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Summary 

Last month, BIA/Kelsey released a research paper that examined the largest opportunities in mobile local 
advertising (the chart below is an example of the data shared in “From National to Local: Mobile 
Advertising Zeroes In”). The paper’s most prominent findings include the performance deltas that can be 
achieved by localizing mobile ad campaigns. This is leading to premium ad rates and demand levels that 
will counteract some of the deficiencies we’ve previously seen in the mobile advertising marketplace. 
Nowhere is this opportunity more apparent than for large brand advertisers to more effectively reach 
target audiences at the local level; and to drive measurable conversions and ROI. Among the many 
media companies, networks, and ad tech providers mentioned in the report, we’ve picked out a handful 
to be profiled in greater depth in the pages below.  

This report marks a new format for BIA/Kelsey in which we’ll periodically profile companies that best 
represent the trends, concepts and opportunities examined in our Insight papers.  

 
Local’s Share of the U.S. Mobile Ad Market 

 
(Source: “From National to Local: Mobile Advertising Zeroes In” Part I,  2013) 
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Duda Mobile 

 

 
 
 

Company Overview   

Year Established: 2009 

Listing Status: Private 

Headquarters: Palo Alto, CA 

Employees: 30+ 

Usage Data   

• 2 million+ mobile websites  
• Users creating more than 100,000 new mobile 

sites per month 

Leadership Spotlight 

Itai Sadan, Co-Founder & CEO 

Amir Glatt, Co-Founder & CTO 

Dennis Mink, Chief Marketing Officer 

Alan Keller, CRO 

Company Description 

Duda Mobile offers a low-cost way for small 
businesses to establish a mobile web presence. 
Duda offers a spectrum of options from highly 
automated to highly-customized mobile 
presence. A key element of Duda’s process 
involves scraping companies’ desktop websites 
to populate mobile sites with content. However 
the layout is created in a way that is more fitting 
to the mobile screen, and the type of 
information people seek while using a mobile 
device. For instance, business attributes like 
phone numbers are positioned  

 

more prominently than they might be on a 
desktop site, due to lower-funnel buying intent 
of mobile users. Its site management also offers 
the simplicity SMBs require. Duda’s mobile 
websites share the same back-end data of a 
desktop site, which means content changes 
don’t need to be made in two places. 

 

The BIA/Kelsey Take 

Duda is one of the top 
providers in a sector where 
BIA/Kelsey projects 

tremendous growth and opportunity. This is 
because of the  moble search volume driving 
users to mobile websites of local businesses. Yet 
only 2 percent of these local businesses have 
websites that are created and optimized for 
mobile, according to vSplash. This suggests a 
large opportunity to create, optimize and host 
mobile sites for SMBs. Winners will be those that 
can do this in a simple and partly automated 
way that preserves margin at the lower price 
points endemic to SMBs . Duda’s approach hits 
all these marks, and its technical chops have 
been validated by the endorsements of 
companies such as Google and Yahoo. Google 
has made Duda its vendor of choice in fulfilling 
the creation of mobile web sites for its SMB 
advertisers. Duda continues to strike deals that 
provide additional distribution and market 
penetration. OpenTable, for example, will offer 
its restaurant customers the ability to create 
mobile websites and bundle Duda’s service with 
its own. We’ll see many more such relationships; 
and Duda will be one of the leaders in this 
emerging mobile website creation space. 
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Facebook 

 

 

Company Overview 

Year Established: 2004 

Listing Status: Public (FB) 

Headquarters: Menlo Park, CA 

Employees: 4,300+ 

Usage Data 

• 1.06 billion monthly active users   
• 81% of its users are international 
• 680 million monthly active users on mobile 

Revenue 

2010 $2.0 billion 

2011 $3.7 billion 

2012 $5.1 billion 

Company Description 

Facebook is the world’s largest social network, 
with more than a billion global users. The 
company went public in May, in part because of 
pressure to reward early backers and 
longstanding employees. It is now in the process 
of evolving into a public company, while trying 
to maintain the long-term product development 
focus that defined its early success. Facebook’s 

current initiatives include developing mobile 
advertising and reaching the SMB advertising 
sector. The latter effort has produced 12.8 
million global SMBs with Facebook pages. 
Facebook will continue to improve the 
functionality of these pages, as well as ways for 
advertisers to promote them, such as its 
Promoted Posts option. Facebook is also 
expected to add functionality for lead generation 
that is specific to certain verticals (i.e., 
appointment scheduling). 

