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Introduction & Agenda

= Welcome, and thank you for joining us

= The Pay Per Call Market
— Poised for explosive growth

— Advertisers’ favorite leads Michael Carlton
| _ Boland van

= Evolution of Mobile VP, Content  pytten

B . and Sr. VP of

Smartphone adoption Analyst Marketing

— Monetizing mobile local search BIA/Kelsey | ogMycCalls
= Why Call Tracking isn’t Enough i | LOGMYC&"S

- A must-have tool for the lead gen agency G' THE SMARTER CALL

— Growing business with advanced call tracking

= Questions, FAQs

A Kelsey
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http://www.logmycalls.com/

About BlA/Kelsey

= Delivering Services that Drive Growth and Revenue

= Qur local media and advertising expertise helps clients:

Understand the dynamics of the local marketplace
|dentify, analyze and manage the competition

Base decisions on reliable, actionable market insights
Align resources efficiently to drive operations

Make investments in newly identified growth opportunities

RESULT:

Accelerating our client’s
business growth and
financial bottom line

—
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Mobile & Local: Where are We Now?

= Smartphone penetration = 64%
= 20% of search is mobile

= 40-50% of mobile search is local
— Compares to 20% on desktop

More and More Leads June 2012
Coming from Mobile (55% smartphone penetration)

June 2016
(75% smartphone penetration)

Source: BlA/Kelsey’s U.S. Local Media Forecast (2012 — 2017)
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Localized Ad Spend in Mobile
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= Non-location Targeted  ®mLocation Targeted

$16.79

54%

2013 2014 2015 2016 2017
Source: BlA/Kelsey’s U.S. Local Media Forecast (2012 — 2017) s
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Share of Mobile Local Ad Spend by Format

mDisplay m®mSearch mSMS Video
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Note: Numbers are rounded.

I(Clsey Source: BlA/Kelsey’s U.S. Local Media Forecast (2012 — 2017) | 6
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Mobile Search Growth Paves the Way for PPC

Mobile Driving Calls to Action
Call conversions from a mobile device
higher than calls from

57% 7%
From Mobile Local Search From Desktop Local Search

£

Source: BlA/Kelsey’s U.S. Local Media
Forecast (2012 — 2017)

Mobile ads

with clear click-to-call

phone number increase
call volumes by 6-12%

Google, 2012

ﬁ
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Mobile Search Drives Phone Calls

MOBILE SEARCH DRIVES VALUABLE
DUTCOMES FOR BUSINESSES

73% 5 N TS

ﬂ F gﬁﬂ H ",E SEAR“EH Es Continued Research Vi'site\;:lv :bfx:tt:iler's Shared Information
TRIGGER ADDITIONAL
m

= | A

AETIUN & CONVERSIONS

28% of moblle searches 17% 17%
result in conversions §
: (store visit, call purChase) g Visited a Store Made a Purchase Called a Business

Source: Google | 8
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-« And Quickly

MOBILE SEARCHES TRIGGER QUICK FOLLOW-UPS

63% of mobile search-triggered actions
occur within 1 hour of the initial search

OF PURCHASE-RELATED CONVERSIONS OCCUR
WITHIN 1 HOUR OF INITIAL MOBILE SEARCH

Source: Google | 9
© 2013 BIA/Kelsey. All Rights Reserved.




Businesses Value These Incoming Phone Leads

BlA/Kelsey’s Local Phone Calls Top Lead Source
Commerce Monitor (LCM) for Businesses

survey indicates that calls
are the most valued lead
source among SMBs.

This is especially true in
high value categories that
do business over the phone
(professional services, Phone Calls Other Sources
travel).

Mobile delivering
increased call volumes

for businesses that set
appointments or sell
products over the phone.
555-555-5555
©
|
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Source: BlA/Kelsey’s Local Commerce Monitor (Wave 16)
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Quality Assessment of Select Lead Sources

® Good mExcellent

Paid Leads 9.7% 25.5%

Clicks to Map 9.5% 28.7%

Email 15.0%

In-Person

Online Form

M Source: BlA/Kelsey’s Local Commerce Monitor (Wave 16) |11
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The U.S. Call-Based Advertising Market

= All of these factors come together to drive a massive and quickly growing pay
per call market opportunity.

Advertisers Spend Huge
Dollars Driving Telephone
Leads to Businesses

T\ )

Source: BlA/Kelsey’s U.S. Local Media Forecast (2012-2017)
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The Lesson?

= Users: Local commercial intent is present
= Advertisers: They want phone leads
= The Market: Major growth in call based advertising

= Publishers: Make damn sure your sites, apps and
mobile experiences are optimized for these realities

= Takeaway: Provide call links; track, monetize, analyze.
= The remaining question is “How?”

Google | Images  Places Hws mare

»  fravel agency Q,
About 27,000,000 resulls
World Travel Adventures

Lat ws help you find the vacation of your
dreams.Call us today!
v wiadventures.com

(BBA) 123-1111

Local Travel Agents

Flan and book your travel with us. Get a great

deal on your next trip! | 13
vvvvv .babsonassociates. com!
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From the “Why” to the “How?”...

We’ve discussed the
“why” of call monetization

Now what about the

© 2013 BlIA/Kelsey. All Rights Reserved.



