MSN, and Ask.com; (iv) reviewssite | i k e
are summarized in the table below.

immr Local Search Study
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Local Search - Sources Used

Source(s) Used when Resta.u.rants[ E.nter- Automotive | Healthcare Pers.unal an Transp. Groceries Retail Contractors |Prof. Services Finar.u:ial

searching for @ Dining tainment Fitness Services
Search engine 75% 66% 62% 60% 52% 31% 74% 76% 26% 25% 50%
All Others (net) 67% 49% 42% 41% 40% 25% 50% 44% 28% 25% 33%
Local search site 24% 18% 17% 15% 15% 10% 18% 19% 11% 9% 11%
Portal search site 12% 12% 11% 10% 9% 7% 15% 12% 5% 7% 9%
Review site 24% 13% 11% 11% 13% 6% 11% 9% 11% 7% 9%
Other source 6% 7% 3% 5% 3% 3% 7% 4% 1% 2% 4%

Note: Percentages = # who checked source/# who searched for business in that category Source: immr Local Search study, 2012

Given theubiquity and ease of usat is not too surprising that search engines are ithest widely used

sourcefor local searclin each of the product/service categorie®espite thepopularity of search

engi nleother(ndnis ear ch engi ne) s o ur-whlessplitarross locallsesach wi del y
sites,portals and review site$pr Restaurants as many as twhirds use a source other than a search

engine; in six other categoriest least four out of ten usa sourceother than (or in addition toyearch

engines.In two categories- Contractors and Professional Servicihe percentage using al | ot her
sources (net)” exceeds or matches that of search

While search engindsave becomehe most populaisourcefor local search, these findings and other
data suggest that there is still considerable room for innovationemeh newsources. The following
offer clues on where opportunities lie:

T As other studies have shown, social networking
survey, 6 out of 10 visit a social networking site at least daily, and %igit Biultiple times a
day. Determininghow best to incorporate individuals’ *:

promising direction for providers.

1 Use of locatioraware apps, especially navigation,dmartphoneusers is significant and
growing. In our survey, out of 10smartphoneownersuse locatioraware mobile apps
Integrating location- not just for maps and directions, but increasingly hyperlsealrch results
—will be important.

1 Given the importancef unstructured datgsuch as menus, reviews, etto consumers,
incorporating such informatiowill also enhance the usefulness of local search resultsheAs
findingsabovefor Contractorsand Professional Servicasight suggest, consumers value such
information.

How Consumers Define Local

The teftmm fTbBookhten used winte&chaf theightcgegaiesishowen belosvf | ni t i
we asked respondents how far they usually travel to shop at the business they use most often. The

results show that anajority of consumershopwith businesses hin 15 minutes oftheir home or

work, and nearly all within 20 minutesNaturallyjn product and service categoripsirchasednore

frequently— Groceries,Hair Salons, éstaurants, etc—consumers tend to shogt businessesloser to

immr Local Search Study -12- August2012
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their home or offte. Conversely,dundaries are wider for product arggrvice categories purchased
less often.

How Far Consumers Usually Travel for Businesses Used Most Often by Category
M 10 mins orless W 11-15 mins. 16-20 mins. 21-30 mins. W 31-45 mins. W46+ mins.

Grocery
Hair Salon

Discount Stores

Restaurants

Retail

Movies

Physician

Live Performances

70 20 S0 100 Percent

5
8
8
8
3

Source: immr Local Search Study, July 2012

Of course, for all types diusinesses ndi vi dual s somet i me s-astdiscasgeell| “ f urt
below,reasons include better selection, better prices, for brands they prefer, and otfidnss,

consune r s’ definitions of Itheboandariessheownsalooveextdndttl el ast i ¢
some degree on occasiolVith the advent of Groupon, Living Sd@ad others offering daily deals,

consumersalso have a wider range of offers from local businesses to consider.

To better under st and tfdnsxbusinessategoreedve dsled respondentsn(i ar i e s
whetherthey sometimegravelto a loation or storethat is further away than the onthey usually go
to, and if so (ii) how long it took twavelto the other location.

As shown in the tablen the next paggin each of the categories a substantial percentage of consumers
—50-60%-— travel beyond their usual shopping area. And when they do, they travel 30, even 40 minutes
to reach thér destination For example, for live performancé4% of respondents sometimes travel

further than usual, and othose occasionthey travelon averagetO minutes.

immr Local Search Study -13- August2012
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Avg. Time
Percentage Who Travel Further than Usual by Type of Business Traveled
(mins.)
performances
Store

30%

g8

10% 20%

40% 50% 60%

Source: immr Local Search Study, July 2012

Not surprisingly, for Retail, Discount and Grocery Sttreseasonamost often cited by respondents
areselection and priceln each of these three categoriesone than half cited oner both of these

reasons. Among retail shoppers, one in threel

so cited “ Br antteytravedfurther e d ”

to shop. In the other three categories examinelovie Theatres, Live Performances and Medical Care

—the reasons cited were more varied, with quality, serei

four.

