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Why Location Matters

The rupid adoption of smart Mobile devices is accelerating the usage and growth of locdl
seurch to such u deyree thut by 2015 it is projected thut more locul seurches will come from
Mobile phones than PCs. In fact nearly 6 out of 10 smartphohe users seurch oh their devices
ddily with 95% of these users having used their device to access locdlly relevant information
(source: Gooyle-Our Mobile Plunet, May 2012)

A user’s locution is un essentiul component to the mobile experience us 68% of smurtphone
uctivity is conducted out of the home (xAd/Telmetrics Mobile Puth to Purchuse study, 2012).
As u result, these on the go consumers want fust, relevant locution detdils and information
mautching their needs. Considering only u portion of u mobile user’s time is spent actively
sedurchiny - locully turgeted mobile udvertising gives marketers u unigue opportunity to inform
customers of relevunt businesses und offers surrounding them, while providing users u hew

and uhique way of discovering und selecting local businesses.

In this report, we'll outline key trends that show the growiny importance und focus on locully °
targeted uds by nationdl udvertisers while providing key insights info how consumers ure
leverayging mobile to find und interact with businesses ulony their puth to purchuse.
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Defining Location Targeting

In mobile, locution caun mMeun Muny things — it cun refer to u geoygraphic boundary or a user’s
current, pust or future locutions. As u result, the locul turget ureu deemed most uppropriute for
Mmobile ud plucement cun be defined in three ways.,
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<« STANDARD GEO-BOUNDARIES

such us zip codes, cities und DMA's to define un areu in which
uds cun be turgeted. This method is common in desktop
udvertising us it is effective in ruising locul market awadreness,
but less effective in driving immediute online or offline uctions.

<4 GEO FENCES

which dre turgeting ureus determined bused on u set proximity

or distunce away from select places or points of interest. The godl

of geo-fenciny is to incite response from consumers who ure near

or uround u specific locution to try und drive in-store fruffic und sules.
This method is most effective in driving imMmediute uction in the form
of increused locul store traffic,

<« GEO-SPECIFIC BEHAVIORAL TARGETS

refers to turgeting ureus thut do not conform to stundurd yeo
bounduries or circulur fences. Insteud turgeting is more precise or
dynumic us it is driven bused on redl-time or historicul consumer
behuaviors. Like geo fencing, the goul of this type of targeting is to
incite un imMmediute response from users — however, response may
be in the form of both online and offline actions us targeting is bused
more oh inferred intfent vs. a geo bounduary or postul address.
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Marketers are Getting More xAd
Sophisticated in Their Targeting

Throughout 2012 we suw hational advertisers shiftfing their focus from standard
ygeo turgets often seen in desktop or fraditional marketing (bused on standard
yeo bounduries such us zip, city or DMA dreus) to more yeo-precise tauryeting,
which dllows for the same reuch but with 20-30% less ad wauste. Through
technoloyies such us geo-fencing or xAd’s proprietury SmartFencing™

(which dllows turgeting bused on geo-specific mobile seurch behaviors),

uds cun be served onh u grund scule, but turyeted to reuch specific

mobile uudiences.

Shift in Mobile Targeting

. Geo-Precision Standard Geo (Zip, City, DMA etc)
(Includes geo-fencing
and geo-specific . RON (RUN OF NETWORK)

hehavioral targeting)
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Geo-precise targeting allows for the
same reach as standard geo-targets,
but with 20-30% less ad waste.
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Q
Audience Targeting Tactics & Trends o

In mobile, advertisers have Multiple ways to define und reuch desired audiences that have never
before been avdiluble in other mediu channels. The power of reaching u consumer ut the exact
momMment when they dre in or neur u specific locution or point of interest cunnot be understated.
Through the power of mobile targeting, udvertisers now have the power to reach daudiences in the

following ways:

POI (POINTS OF INTEREST)

Ability to target users that are in or
around ureus of inferest which may or

PLACE-BASED

When users ure in or uround

specific businesses or locutions.
muy not huve u stuted postul uddress

avuiluble for the entire target ureu such
us dirports, colleges und universities,

maurathon routes, etc.

