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| ] Every day, we move closer und closer to total smartphone obsession. According to Pew,

. the average udult looks ut their phone ut leust 41.5 fimes u day - this jumps to 109 fimes u

. day for younyg adults. Our phones are our lifelines, always on and by our side

everywhere we yo - to meetings, to bed, even to the buthroom. As observed in our

: ohyoiny Puth-to-Purchuse reseurch, across most verticuls, mobile devices play an

. essentiul role hot only for our duy-to-duy heeds, but dlso in our purchuse decisions — from

initial resedarch through conversion. In fuct, 35% of smartphone owners und 37% of tublet

: owhers consider these devices the most important mediu outlet for informing u purchuse

. decision over more fraditional sources such as PC or television.

Unlike other mediu sources, these smaurt devices yive us the ubility fo leveruge u

. consumer’s current, pust, or even future locution behaviors to determine relevaunt

. content und ud messuyes thut uppeul to U specific audience. Becuuse our devices

dre so personul, relevancy is the key to ensuring that ud messuges provide vulue to the

. consumer - the ultimute goul beiny that your messuge is not only seen, but acted upon.

. Achieving this level of relevancy reyuires engaging mobile users s they move throughout

their duy. Locution is more thun d point on u Mup — externul cues such us time, weuther,

: und state-of-mind cun dll impuct how u user will enguye with un advertisement, Highest

. ehygyuyement comes from providing the user with the most relevant information for their

current mobile moment in time. To meet this heed, murketers ure developing wuys to refine

: tfraditiondl und online murketing technigues to best leverage the mobile medium.

One such techniyue is whut we refer to us “conyuesting,” or the uct of turgeting the

location of your competitors with a combination of right place/right fime ad messuyes
. und promotions to drive your competitors” customers to reud your messuye und
. tuke uction!

In this report, we will check in on the mMdjor performance und overdll usage tfrends

. seen ucross the xAd platform from April through June of 2013. In addition, we will discuss
locution targeting with d specific focus on competitive yeo-conqyuesting und the
opportunity this provides to marketers.
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A PUBLICATION OF

MOBILE-LOCATION INSIGHTS = Q2 2013

xHd.

................................................................................................................... > 3

EXPANDING THE GEO-LOCATION OPPORTUNITY
THROUGH GEO-CONQUESTING

As murketers ure redlizing the tfremendous opportunity in locution-bused mobile uds, turgyeting methods
dare becoming more sophisticuted. In addition to yeo-fencing und geo-specific behavioral targeting
(us discussed in previous reports), yeo-conyuesting is how becoming d locution targeting horm.

While the ideu of conquesting is well-known by print, television, und online marketers - mobile marketers
cun now take this type of targeting u step further by leveraging d user’s precise location and proximity

from competitors’ locutions.

HOW DOES GEO-CONQUESTING WORK?

The most popular form of geo-conyuesting leverages the technhigque of geo-fencinyg to reuch and
enguye consumers when they dre in or around u target competitor. Another form of conquesting leveruyes
u device’s pust locution behavior — dllowing Marketers to reach consumers who have previously visited d

competitive locution,

REACHING CONSUMERS UNDERSTAND THE PAST TO PLAN
IN THE MOMENT FOR THE FUTURE

These consumers are in the process of
making a purchase decision at or around
your competitor’s business. Reach them
with attractive offers to influence their
immediate conversion decision and
bring them in the door.

Use Case — Drive awareness and
immediate action on existing offers or
promotions going on now

Knowing where a consumer has been can
help you influence their future conversion
behavior. Understand their patterns and Your Location
how to best market to these mobile users to

provide relevant offers, while placing your

brand at the top of their consideration set
over your competitors.

Competitor

Use Case — Drive awareness for future

offers / promotions in the hope of changing
the consumers behavior
on the next visit

Conquesting allows marketers to

expand their targeting outside of their
own locations to help bring their brand to
the top of a consumer’s consideration set
at the moment of purchase decision.
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* Run of_Network (RON) — refgrs to -
QUARTER TO QUARTER pe o bstiontargeting. It hese
campaigns solely rely on targeting methods

CAM PAI GN TA RG ETI N G such as demo or content targeting, etc.