Whil e consumers shop

a n d méntiandd &y at least one in

“

closer to htatf)Sizableo st of t

numbers are willing tdravel outside their usual habitand (i) selection, price, and quality are powérfu

draws. Given this elasticity,lbs i nes s e s

should cont i areafotskaychdnd est ”

advertising- otherwise, theyare likely miss out ononsumersvho arewilling to travel the extra mile.

Reasons Why Consumers Travel Beyond Usual Shopping Areas

Percent Citing Reason x Category

Retail or Dept. Discount
Reasons: Store Store
Bigger selection
Better prices-sale
Brands they carry 37% 26%
Higher quality 26% 16%
Service 13% 11%
Amenities (parking, dining, etc.) 8% 9%
Other reasons 10% 13%

Grocery Movie Live Medical
Store Theatre Performances Care
42% 31% 21% 10%

24% 14% 14%
33% 13% 13% 10%
25% 28% 23% 33%
13% 21% 15% 47%
7% 17% 16% 10%
9% 23% 39% 27%

Q: What would you say are the main reasons you traveled further than usual to the business in the category? (Check all that apply)

immr Local Search Study

Source: immr Local Search Study
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INSIGHTS

Of cour se, cons umed dstancsshravelgeie alg influentetdhyearnumer af
other factors. Boundaries, for example, vary by population density shown below, those in urban
areas as well as more rural areas travel further, while those in suburban and small-$izeudties
shop within narrower boundaries.

How Far Consumers Usually Travel for Businesses Used Most Often by Urbanicity

¥ 10 mins. or less M 11-15 mins. 16-20 mins. 21-30 mins. W 31-45 mins. N 46+ mins.

Suburban

] Shop within narrower boundaries

Small-Mid-size
Cities

Urban

1 Shop within wider boundaries

10 20 30 40 50 60 70 80 20 100 Percent

0
Source: immr Local Search Study, July 2012

T Consumer s’ definitions of “I|l ocal

T The boundaries of “local” as def
—individuals often travel beyond their usugtiopping areas for a variety of

. . reasons, including price, selection, experience and others.
Implications 9P P

9 In using local search to reach consumers, businesses should (i) test van
boundaries and geographies, as *
try a vaiety of appeals and offers to attract those consumers willing to
travel.
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Segmenting Local Search Users

INSIGHTS

Resultspresentedaboveconfirmthat a large percentage of consumerselocal searcton a regular
basis Within the population there is a subsafttthat usedocal searcleven more extensiveklythe
segment relies on local searih daily(on average)and (iijacrossa range oproduct andservice

categorieqat least six out of the eleven examined)

This segment, whi ¢ h wes isdnapbridntfdr & mumtzer of reasoas. AltScaighr ¢

just 24% of the sampléyvid Usersccount for over half of all local search voluma s

“hedgvy hi ser

groupis clearlyvital to the success dbcal search provideradvertisers and merchantEqually
important, this segment provides a glimpse into the future of local seaatshownbelow, while Avid
Usersare more likely to own botlmartphones and tablet{1.2— 2x), they arenuchmore likely (46x)
to use those devices for local seardis more consumers adopt and us®aartphones and tablets, the
average useis likely to gravitate toward the usage patterns of Avid Useos just on search but on

other dimensions as well.

The next section prdés Avid Local Searctséfs on a number afimensions-their use of mobile for
shopping, participation in social commerce, use of locadliamand others-and highlightsdifferences
between this important segment and Average Users.

Percent of Sample

Local Search at least daily
Categories Searched (avg.)

Gender— Male
Age - 21-35
Employedfull-time
College Graduates
HH Income - $75k+

SearchonPC at least dailyt

Own Smart phone

Searchon Smartphone at leastdailyt
Own Tablet

Search on Tablet at least daily*

TLocal Search

Profiling the Avid Local Search User

Average Avid
Local Search Local Search
User Users

76%

52%
511

49%
32%
49%
47%
35%

27%
72%
19%
30%
15%

24%

100%*
8/11*

52%

51%*
72%*
57%"
47%*
92%*
97%"
86%"*
65%*
85%*

“Significantly different

The * s piahte next pagahdws the profile of Avid and Average Local Search users on some
15 dimensions, each explained belo& of the 15 dimensions (marked with an (M)) refer to behaviors

immr Local Search Study
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on smartphonesand were asked, of course, only of smartphone own@&@seach axis of the chart, the
percentage for the corresponding dimensiont®wn for both Avid and Averageskrs—for example,
within the last 30 days 94 of AvidJsers(who own smartphoned)ave used a mobile shopping app
compared b 53% among Averageséfs (who own a smartphonefpr the sameperiod; similarly, 3% of
Avid Wsers havepurchased a daily dead the last 30 dgs, compared to just 28 among Averagesdrs

