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The only way for advertisers to realize the full potential value of Yellow Pages for most headings is to have both an incolumn ad and a
display ad.

In the past, analysis of call measurement studies suggested that advertisers benefit most from Yellow Pages when they use a
combination of a display ad and a space ad to reach different sets of consumers. This analysis has been updated using data from the
2006 Yellow Pages Metered Ad Study with similar, reinforcing results. The 2006 study contains 470 studies where advertisers
purchased both display and space ads.

Display and incolumn/space ads accomplish two different, complementary functions for advertisers. People that know the business or
brand that they are looking for use space and trade ads predominantly. Incolumn ads are an efficient search vehicle. Incolumn ads
provide businesses with an opportunity to remind customers of their value, to invite those customers back, and to provide key
information that makes it easy for customers to reach them.

People that are driven by life events or other out-of-the ordinary activities are more likely to be shopping (with no strong a priori
brand preference) and to be new customers to the businesses or products they select. These customers are looking for information and
go to display ads because of the greater content available in those ads. These customers are looking to gain a quick education about
the category, to have their questions answered, and to find reasons why to contact one business over another — or, similarly, to
purchase one brand over another.

While both incolumn and display ads provide strong, positive ROI on a stand-alone basis, having one type of ad without the other
limits the benefits an advertiser gains from the Yellow Pages. A program combining both types of ads can be far more powerful than
just an incolumn ad or just a display ad because it allows the advertiser to reach two distinct audiences with different shopping
behaviors.

The 2006 Yellow Pages Metered Ad Study strongly supports the value of the combined display and incolumn advertising program.
Four hundred seventy companies were identified that had both a display and a space ad in the same heading. The combined set of ads
had a strictly additive impact on calls, i.e., neither ad diluted the effectiveness of the other.
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In percentage terms, moving from a space-only ad to a display-only ad increased calls by an average of 87%. Moving from a display-
only ad to a combination display-plus-space ad increased calls by an additional 84% percent on average. (Moving from a space ad to
a display plus space combination has an expected increase in calls of 187%. For example, if a space ad receives 400 calls, a combined
space and display ad program would be expected to receive 1,148 calls.)

Each ad type presents a targeted advertising opportunity, with separate target audiences. Advertisers optimize the power of Yellow
Pages when they use both incolumn and display products to reach their potential customers.

The Table on the next page shows the benefits of a combined ad package for 36 headings that had 4 or more call measurement
studies'. The first two columns show the calls counts for the space ad and the space-display combination. The second two columns
show the percentage increases of the display vs. the space ad and of the combination vs. the space ad alone. The next two columns
show the average ad sizes for the space and display ads in the studies for each heading.

In every case, the combination space+display significantly outperformed the space-only ad. The space+display combination is a
powerful way for advertisers to reach and influence both existing customers and new, shopping prospects and thus realize the full
potential value of Yellow Pages.

' The results in the table are based on ads received only from the major incumbent directory publishers. The results, therefore, only apply to the primary
incumbent directories. Without supporting data, no conclusions can be drawn about whether these results apply to other directories.
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Average Calls Call Increases Average Ad Size
Space Ad  Space+Display Display/Space Both/Space Space (HS) Display (QCs) Studies
Total 408 989 187% 287% 4.5 5.3 470
Attorneys 269 825 253% 353% 5.3 10.4 28
Dentists 372 1,031 209% 309% 4.0 5.6 23
Chiropractor 193 441 137% 237% 4.6 5.9 18
Auto Repair & Service 382 1,129 180% 280% 4.4 4.1 15
Air Conditioning Contractors & Systems 382 831 180% 280% 4.2 54 13
Movers 419 946 131% 231% 4.7 5.9 12
Pest Control Service 375 1,011 271% 371% 5.0 8.0 11
Plumbing Contractors 450 1,102 168% 268% 54 10.1 10
Veterinarians 600 1,664 200% 300% 4.7 53 10
Mortgages 309 936 226% 326% 4.3 12.0 9
Carpet & Rug Cleaners 257 708 198% 298% 5.6 7.0 8
Electric Contractors 347 872 167% 267% 3.9 3.0 8
Insurance 671 1,328 126% 226% 3.9 6.5 8
Florist - Retail 565 1,232 178% 278% 3.7 3.6 7
Furniture - Retail 256 552 156% 256% 3.5 3.0 6
Painting Contractors 214 564 184% 284% 4.7 4.8 6
Appliances Major Service & Repair 628 1,796 233% 333% 5.4 4.2 5
Auto Body Repair & Paint 358 924 184% 284% 5.8 5.4 5
Auto Dealers - New 3,328 4,501 109% 209% 5.0 8.6 5
Carpet & Rug Dealers - New 293 651 139% 239% 4.6 4.8 5
Contractors General 133 325 160% 260% 4.6 22 5
Pizza 1,230 2,866 167% 267% 3.4 3.0 5
Windows 251 880 378% 478% 5.4 8.4 5
Attorneys Accident, Personal Injury & Proper 156 535 240% 340% 4.5 7.5 4
Attorneys Bankruptcy 245 560 143% 243% 5.8 11.0 4
Computer Service & Repair 235 617 199% 299% 6.0 3.5 4
Copy Machines Sales & Service 147 346 134% 234% 5.0 3.3 4
Doors 120 295 148% 248% 4.5 3.3 4
Garage Doors & Door Operating Devices 89 233 177% 277% 4.0 8.3 4
Health & Diet Food Products - Retail 373 752 106% 206% 4.0 2.3 4
Home Inspection Service 187 468 170% 270% 2.0 1.8 4
Roofing Contractors 312 561 131% 231% 4.5 6.3 4
Security Control Equip. Systems & Monitoring 118 284 155% 255% 6.0 2.0 4
SidingContractors 35— 378 210% 310% 4.8 7.5 4
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