TRE N Ds e Standard Geo-Targeting — the use of zip

codes, cities, DMAs or other standard geo
boundaries to define an area in which ads
can be targeted.

Geo-precise turgeting technigues continue to guin
fraction over stundurd forms of locution turgeting
such us zip code or DMA. In Q2 we saw the strongest ¢ Geo-Precision Targeting — refers to
adopption of this techniyue to date, with more than targeting areas that do not conform to
90% of cumpuigns employing some form of standard geo-boundaries. Instead target

. . T is based on more granular areas as
yeo-precise furgeting. dictated by an actual GPS location or

specific behavioral data

- Geo-Conquesting is a form of
geo-precise targeting leveraging a user's
current or past competitor visitation
behaviors to target ads

Geo Precise

\ Standard e
)
RON cmmn

Q22012 Q32012 Q42012 Q12013 Q22013

Geo-Precise cumpuigns ure particulurly popular during Q4 und Q2 driven by seusonal activities: holidays for
Q4 und summer vacation and travel for Q2. While we continue to observe seusonal fluctuations, there is
cleur overdll upwuard trend fowards leveraying gyeo-precision that we expect to continue us udvertisers refine
their mobile maurketing strateyies.

GROWTH IN Percent of Geo-Precise Campaigns

GEO-CONQUESTING

Using Geo-Conquesting

%
In @2, heurly u third of xAd’s yeo-precise cumpuigns 32 (o)

used yeo-conyuesting, up from 22% in Q1 2013. Murketers
ure leveruying the power of location to reach not only
their existing consumers, but dlso tfo uttfract new business
by targeting their competitors. Geo-precision offers un
opportunity to extend cuampuignh reach while sfill
mauintuining relevance. As cumpuignhs show powerful

22%

returns using this technique, we unticipute similar growth Q12013 Q22013
us we've observed with overdll geo-precision.
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TOP MOBILE AD CATEGORIES @2 2013
OVERALL AND GEO-CONQUESTING

While the top three overdll mobile ud cutegories remuined consistent with Q1, location
targeting is becoming increusingly important for the Retuil and Auto industries. In Q2 these
cuteyories replaced Hedlth & Beauty and Travel in the top five.

We saw geo-conhyuesting used across multiple industries in Q2. Verticuls that don’t
necessurily require un in-depth purchuse considerution benefit the most from this
technigue. Restaurants, gus stations, or hotels ure perfect examples where consumers
dre often muking u spur of the moment decision und cun eusily be influenced with an
uttractive offer if reached ut the right moment in time.

As u result, it should come us ho surprise that the top cuteyory utilizing this technigque
in Q2 wus restaurants. Restaurant mMarketers are taking advantage of mobile’s ability
to cupture the uttention of potential putrons us they are thinking ubout visiting <
competing restaurant to help Move their brands to the top of the consumers’
cohsideration set for lunch, dinher, or anytime they have the urge - dll in the

hopes of chunging their pluns und filling their own sedts,

Top Mobile Ad Categories Top Geo-Conquesting Ad Categories

(Q2 2013) (Q2 2013)

Finunciul Services/Insurance 0 Restuurants

Telecommunicutions e Retdil

Restaurants e Financiul Services/Insurance
Retdil e Travel

Auto e Gus & Convenience
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GEO-CONQUESTING TURNS HUNGRY
SMARTPHONE OWNERS INTO PAYING CUSTOMERS

Campaign Goal:
To increuse uwdreness und infent to dine for lunch and dinner while driving truffic
into restaurunt locutions from both loyul customers und those considering other

cusudl dining restaurants,

Solution:
Location Targeting Solutions - 10 mile SmartFence™
around Outbuck Steukhouse locations

Geo-Conquesting - 5 mile SmurtFence™ uround other
cusuul dininy locutions.