Profile of Avid vs. Average Local Search Users

M-commerce |

Shopped at retailer on mobile Social

Local

100% ——
Used shopping ap—p—llll.ﬂ-______.----""n B

~——__ Viewed in store, bought online
90%—-—

Posted review of
business/product (M)

Made first-time purchase
from service provider -

Patronized local =~ |
merchant/store

Liked/followed brand/
.| company on Facebook

Read local

newspaper online T\ — Checked in (M)

Purchas ed "daily deal’ "/ Clicked on mobile ad (M)

_Dowmloaded brand's

Used mobile coupon (M) mabile app (M)

e
Jscanned QR/Barcode (M) of preduct/brand Brand J

Promotion

—fyerage User  =t=Ayid User

Note: (M) is “among smartphone owners” Source: immr Local Search Study

As discussed on the next page, local search is one of a number of interconnecteisetiat span
mobile, sociahnd local. @ all of the dimensions abovAyid Wersscoresignificantlyhigherthan
average userdyy as much as 2x4x.

In the following profileof Avid LochSearchers,|bof the datareflect behaviorsii t h e laaysst. "3 0 d
Also, shownn parentheses (e.g., 2x) aredexescomparing Avid Bersto Average Users.
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Mobile Avid Local Searalsershave embraced/-commerce:

Commerce A Of those who own a smartphon@,out of 10 have used a mobilaapping
appin the last 30 daysAvid Users arenuchmore likelythan Average users
to usemobile shopping app©1% vs. 53%or 1.7x).

A Nearly the same numbé&B5%)haveused theirsmartphoneto shop at a retail
store(vit he retailer’s @®afdsite or mot

A With the mobile hternet andprice comparisorsites availablat their
fingertips, Avidsearchersar e not hesi t dviewa productinga
store, only to purchase the product onlinesince 4 out of 10 have done. Ry
comparisonthis practice is uncommon among Averagsers—only 10%
have engaged in showroomin@t.2x)

Social AvidLocalSearchUsers are also active participants in social media and
Commerce

commerce

A 3 out of 4 have posted a review of a business or product on a resitew
(2.6x)

A 7 out of 10 have liked or followed a brand or company on Facefh6k)

A Over half have checked in at a location using Foursquare or similar servic
(2.7x)

AvidlLocalSarchers engage with brands frequently and in a variety of ways
A 8out of 10 clicked on a mobiked for a productservice or busineggx)

A 3 out of 4 downloaded a mobile app published by a bréhéx)

A 4 out of 10 purchased a new product or brand for the first tifBex)

Promotion AvidLocalSearchers are also using digital promoticarsd technology at point
of-sale:

A 3 out of 4 have scannealQR or barcode
A4 out of 10 have purchased a “dai
A 3 out of 4 have used a coupon stored on their mobile phone

Not surprisingly, AvitlocalSearchers also activelshop andnteract with local
businesses:

A 3 out of 4 read their local newspaper (online) (1.5x)
A 2 out of 3 have shopped at a local merchang(,not a chairstore) (1.6x)
A 1 in 3havepurchased a service from a business for the firae (5x)

T Given the “share” of mar k eJserst h ey
Im plications represent an important segment for advertisers and businesses.

9 Avid Wsers are also harbinger of the future that providers can learn from
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Conclusion

The Local Search study provides a comprehensive view of how consumers use local search, both now
and in the future. To recap, key findings and conclusions@arenarizecelow:

A Aneardaily ritual for many consumers, amormousvolume of local search auity is being
driven by theutility, accessibility and a growing thp of searchabldocalcontent
A A significant portion of local search is being donesorartphones and tablets. By removing
barriers and frictionalwayson devices increase the incidence and frequency of local search, at
home as well as on the go.
Asthe penetration ofmobile devices increases, the overall volume of local seartikely to
increase in parallel.
With their small form factor, instardbn capability, and fluid, touchscreen Ul, tablets are a
popular device for local searches.
As QR codes, Nf@earfield communicationsand other proximitybased digital connections
become more prevaldnconsumers are likely to search abtets in new and iferent ways.
While listings and NAP (name, address and phone number) remain important, consumers are
often searchingor additional informatiorthat ishelpful in planningand makingdecisions.
When additional information is availableaswith Restaurants-it is readily used by consumers.
A The boundaries of "local" vary and are elastindividuals often travel beyond their usual
shopping areas for a variety of reasons, including price, selection, experience and others.
A While search engines have become th@minant source in local search, themberof
consumers using all other sourcegérch ges, review sites and portals§ comparable.
A Accounting for over half of local seareblume, heavy usersor “Avid Wers, aswe've called
them —are acrucialsegmentfor businesses and the industry as welbasarbinger of the
future.
A As penetration and use simartphones and tablets grow, the average user is likely to look more
and more like Avid Users, not just on searci ¢tn M-commerce, social commerce and other
dimensions.