 

The BIA/Kelsey Take 

Facebook’s biggest challenge 
is to boost its stock price, 
which has fallen sharply 

since the May IPO, largely due to investor 
unease with the company’s monetization 
potential. Much of this stems from the fact that 
more than half of Facebook’s billion global users 
access the service from mobile devices. That’s 
an issue, because mobile is a touch point that 
isn’t monetized to the same degree as desktop. 
Currently, 85 percent of Facebook’s revenue 
comes from banner advertising, which doesn’t 
easily translate to mobile interfaces -- thus 
Facebook’s focus on creating mobile-specific 
advertising products. This includes mobile ads 
such as Sponsored Stories, which better merge 
with the format of its central News Feed. These 
ads so far show promising results in terms of 
performance, due to their targeted and 
organically generated delivery. Through this, 
Facebook has grown mobile to 23 percent of 
total revenue. A great deal of Facebook’s future 
success hinges on this mobile advertising effort.  
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Google 

 

 

Company Overview 

Year Established: 1998 

Listings Status: Public (GOOG) 

Headquarters: Mountain View, CA 

Employees: 53,000+ 

Leadership Spotlight 

Larry Page, CEO 

Eric E. Schmidt, Executive Chairman 

Sergey Brin, Co-founder 

Nikesh Arora, SVP & CBO 

Susan Wojcicki, SVP Advertising 

Jeff Huber, SVP Geo and Commerce 

Andy Rubin, SVP Mobile and Digital Content  

Advertising Revenue 

2010: $29.3 billion 
2011: $37.9 billion 
2012: $50.2 billion 

Usage Data 

• 67% share of U.S. searches 
• 12 billion searches per month  

Company Description 

Google is the world’s largest search engine with 
total annual revenues in excess of $50 billion. 
Its main source of revenue is paid search 
through its AdWords self-serve paid search 
platform. It also derives revenue from its online 
ad network that places text and display 

contextual ads on third party websites 
(AdSense). Mobile is a key initiative for Google 
as many of its global users have migrated to 
smartphones. Twenty percent of Google 
searches now come from mobile devices (half of 
these are local). Google holds a 95 percent 
share of mobile search query volume, compared 
to its 67 percent online search share. BIA/Kelsey 
estimates that Google also accounts for 50 
percent to 60 percent of U.S. mobile ad 
revenues – from both mobile search and display 
ads. 

 

The BIA/Kelsey Take 

Google has been an early 
adopter of mobile, investing 
heavily in the medium over 

the past decade. This includes its Android 
smartphone operating system, which helps 
Google position its search products prominently 
in mobile device interfaces. Additionally, it has 
successfully made itself into a leading mobile 
brand, resulting in a 95 percent market share of 
mobile searches. This is partly due to its default 
search position in Safari browsers on iOS 
(iPhone). Google is clearly establishing 
competitive dominance for mobile usage. One 
challenge is that mobile CPCs are lower than the 
desktop, due to slower advertiser adoption of 
mobile search. This affects bid pressure and 
click prices. So as more and more users flock to 
mobile search – an under-monetized touch point 
– Google’s overall click price and revenue 
potential is diminished. Google is facing this 
challenge by innovating more “native 
advertising” to better integrate with mobile user 
experiences and boost ad rates. It also recently 
launched “Enhanced Campaigns” which better 
federate SEM campaigns (and their CPC ad 
rates) across mobile, desktop and tablet. This 
will be a key initiative for Google, the outcome 
of which will have a major impact on the 
company’s continued financial growth and 
overall performance. 
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Marchex 

 

 

Company Overview 

Year Established: 2003 

Listings Status: Public (Nasdaq-GS: MCHX) 

Headquarters: Seattle, WA 

Employees: 350 

Key Partners  

YP, Verizon, Sprint, Metro PCS, Google, Yahoo, 
BusinessWeek.com, CBS/CNET, CityGrid, Google 
Mobile, Where, esurance, InterContinental 
Hotels, Yodle  

Core Products  

Call analytics, digital call marketplace, local 
leads and a click-based publishing network 

Leadership Spotlight 

Russell Horowitz, Chairman and CEO 

Peter Christothoulou, President, Interactive 

Company Description 

Marchex is a leading mobile and online 
advertising company that drives millions of 
consumers to connect with businesses over the 

phone and provides in-depth analysis of those 
phone calls. As reported in its most recent Pulse 
report, Marchex during the first quarter of 2012, 
connected 90 million calls to advertisers and 
blocked more than 3 million low-quality and 
spam calls from reaching its advertisers.  

