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This document presents the findings from Wave 1 of the new U.K.
Local Commerce Monitor survey from BlA/Kelsey.

Because this is the first wave of this survey, we don’t have historical
data for comparison, so we can’'t comment yet on trends. However,
the Wave 1 data provide an unusually granular snapshot of current
media usage, behaviors and conditions. We also expect these data
to provide a baseline against which to measure trends and
developments going forward.

This survey is closely based on the LCM survey series we have
conducted in the United States for more than 10 years. However,
numerous questions (as well as response options) have been
customized to reflect U.K. companies, practices, geography and
currency.
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The survey was conducted in February 2011. The sample consisted
of 308 small businesses in the United Kingdom. These businesses
were drawn from seasoned, pre-existing online panels of U.K.
businesses operated by SSI and eRewards. Participants did not
receive specific incentives (beyond those for being in the panels).

The participating businesses were drawn from a cross-section of the
U.K., so as not to be dominated by the greater London area. The
sample also included a substantial number of “solo” businesses,
with 43% of respondents reporting just one full-time employee in
their business (including themselves).

Additional information on the survey sample composition and
characteristics is found in the Appendix.
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Executive Summary

S11-Media Penetration (Directional Media)

S11-Media Penetration (Interactive Media)

S11-Media Penetration (Mobile Media)

S11-Media Penetration (Broadcast Media and Community Sponsorships)
100-Overall Ad Spend Allocation

100-Spending Intensity by Media (Directional Media)

100-Spending Intensity by Media (Interactive Media)

100-Spending Intensity by Media (Mobile Media)

100-Spending Intensity by Media (Broadcast Media and Community Sponsorships)
101-Total Spend on Media (Past 12 Months)

102-Average Monthly Activities for Specific Media

103-Considering Social Media Activities (Next 12 Months)

104-Ad Spend Intentions for Next 12 Months

105-Three Biggest Influences in Helping Decide Which Media to Use for Advertising
106-Print/Online Directory Publishers Used in Past 12 Months

107-ROI for Directional Media

107-ROIl for Directional Media (cont’d)

107-ROI for Online Media

107-ROI for Mobile Media

107-ROI for Broadcast Media and Community Sponsorships
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= 200-ldentification of Media That Generate New Customers (1 of 2) #32

= 200-Identification of Media That Generate New Customers (2 of 2) #33
= 201-Average New Customers by Type of Media (1 of 2) #34
= 201-Average New Customers by Type of Media (2 of 2) #35
= 202-Average Percentage of Business From New Customers in Past 12 Months #36
= 203-Percentage of SMBs That Track Customer Sources #37
= 204-Methods for Tracking New Customers #38
= 205-Quality of Leads by Media #39
= 300-Providers Used to Purchase SEM in Past 12 Months #40
= 301-Percentage of Budget for Online Media (Past 12 Months) #41
= 302-Percentage of Budget for Online Media (Next 12 Months) #42
= 303-Online Presence Used by SMBs (Currently) #43
= 304-Online Presence Used by SMBs (Next 12 Months) #44
= 305-Reasons SMBs Do Not Have a Website/Profile Page #45
= 306-Frequency of SMBs Updating Website #46
= 307-Estimated Annual Spend on Website/Landing Page #47
= 308-Use of SEO, SEM or Reputation Monitoring #48
= 309-Increase in Traffic From SEO, SEM? #49
n 310-Increase in Qualified Leads From SEO, SEM? #50
= 311-Plansto Use SEO, SEM or Reputation Monitoring #51
= 312-Importance of Online Ratings and Reviews #52
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313-Online Features Used in Online Ads in Past 12 Months #53