About LogMyCalls

= Web-style analytics for the phone

= Work with hundreds of agencies, enterprise
advertisers

= Call tracking for performance marketers

= Automatically analyze the content of a call and
automate actions from the results

,:‘il‘i
‘. amazon

webservices™

Global Start-Up Grand Prize Winner
2500 companies from 84 countries applied

j LOGMyCalls

THE SMARTER CALL | 15
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PPC Market Review

$68.4 BILLION

spent on

advertising i 2012w
drive phone

TTTTTTTTTTTTTT
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Traditional Call Tracking

1. Advertise Number 2. Route & Record 3. Ring Location

Data Center

Customer

Provides: Benefits:
= Raw # of Calls = Attribution for offline phone interactions
= Referring Source = Improve marketing ROl with data.

= Keywords (Maybe)
= Call Duration

j LOGMyCalls

THE SMARTER CALL |17
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85 Dashboard
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Conversation Analytics

Call analytics as deep as web analytics

3Loe MyCalls

THE sMaRTER cayy
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Conversation Analytics: How it Works

Conversation Analytics Engine

Phone Call Indicators

Conversation
[
3)

Call tracking tells you happened before the call.
Conversation Analytics tells you what happens ON the call.

j LOGMyCalls

THE SMARTER CALL 21

SMS Follow-Up
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Jack Calls for Auto Insurance

‘| need a quote on my BMW X5, it's a 2007.” é_

“My wife and 2 teenagers drive the car.”

“| have a policy expiring in about a week.” é_

“I will talk to my wife”

Please email me a quote. > _
Here’s my email address. L e
j LOGMyCalls

THE SMARTER CALL | 22
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Conversation Insights

Close Ratio
Potential
Your close ratio:
cjose 45% =
1!4:'“ $91,250 in
oo |

pote

I reve

RERS RN ENRY RN ALY RNALY BN LY BN Y BN B BN L)
0% 100%

Junk Calls

®

LOGMyCalls

THE SMARTER CALL

48% of the calls from
your mobile CTC
campaign were junk
calls

&

Missed Opportunity

L

19% of your calls
that ended in a
purchases included
a missed
opportunity for an
upsell =$11,251in
lost revenue

Customer Satisfaction

You had 5 calls from angry
customers.

Those 5 callers tell an
average of 4 friends each,
resulting in potential
revenue loss of $53,750in
lifetime revenue.

23
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Conversation Analytics

Call tracking stops when the phone rings.

= Mines every call using to
track things like:

- Lead Quality
Setup: hd Conversation Analytics

y g g y General —
— On this page you can creale and edit criterias to be associated with call recordings. Optimitics measures marketing
— C t m r E ; nti m nt Personal Settings metrics,phone performance, or any other piece of data from a call recording. Setup all your Conversation Analytics
uS O e e e Indicators here. Optionally, you can select triggers for webhooks o send to or receive information from your CRM, LMS, or

_I\r“lay \Snformatlon other web service. Today: 12 calls analyzed.
J Monthly: 0 calls analyzed.

— 1 Privacy
Sal es S kl I IS Notifications Analyze Maximum: 50 Calls: Daily E Minimum Call Duration(sec): 90

Admin Settings SeleciedFrom: | 4 selected -

— Competitor Mentions

Subscription and Add-ons
Billing Select Categories

— Commitment to Buy P ooy B El@ xiwd

Manage Roles

N Select catego
Compliments from i
- i j Conversion
Trigger e
p ager G BT BRI when threshold | at or belqu | I".fn

Description: | Etiquette

CustOI I Iers There is no y 229 Quality Click the dropdown o display availzble webhooks

Sales Performance

— Escalation Request powees % oot esom s
- Agent Empathy
— Agitation Level e
— Missed Opportunity

j LOGMyCalls

THE SMARTER CALL |24
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Get More Data. Get More Done.

= Significant change in the quality and quantity of
Information you can gather about phone interactions

= |Improve return on ad spend
= |mprove conversion rates
= |ncrease lead quality

= Actionable data for
- Ad Bid Management
- Marketing Automation
— Customer Relationship Management
- Learning Management

j LOGMyCalls

THE SMARTER CALL |25
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Advanced Call Tracking

“PPC and call measurement have often been held back by poor call
assessment. Call tracking has just not evolved at the same pace as web
analytics.” BIA/Kelsey

Call Tracking and
Conversation Analysis

Conversation analysis enables lead
scoring, conversion metrics, better
ROAS and marketing automation.

j LOGMyCalls
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Engaging Going Forward

Kﬂlsey &8 LOGMycCalls

THE SMARTER CALL

= info@biakelsey.com » Sales@logmycalls.com
= (800) 331-5086 = (855) 889-3936
= Upcoming research, activities = Join us each week for our
~ Updated U.S. Local Media webinar series where we
Forecast (2012-2017) present marketing tips and
~ Expanded Local Commerce best practices with industry

Monitor Wave 17 Findings

— LEADING IN LOCAL:
Interactive Local Media,
Dec. 10-12, San Francisco

expeﬂs
-  www.logmycalls.com/webinar-series

j LOGMyCalls
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tent and Senior Analyst VP of Marketing
BIA/Kelsey LogMyCalls




