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Advertisers can inarease the value they obtain from the Y ellow Pagesin certain headings
throughthe use of multiple display ads

The2007Metered Ad Study* contained 1,913 cases where a single advertiser had
multiple display adsin the same heading (and each ad had auniquephonenumbe’). In
genedl, if thelarger ad is conddered the Qorimary adQ the second Gadditiond Oad was
abouthdf thesize of theprimary ad, and was placed an average of 9 display postions
after thefirst ad. On average this second ad attracted an additional 72% more calls
to the business®. For example, if thebusness had afull pagead tha attracted 1,000calls
per year, then adding a hdf page ad in the same heading attracted an additiond 720calls,
for atotal call volume of 1,720 per year from the heading. Seethefigure bdow:
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1 The analysisin this paper isbased on ads received from major incumbent publishers as part of the 2007 Y ellow Pages
Metered Ad Study. Resultsonly apply to the incumbent directories represented by ads in this study. Extrapolation to
other types of directories without supporting data would be inappropriate.

2 oOne could ask, even though both ads draw calls, do the ads draw more or less individually than expected without
multiple ads. This question cannot be answered directly Bthe only way to answer this would be through use of split-
runtests. However, we can compare actua results to expected results based on statistical regressions for each heading.
Theregressions estimate calls based on ad size, market size, ad position, and number of locationsin the ads. Across
the 75 headings above, the average for the larger ads was 874 calls while the regression equations predict 811 calls.
The average for the smaller adswas 515 calls compared with a predicted 514. The differences are well within the
margin of error for both estimates. The closeness of the actua call volumesto the predicted call volumeslends strong
evidence that the ads act individually and neither dilutes the drawing power of the other.
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Thetable bdow lists theresults for 75 headingsthat had 5 or more studies of the effect of
multiple display ads Of the 1,913 studies, 66%were in 25 headings

Primary Primary New Ad New Ad
Ad Ad Size Calls - % of  Size - % of

Heading Studies Calls (QCs) Primary Ad Primary Ad
Air Conditioning Contractors & Systems 63 545 11.3 70% 43%
Appliance Dealers & Svce 13 797 13.7 84% 53%
Appliance Major-Service & Repair 6 825 14.8 70% 56%
Attorneys 252 697 19.6 70% 44%
Attorneys - Accidents, Personal Injury &