fCcess affordabl e_basics better\ BEHAVIORAL EVENT TARGETING

E'ko?lﬁﬁf U ';;Ofa"irC'far The wbility to leverage unonymous Ability o serve targeted uds to
it

mphasis etc e food focud Ye0-specific behaviordl duta, audiences thut ure uttending u

healthy help ho titems local| such us pust mobile seurches und specific event such us busebull

ganic produc| Visitution behaviors fo turget users yume, concert or industry conference.
onable S€AS{ ut the exuct moment when they
store suppol  ure in heed of your products or

JeN winter warm W\fy services.

marker meat 10
people optic
election sometl
\ariety vegetab

NO ADDITIONAL
AUDIENCE TARGETING
ON TOP OF LOCATION

PoI

BEHAVIORAL
20% 1]
8%

Place-Based Targeting
Most Popular Among
National Advertisers

Throughout 2012, xAd found that the most
populur form of uudience turgyeting wus in
fact Place-Bused (turgeting users that are
in or uround specific places of business)
followed by behaviordl targeting - which
ihC|UdeS XAdIS reul—’rime Uhd hiSTOI’iCU| Note: Grauph does hot equal 100% us cumpuigns
seurch behavioral data as well us 3rd could leveruge multiple audience targeting fuctors

party data sources. in one cumpdign.
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Place-Based Targeting
to Drive Key Shopping Behaviors
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1 SERRAMONTE CENTER DALY CITY,
CA 94015 '
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To increuse locul market awareness of the brand’s latest line while driving in-store tfraffic

and sules to local retdil outlets (i.e. Mucy’s) during store hours and ohline fraffic after hours.

SOLUTIONS

» Location Targeting Solutions — 10 mile Geo-Fence uround Mucy’s locutions
» Audience Targeting Solutions — Pluce Bused + yeo-specific seurch behauviordl turgeting

RESULTS

Through the use of geo-fencing combined with sedrch behaviordl targeting,
the cumpuign exceeded the clients CTR benchmark by 26% while
helping to increase local sales during the campaign period.
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Q
Location-Driven Performance é

Throughout 2012, locully tfurgeted cumpuigns performed well above the industry standard 0.5%
for display ads aund 6% for search ads - true indicution that locution relevance is key in driving mobile
ud performunce.

. Industry
1005 o 10%
0.80% 8%
0.60% 6%
0.40% 1%
0.20% 2%
0.00% 0%
TARGETED DISPLAY SEARCH

Of dll of the uudience turgeting tactics avdiluble, Behaviordl targeting provided the highest lift over
industry stundurd performunce metrics - on average increasing performance 60% over industry
benchmark rates, though Place-Bused targeting was u close second performing 55% over the
industry benchmark.

Lift Over Industry Average Performance
by Audience Targeting Type

GEO 40%

0% 10% 20% 30% 40% 50% 60% 70%
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Industries Leading in Local Ad

Becuuse mobile users dre typicdlly on the go,the top businesses seurched via mobile throughout
the yedr continued to be locul Restaurants und/or businesses related to Travel such us gus stations,
fransportution und hotels.

Qutside of the top seurch cuteyories, the top gyrowth cuteyories in locul-mobile seurch were
Entertainment (including bars and clubs, thedtres and sporting events / venues) which grew 184%
and Hedlth & Beauty (including beauty salons & spus, gyms us well as hospitals and other hedlth
services such as dentists aund nutritionists) which grew 50% during 2012.

In tferms of udvertising, only one of the top 3 seurch cuteyories mude it into the top udvertising
cuteyories — showing d slight misulignment between mobile user demaunds und specific udvertising
penetration by verticdl.

TOP SEARCH CATEGORIES TOP AD CATEGORIES

(all of 2012) (all of 2012)

1 Restaurants 1 Telecommunications

2 Travel 2 Financial Services / Insurance
3 Health & Beauty 3 Travel

4 Retail 4 Restaurants

5 Professional Services 5 Retail

6 Financial/Insurance Services 6 Home Services

7 Auto 7 Auto

8 Real Estate 8 Business Services

9 Entertainment 9 Health & Beauty
10 Business Services 10 Education
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xAd.
Most Active Mobile Cities of 2012

The South leuds with 4 out of the top 10 cities for uctive mobile seurch uctivity throughout 2012,
The South ulso comes in tops, tied with the Midwest, for most targeted cities for mobile advertising
throughout the yeuar.