 

The BIA/Kelsey Take 

Marchex offers several 
critical components for 
businesses looking to acquire 

new customers through phone calls. Its Marchex 
Call Analytics platform  powers the company’s 
advertising products, allowing partners to 
manage data and measure the performance of 
mobile, online and offline call advertising. Its 
Digital Call Marketplace,  connects hundreds of 
millions of consumer calls annually to a broad 
network of advertisers. These advertisers are 
present through a range of mobile and online 
sources and calls are provisioned on a pay-per-
call basis. The Marchex Local Leads platform is a 
white-labeled, full-service digital advertising 
solution that delivers quality phone calls, clicks 
and other leads to small-business advertisers. 
The Marchex Institute meanwhile measures 
billions of minutes of call data to improve all of 
these products and the industry’s education. 
Marchex sells its products both directly to 
advertisers and agencies and through its 
network of small-business reseller partners.   
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Millennial Media 

 

 

Company Overview 

Year Established: 2006 

Listing Status: Public (NYSE: MM) 

Headquarters: Baltimore, MD 

Employees: 137 

Inside Sales: 107 

Leadership Spotlight 

Paul Palmieri, CEO, President 

Chris BrandenBurg, Executive VP & CTO 

Matt Gillis, SVP Global Monetization Solutions 

Mollie Spillman, EVP CMO 

Henry Tam, VP, Self-Serve Advertising 

Usage Data 

• 380 million monthly mobile users worldwide 
• 150 million monthly mobile users in the  

United States  
• Runs ads on 38,000 apps 

Revenue 

2010: $48 million 

2011: $90 million  

2012: $181 million (estimated) 

Company Description 

Millennial Media is the largest independent 
mobile ad network, and the second largest 
overall ad network behind Google. Its vast 

publisher network serves advertisers, agencies, 
and mobile ad exchanges. Advertisers can run 
campaigns on a self-serve basis. Millennial’s ads 
run on 38,000 mobile apps and it has more than 
300 million proprietary user profiles. The ads 
that run on Millennial’s network are roughly  
60 percent branding-oriented (impression based, 
usually measured on a CPM basis), and 40 
percent performance-based (clicks, usually 
measured on a CPC basis).  

 

The BIA/Kelsey Take 

Millennial continues to refine 
its approach to location-
based audience targeting. 

Currently, the company can incorporate physical 
(location), behavioral, and third party data 
points. These come together with its own unique 
identifier to build anonymous user profiles. This 
drives its comprehensive campaign reporting 
modules, and its ability to target with a degree 
of granularity that outshines many other mobile 
ad networks of its size. Its self-serve local ad 
service mMedia targets SMBs. The platform 
includes hyper-local geo-targeting that 
accomplishes precision at the neighborhood 
level (depending on available data from the 
device). The mMedia service began with CPC 
pricing, is addingCPM buys for greater simplicity. 
Millennial has partnerships in gaming and 
entertainment including MediaVest, which works 
with large international brands for digital 
advertising. 
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Telenav 

 

Company Overview 

Year Established: 1999 

Listing Status: Public (TNAV) 

Headquarters: Sunnyvale, CA 

Employees: 1,000+ 

Key Partners 

AT&T, Bell Mobility, Boost Mobile, China Mobile, 
Ford, NII Holdings, QNX Software Systems, 
Rogers, Sony, Sprint Nextel, Telcel, T-Mobile UK, 
T-Mobile US, U.S. Cellular, Verizon Wireless and 
Vivo Brazil. 

Usage Data 

• 30 million users worldwide 
• Mobile OS supports 1,300 phones 

Leadership Spotlight 

H.P. Jin, Co-Founder, President and CEO 

Michael Strambi, CFO 

Y.C. Chao, Co-Founder and CTO 

Sal Dhanani, Co-Founder and VP, Growth 
Strategy and Partnerships 

Dariusz Paczuski, VP, Marketing, Products and 
Monetization 

Revenue 

2011: $210 million 

2012: $218.5 million 

Company Description 

Telenav is a navigation and local search 
company. Its core product is software that 
powers the navigation systems of its partners, 
including mobile apps, mobile hardware 

manufacturers, carriers and in-car navigation 
systems. Diversifying from this revenue  model it 
has recently begun to monetize navigation 
searches with targeted local advertising. This 
takes form in its novel “Drive-to” advertising, 
which attempts to close the loop on discernible 
ROI by measuring “drives” resulting from ads 
rather than clicks. It does this by measuring 
when an ad drives someone (literally) to a 
merchant location. This is a natural integration 
with its core product as the primary use is 
generating directions to physical world locations. 
The company has reported that up to 40 percent 
of ad clicks lead to drives.  