1 GUTBACK
Results: SIRLOINI&ICRABILEGS,
e Overull campuign exceeded the industry benchmark 2 A SUARVINGAT TS I Hdd
Click Through Rute (CTR) by neurly 80%  MOMS LOVE - VIEW MENU o\
, , , “BARBIE”—Q.. ' 2
e The yeo-conqyuesting portion of the cumpuign performed AND. AN AUSTIRALIAN AGG

on pur with the loyalty portion. By CLCK HRETO A ARESE

e However, post-click uctivity wus highest on the geo-
cohyuested portion of the cumpuign showing an 11% lift
oh conversion uctions such us uccess fo u store locutor.

CTR

4 ) CCTIDEEOES  suranek

78% Lift < =% |/ STARTING AT JUST

PRACES, FROCUCTS & PARTIOFATION MAY VARY. FORA LWITED TiE ONLY.

e
. “For Outback, it’'s always important to have top of mind

INDUSTRY ~— GEO-CONQUESTING  OUTBACK awareness in the very competitive casual dining

BENCHMARK LOCATIONS
restaurant segment. Through geo precise targeting
Conversion - Store Locator techniques, we have the ability to provide mobile
+11% users with relevant information, such as offers, easy
A I ilnEruzs eraiere pester map and driving directions, to help in their decision-
shows putrons of other cusudl . . . . .
dining locations now making process in the hopes of ultimately influencing
considering Outbuck us un their decision to dine at an Outback.”

dlfernative dining option.
Targeted mobile ads
delivered ut the right place
and fime cunh chuhye
consumer behavior!

- Karen Soots, Vice President of Media Services
Bloomin’ Brands Inc.

OUTBACK GEO-CONQUESTING
LOCATIONS
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LOCATION-DRIVEN PERFORMANCE

As in previous quarters, locudl relevance drove performance in Q2 with xAd'’s locdlly targeted
cumpuigns performing well above the industry standard click through rate (CTR) benchmarks
for display und search at 0.58% und 9.1% respectively.

10%

8%

6%
. Industry 4%
. ¥Ad 2% . Industry
. xAd (Geo-Conquesting) 0% . xAd

TARGETED DISPLAY SEARCH

Geo-Conquest Performance
Geo-cohyuest campuighs saw similarly enhanced results with an average CTR of 0.57%.

The performaunce of these campuigns is on par with overdll location-driven targeting,
demonstrating the power of reaching a consumer through relevance. Even when u mobile
user is uctively considering u competitor, they cun be influenced with the right message to
change their mind.

Geo-conhyuesting creutes un opportunity to expund your marketing audience beyond your
immediute locution while still providing u targeted messuge that will lead to clicks and further
enguyement — converting them into your future loydl customers.
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XHd As consumers become increusingly dejpendent on their smurtphones und tublets for
every-duay uctivities und decisions, mobile is quickly becominy one of the most powerful
ways to promote u brand. Reuching u consumer with a messuye ut the exuct moment
when they dure neur u locution und/or considering u purchuse creutes u luyer of relevaunce
hever before possible with other mediu udvertising. As discussed in this report, however,
locdation is not limited to your locution. Geo-conyuesting cun extend the reach of a
cumjpuign to increuse brand considerution und gyenerute hew business.

While the power of conyuesting is not new to advertising, there dre some intricucies unigue
to mobile und locution. Below ure u few best practices to keep in mMind us you udopt this
dpprouch to enhance your current or future mobile cumpuign.

GEO-CONQUESTING BEST PRACTICES:
1- Use Action-Oriented Creative

Coupons, promos, hew products, or limited time offers provide an |
extra incentive for u consumer to choose you over u competitor. I

2- Use Location-Aware Creative

Locution is centrul fo geo-conyuesting so leverage this uhique Top Stories
feduture to creute the Most relevant credtive by telling the i ﬁ;\.i ,

cohsumer how hear they dre to you.