Property Damage 514 14.2 76% 50%
Attorneys Bankruptcy 564 14.3 70% 57%
Attorneys Criminal Law 608 12.8 52% 33%
Attorneys Divorce, Adoption & Family Law 12 432 9.6 83% 47%
Attorneys Workers Compensation 6 265 12.3 67% 38%
Auto Body Repairing & Paint 26 478 8.0 76% 43%
Auto Dealers New 13 3,212 9.6 56% 47%
Auto Renting & Leasing 7 2,440 18.6 90% 32%
Auto Repair & Service 42 708 9.9 81% 42%
Bail Bond 12 6,301 22.4 56% 40%
BATHROOM REMODELING 5 217 6.0 86% 50%
Beauty Salons 11 771 6.5 70% 49%
Carpet & Rug Cleaners 68 620 12.5 80% 44%
Carpet & Rug Dealers 495 10.8 75% 44%
Caterers 498 10.2 104% 38%
Cellular Equipment & Supplies 1,086 13.7 60% 43%
Child Care 404 6.6 62% 48%
Chiropractors 46 412 12.4 67% 41%
CLOSETS & CLOSET ACCESSORIES 179 5.6 78% 41%
Contractors General 314 5.9 65% 41%
Copiers & Supplies 470 12.8 73% 41%
Dentists 139 700 12.7 69% 44%
Doors 7 483 8.0 120% 57%
Electric Contractor 46 693 17.0 78% 41%
Fence 14 1,122 11.8 52% 33%
Florist - Retail 17 2,066 12.4 68% 34%
FURNITURE RETAIL 7 771 6.6 63% 55%
Garage Doors & Door Operating devices 25 744 17.8 81% 39%
Glass - Auto, Plate, Window, Etc 34 1,021 13.6 82% 44%
Glass - Auto, Plate, Window, etc. 2,197 13.3 79% 101%
Heat Pumps 399 7.2 59% 52%
Heating Contactors 15 718 14.4 61% 34%
HOME IMPROVEMENTS 5 335 8.2 67% 41%
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Primary Primary New Ad New Ad
Ad Ad Size Calls - % of  Size - % of
Heading Studies Calls (QCs) Primary Ad Primary Ad
Insurance 123 1,274 15.9 71% 40%
JEWELERS RETAIL 7 449 6.9 73% 44%
Kitchen Cabinets & Equipment 8 267 5.6 79% 44%
Landscape Contractor 10 382 6.2 88% 52%
Limosine Service 19 1,030 8.5 50% 49%
Locks & Locksmiths 17 1,463 15.9 2% 48%
Mattress Dealers 6 603 11.8 117% 45%
Mortgages 25 686 10.4 69% 45%
Motorcycle & Motor Scooter Dealers 9 2,418 5.0 39% 49%
Movers 47 868 14.9 53% 42%
Painting Contractors 13 353 6.2 53% 50%
Pest Control Service 50 900 14.5 80% 44%
Physicians & Surgeons 15 768 11.5 62% 44%
Physicians & Surgeons Plastic,
Reconstructive & Cosmetic Surgery 15 501 12.4 96% 43%
Physicians & Surgeons Podiatrists (Foot &
Ankle) 429 5.9 79% 49%
PI1ZZA 1,446 5.9 76% 53%
Plumbing Contractors 97 787 18.9 75% 39%
Plumbing Drain & Sewer Cleaning 224 19.2 58% 37%
PRINTERS 501 8.0 73% 41%
Real Estate 13 416 9.8 72% 34%
Restaurants 11 1,246 8.6 89% 43%
Roof Contractors 35 651 14.3 88% 45%
RUBBISH & GARBAGE REMOVAL 9 387 7.6 60% 38%
Schools - Academic, Colleges and
Universities 506 12.7 90% 33%
Schools - Business and Vocational 543 7.7 71% 53%
Security Control Equipment Systems &
Monitoring 361 12.0 88% 60%
Siding Contractors 300 8.0 87% 51%
Signs 16 548 6.8 68% 47%
Storage - Household and Commercial 24 945 16.7 52% 45%
Swimming Pool Contractors & Dealers 525 11.6 57% 40%
Ticket Sales - Sports & Entertainment 2,168 9.2 45% 35%
Tire Dealer - New 1,778 9.8 43% 47%
Towing Auto 939 12.1 69% 42%
Transmission - Auto 14 544 14.1 58% 37%
TREE SERVICE 22 735 12.6 50% 40%
Veterinarians 15 1,241 9.4 74% 39%
Windows 17 461 11.6 84% 40%
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Does amultiple display ad strategy work for al headings? Clearly not An advertiser
would only use multiple display adsin headingsthat are relatively well developed.
(Headingsin this study averaged 23 display ads) Theuse of an additiond display ad can
serve two purposs. 1) inaure ahighe likelihoodof ad exposure no matter where the
user enters the heading, or 2) target a second audience throughthe use of different
content languaye and presentation.

1) Reach ahighe percentage of heading users:

Since userstypically look at 5 adswhen they go to a heading’, the use of multiple display
adsincreases the likelihoodof abusness® ad being seen by more users of awell-
developad heading. Some users start at thefront of a heading and work backward; others
start at the back and work forward; others seek out mid-size ads and others start
wherever they randomnly enter the heading when they open the directory. The strength of
theadditiond call volumes from the second ad suggest that the ads are reaching separate
groupsof users and do not compete with each othe.

2) Target a secondaudience:

A secondad can beavauable tod if abugness has more than onetarget audience.
Rather than have asingle ad tha tries to portray the busness as al thingsto all
cugomers, separate adsallow the busness to provide focused messages to each target
audience.

% Knowledge Network/Statistical Research Inc.
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