> > >

>\

For local search providers, agencies and consultants, local search represents an enormous market. Not
only is the market large and growing, but also changing in ways thangertant for businesseand

the search industry. Innovation in local search is likely to continue unabated, with the most significant
opportunities including:

A Refining the Ul, especially for tousreen devices andynamic,unstructured content

A Incorporating individuals' "sodigraphs" into search results, especially for those in "explore and
discover" mode

A More fully and effectivelyntegrating location, not just for maps andeitions, but in ways that
capitalize on hyperlocal capabilities in mobile

A Extracting and making metocally relevantunstructured dataavailable to local searchers

A Incorporating in reatime more dynamialata into local search results

While local search has its roots in printed directories deliverenltadoorsteps, the industry is far from
mature. As providers and businesses adapt to and capitalize on the forces outlined above, the future
promises tobe very exciting.
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Appendix

About the Author

Dr. Phil Hendrix is thfounder and Director dinmr, a research and consulting firm that helps clients

bring innovative new products and services to market. Phil helps clients uncover customer needs,

optimize product/service features, achieve competitive differentiation and acatd market

acceptance. He &so an analyst i6igaOm Profocusing on mobile, location and-commerce, in

particular. Recent reportsincludeuni ng i nto Consumer sSoLoBMe-gi t al Sign:
EmpoweringConsumers and Transforming Shopping (Sept. RMarket Outlook for Tablets (April

2011) and_ocation- the Epicenter of Mbile Innovation (Feb. 20)0

Before founding immr, Phil was a partner with DiamondCluster (Ra¥Z Advisojyand a principal with
Mercer Management Consulting (naliver Wymai Previously, he was a professor at Emory

University and the University of Michigan, where he taught cesiia research, buyer behavior and
marketing strategy. Phil received his PhD in Marketing from the Graduate School of Business, University
of Michigan.

Phil can be reached on Twitter at @phil_hendrix on&a@immr.org

About Street Fight

Street Fightisa media, events, and research compdogused on the business of hyperlocal marketing
and technology. Launched in April 2011, the Street Fight website and Street Fight Daily newsletter
provide daily essential news, commentary, case studies andtb@aticles for businesses to succeed in
hyperlocal. The Street Fight Summit conferences are ratteind events in New York and San Francisco,
bringing together top minds to discuss the leading topics of the day and make important new business
connections.

conducts research and analysis on industry trends within hyperlocal marketing.
Drawing on the direct experiences of participants in this dynamic ecosystem combined with powerful
data from original and egiing sources, Street Fight Insights publications feature the knowledge and
best practices required to succeed.
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About YP

YPis North America's largest local search, media and advertising company. Its mission is to develop
innovative solutions that connect consumers and businesses. Millions of searches occur da¥pPusing

products to find, compare and select local merchanke tompany's flagship consumer brands include

the YP.com site, a top 40 U.S. Web domai n, t he h
directory, the largest Yellow Pages directory in the world by revenue.

The company's wide range of print adijital advertising products is designed to address the evolving

| ocal search needs of consumers and help advertis
provides advertisers with an opportunity to reach more than 180 million monthly users &0ss

affiliated online and mobile publishers.

Through customized campaigns designed by expert advigsBmpvides local businesses with one of

the most cost effective sources for consumer | ead
of mediaconsultants and customer service professionals in local markets across the US with

relationships spanning over 700,000 businesses.

About the Study

The data reported in the whitepaper are based on an online survey conducted by immr in June 2012.
The surey, conducted with an online sample of 1,145 respondents, took an averageldf mhutes.

The national sample, selected by screening respondents recruited via an online sample provider, is
balanced on gender (50/50), age (approximately equal numbensdm 2134; 3544; and 45+) and

region of the country. Given the importance and rapid growth of smartphones, smartphone owners are
oversampled in the study relative to their incidence in the population (representing 80% in the sample
vs. 60% in the onlinpopulation).

Note: Results reported in the whitepaper are all based on survey-davauser data fromyYPor any of
the other companies cited was used.
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