3- Test Different Targeting Radiuses
The optimul turgeting radius used for yeo-conyuesting will vary
by business aund industry. As d result, fest multiple distances in your
cumpuigns fo determine the appropriate targeting fence for

your business. Conversion Rich Landing Page

4- Make Conversion Easy | EE—gr
The fewer barriers between a consumer aund your business, I
the more likely they are to come in the door. As u result, I

Locations
nnnnnn

Q. Enter ZipPostal Code Find
provide one-click access to things such das your phohe o
number, locution Mup or Mup und driving directions. R o o
(212)-938-6950

5- Track Performance Past the CTR
Secondary uction rutes are especially important in B o
geo-conyuesting us these consumers may heed somethinyg Siirie
extra to attract them from yoiny intfo your competitors locution.
Understanding what they are looking for (directions, menus,
coupons) is key to the success of your current and future 0
cumpuigns.
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XHd About This Report

e Published quarterly, this report provides tfrends and insights from the current mobile landscape,
purticularly how consumers dre using mobile to search for, find und interact with locul businesses.
By juxtaposing consumer demogyruphics with mobile behaviors, devices und platforms, the dutu
contdined herein will help businesses muke informed decisions about their current media strateyies
and future initiatives.

e For the purpose of this report, the locul-sedrch audience is defined us mobile phone owhers who
access the following content categories, either through their mobile browsers or applications:
business directories, clussifieds, mMups, Movie und restaurant information, news, redl-estate listings,
traffic reports und wedther.

e Metrics und insights provided are bused on xAd'’s platform und cumpuign datu
(April 2013-June 2013) from over 200 uniyue hational brand advertiser caumpuigns.

e For yuestions or to provide feedbuck, pleuse contact us at 888.234.7893 or getlocul@xud.com.

About xAd

Founded in 2009, xAd is ohe of the largest mobile udvertising platforms in the U.S. und the leuder in
delivering turgeted mobile uds bused on uccurate user location und search context. Across its
network, the compuny uggregutes und munages billions of monthly ad impressions from which it
derives the largest supply of locution-bused udvertising inventory in the market. xAd delivers targeted
mobile locution@scule for over u million hational und locul udvertisers, including brunds like
Pinkberry, Home Depot aund Wells Furgo.

xAd is bused in New York City with severdl satellite offices ucross the U.S. und internationdly.
For more information, visit www.xAd.com

About the xAd Mobile-Location Platform

Mobile is inherently locul — therefore user locution und locul context becomes the
ultimute proxy for turgeting und reuching mobile audiences. Mobile users ure in
constunt motion, und so contextuul fuctors ure ever chunyinyg und huve u direct
impuct on mobile user infent und enyuyement. xAd understunds these infricucies
und has developed targeting technoloyy that nhot only addresses these factors —
but uses them to serve the most relevant and meuningful ads to users ut the
forecise mobile moment in time when they dure most receptive of the mMessuye.

As u result, xAd is uble to turgyet uds bused on where the advertiser’'s most
relevant uudience is at any point in fime. Our ud-serving fechnoloyy
incorporutes user locution, reul-time und historicul seurch behaviors, und u

host of other variubles, to ensure every seurch und displuy ad is delivered in the
most impactful way, ultimately yielding uhpurdlleled performunce in the form of
high CTR (click through rate) und secondary action. And while our campdigns
cun be narrowly targeted for better campuaign relevance, our extensive hetwork
of high-truffic mobile sites, apps, and Mupping und havigation purthers, ensures
scule. We huve whut udvertisers heed to mauximize hational brand exposure

und uwdreness ucross U host of mobile properties, while honing in on specific
markets for local relevance.

xAd Platform Audience Reach

e Reuches over 100 million mobile users
monthly (source: comScore Mobilehs,
Moarch 2013)

e Serves the most uccurutely turyeted
uds with uccess to 30 Billion ud
impressions per month

e The only nhetwork that offers the
ubility to turget uudiences by
locution + first purty search context