314-Online Features Used in Online Ads in Next 12 Months #54
400-SMB Spend Intentions for Print Local Classified Directories in Next 12 Months #55
401-What It Would Take for SMBs to Maintain Spend in Print Local Classified Directories #56
402-SMB Awareness of Vertical/Specialized Online Directories #57
403-SMB Ratings of Vertical/Specialized Online Directories #58
500-Channels Used to Purchase Online Advertising #59
501-Rating Channels for Purchasing Advertising #60
502-Willingness to Purchase Online Advertising Directly on the Internet #61
503-Reasons for Purchasing Online Advertising Directly on the Internet #62
504-Reasons for Not Purchasing Online Advertising Directly on the Internet #63
505-Channels Considered to Exclusively Buy Online Advertising #64
506-Importance of Premises Salesperson for Online Advertising #65
507-Assessment of Feature Importance in Online Sales #66
508-Assessment of Feature Importance in Self-Serve Site for Buying Online Advertising #67
509-Pricing Plan Preference in Online Advert Programs #68
510-Reasons for Not Using Social Media #69
511-Likelihood of Starting Social Marketing in Next 12 Months #70
600-Familiarity With Marketing to Mobile Phones #71
601-Reasons for Not Using Mobile Marketing #72
602-Likelihood of Using Mobile Marketing in Next 12 Months #73
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= 603-Assessment of Mobile Marketing Programs #74

= 604-Type of Mobile Phone Used (Personal Usage) #75
= 605-Brand of Smartphone Owned #76
= 606-Frequency of Browsing/Searching From Mobile Phone #17
u 607-Activities on Mobile Phone in Past 12 Months #78
= 608-Use of Internet for Specific Personal Tasks #79
*  Appendix: Demographics/Firmographics of U.K. LCM Survey Sample #80
*  QS2-Geographic Location of Participant #82
= QS3-Gender of Participant #83
*  QS4-Age of Participant #84
= QS5-Employment Status of Participant #85
*  QS7-Full-Time Employees in Company #86
*  QS9- Company’s Primary Business Activity #87
*  QD1-Education of Participant #88
*  QD2-Length of Business Operation #89
* QD3-Business Lifecycle Stage #90
*  QD4-Is Business a Franchise or Licensee of National Company? #91
*  QD5-Type of Customers Served #92
*  QD6-Geographic Location of Business #93
= QD7-Annual Revenues of Business #94
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In our LCM surveys, we ask respondents about their spending for more
than 30 different media, both print and digital. We use several different
metrics to look at the results:

1.

Media Penetration: This is the percentage of SMBs that use each particular
medium (irrespective of their level of spending).

Overall Ad Spend Allocation: In this calculation, we look at total SMB ad
spend, and report how the total was allocated to each of the different media. (Of
course, since individual SMBs generally use only a handful of media, the
spending of an SMB is zero for most of the various media on the list. So this is a
collective measure of how the total ad spend pool was spent by all SMBs.)

Spending Intensity: When an SMB uses a given medium, we ask how much of
its total ad budget went to that particular medium. Given that SMBs use only a
handful of media (about four on average) if they split their ad budget equally
across all four, they’'d be spending 25% of their budget on each one. This is a
measure of how committed SMBs are to each of the media they actually use.
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Measured by penetration, U.K. SMBs use a wide variety of
media, both traditional and digital, for advertising and
marketing:

Mobile advertising is still in its infancy, with no single mobile ad
format registering greater than a 5% usage level.

Pay-per-click (PPC) is used by 13% of respondents, which
demonstrates that this cornerstone ad medium, often referred to
as SEM (search engine marketing), has not gained nearly the
traction with SMBs that it has with larger businesses.

U.K. SMBs are fairly “webified,” with 68% reporting they already
have websites. In addition, 8% (most of which probably
overlaps with the 68%) report having a mobile website (i.e.,
website optimized for viewing on mobile devices).
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« Spending in print classified directories appears to be
relatively stable, with 58% of respondents reporting they
plan to “maintain” print classified spending in the next 12
months, and just 14% reporting they plan to “significantly
decrease” this spending.

« SMBs report a tendency toward self-serve, with 43.1%
saying they purchase online advertising themselves
without operator assistance, and another 11.8% saying
they purchase online advertising themselves with
operator assistance.
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« The LCM:UK Report details the biggest influencers on
SMBs when they choose advertising media and the
expected generation of new customers by type of media.

e The ROI is also examined for directional media, online
media, mobile media, and broadcast media and
community sponsorship.

« To purchase, please email sales@biakelsey.com or call
(703) 818-2425.
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