TOP CITIES TOP TARGETED CITIES
(Mobile Search) (Mobile Impressions Served)

NEW YORK, NY SAN FRANCISCO, CA
LOS ANGELES, CA HOUSTON, TX
CHICAGO, IL LOS ANGELES, CA
MOUNTAIN VIEW, CA CHICAGO, IL
HOUSTON, TX BROOKLYN, NY
MIAMI, FL DALLAS, TX

SAN FRANCISCO, CA PHILADELPHIA, PA

ATLANTA, GA DETROIT, Mi
DALLAS, TX ATLANTA, GA
WASHINGTON, DC SAN ANTONIO, TX
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Coming in 2013...

MOBILE

PATH TO PURCHASE

Last year xAd and Nielsen joined forces to releuse the Mobile Path to Purchuse study which
provided first to market insights on mMobile user behavior und purchuse driven interaction within

3 key cuteyories — Travel, Restuurants, and Automotive. Due to the success of the 2012 reseurch,
we dre expunding the Mobile Path to Purchase study this year to include user insights surrounding
4 new cuteyories:

* RETAIL - May

°* GAS & CONVENIENCE - July
* BANKING - September

* INSURANCE - November

And building up on the unprecedented interest in lust year’s categories, xAd, Telmetrics and
Nielsen ure bringiny the Travel, Restaurant and Auto studies to the UK!

Visit www.mobilepathtopurchase.com for more information aund stay tuned for much more
to come in 2013!

About This Report

¢ Published quurterly, this report provides trends und insights from the current mobile lundscape,
purticularly how consumers ure using mobile to seurch for, find und interuct with locul businesses.
By juxtauposing consumer demographics with mobile behaviors, devices und platforms, the dutu
contuined herein will help businesses make informed decisions about their current mediu
struteyies und future inifiutives.

e Metrics und insights provided ure bused on xAd’s hetwork and campuigh datu
(Junuary 2012-December 2012) from over 1.5 million advertisers.

e For yuestions or to provide feedbuck, pleuse contuct us ut 888.234.7893 or yetlocul@xud.com.
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About xAd xAd

Mobile is inherently locul — therefore user location and local context becomes the ultimate proxy for
targeting und reuching mobile audiences. Mobile users are in constunt motion, und so contextudl
factors ure ever-chunyging und have u direct impuct on mobile user intent und enguygement. xAd
unhderstands these intricacies und hus developed targeting technology that not only addresses these
factors — but uses them to serve the most relevant und meauninygful uds to users ut the precise mobile
moment in time when they dre most receptive of the messuye. Ahd while our cumpuigns cun be
narrowly turgeted for better campuign relevance, our extensive network of high-traffic mobile sites,
dpps, und mMupping und havigation parthers, ensures scule. We have what advertisers need to
mMaximize national brand exposure and uwdreness dcross u host of mobile properties, while honing

in on specific murkets for locul relevunce.

XAd Network Audience Reach

e Reuches over 100 million mMobile users Monthly source: comscore MobiLens, November 2012)

e Serves the most uccurately targeted ads with access to 20 Billion ad impressions per month

e The only network that offers the ability to target audiences by location + sedarch context

Smartlocation™

Go Beyond the Geo-fence
with Smarter Technology

Technology that allows us to
determine the accuracy of each
publisher impression. This ensures
your ads not only appear in the right
location- but the right publisher
traffic ensuring relevancy while
decreasing ad waste.

1” St ‘_v»*
Smartkencing™

Potrero Hilf

" Standard Geo-fence
[ Target Mohile Search Behavior

B xAd SmartFencing™
I Ad Waste

SmartFencing™ utilizes historical and
real-time mobile search behaviors as
well as other data variables to
pinpoint where your ideal target is at
any given point in fime. As a result, the
fence continually moves...
as your audience does.
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