 

The BIA/Kelsey Take 

In Q4 2012, Telenav 
acquired local ad targeting 
company ThinkNear for 

$22.5 million. The acquisition brings together 
ThinkNear’s location targeting technology and  
7 billion monthly impressions, with Telenav’s 
own network of consumer-facing navigation 
products such as Scout and AT&T Navigator. 
These reach 34 million users total. ThinkNear’s 
technology boosts this capability by targeting 
ads to sub-100 meter accuracy. Its proprietary 
“Situational Targeting” also overlays contextual 
data to boost relevance. This includes things like 
weather, dayparts and demographic 
characteristics of a location. ThinkNear has 
reported that this technology improves CTRs 4X 
on average, when compared with non-location 
targeted benchmarks. Together, ThinkNear and 
Telenav will form the new location based ad 
network known as Scout Advertising. Telenav’s 
scale and natural fit for arrival based ads 
combined with ThinkNear’s targeting technology 
and location data will make Scout Advertising a 
company to watch for best practices in mobile 
local advertising. This will include large and 
small advertisers.  
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Telmetrics

 

Company Overview 

Year Established: 1990 

Listing Status: Private 

Headquarters: Mississauga, Ontario 

Partners 

Local search, directory publishers and 
advertising providers that resell to SMBs, 
national advertisers, and agencies. 

Leadership Spotlight 

Bill Dinan, CEO 

CJ Arseneau, VP, Marketing  

Teresa Bordenet, Director, Sales 

Company Description 

Telmetrics has been serving Yellow Pages 
companies with call tracking services for more 
than 20 years. Its call tracking technology is 
available across North America, Europe and 
Australia. While it still serves the print Yellow 
Pages industry, nearly three-quarters of its  
3 million-plus call-tracking lines are now used by 
digital search companies for tracking online and 
mobile calls. These include local search 

publishers, agencies and national advertisers. 
Telmetrics provides its clients with a 
comprehensive suite of call tracking services to 
support performance measurement for both 
pay-per-call and subscription-based advertising 
programs. Key innovations include patent-
pending Telemarketer Call Block and m.Call 
(mobile call tracking) technologies. 

 
  

The BIA/Kelsey Take 

In April, Telmetrics reported 
significant growth in pay per 
call adoption from Q1 2011 

to Q1 2012. Specifically, it saw 348 percent 
more pay-per-call ads in this period. SMB and 
mobile programs are driving this growth. It has 
also reported that SMB local ad programs 
constitute 62 percent of pay-per-call ads. This 
represents a shift as national advertisers once 
made up the majority. Calls generated from 
mobile have the longest average call durations 
at 3.5 minutes, followed by print Yellow Pages 
(2.8 minutes), Internet Yellow Pages (2.7 
minutes), and paid search (2.2 minutes). 
Overall, Telmetrics has found that call duration 
has increased across the board by 20.1 percent 
from 1Q 2011 to 1Q 2012. Moreover, its call 
blocking solution allows it to block up to 40 
percent of incoming telemarketing calls to a 
business. These performance metrics, combined 
with the overall growth of mobile, put Telmetrics 
in a favorable competitive position in the 
promising call-based advertising sector.
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Verve Mobile

 

 

Company Overview 

Year Established: 2005 

Listing Status: Private 

Headquarters: Encinitas, CA 

Employees: 70 

Funding History 

Nov. 2005: $2.5 million seed money from Tom 
Kenney and Art Howe 

July 2008: $3.0 million in funding from Iron 
Capital Partners and The Associated Press Inc. 

Sept. 2010: $6.8 million in funding from 
BlueRun Ventures and The Associated Press Inc. 

February 2013: 14 million from Nokia Growth 
Partners, Qualcomm and BluRun Ventures 

Usage Data 

• 3,500 media customers, 1,700 using Verve 
Publisher to manage mobile distribution 

• 108 million unique mobile users per month, 
of which 35 million are exclusive to Verve 

• 6+ billion monthly available impressions 
• 73% active reach of U.S. mobile 

smartphone subscribers 

Leadership Spotlight 

Tom MacIsaac, Chief Executive Officer 

Tom Kenney, President and Founder 

Chris Nicotra, EVP Product & Technology, CTO 

Greg Hallinan, Chief Marketing Officer 

Company Description 

Verve Mobile is a location-based mobile 
advertising network, helping local and national 
advertisers target audiences in geographically 
specific ways. It works with premium publishers 
to guarantee contextually relevant and brand-
safe ad placements. It grounds its location 
relevance in ad placement, location oriented 
calls to action and ad copy. All of these factors 
are proven to boost ad performance, such as a 
2X increase in click through rates, according to 
Verve. Its location targeting capabilities are 
further enhanced by the nature of the content in 
its growing publisher network. It works with 
many top-tier national and regional newspaper 
publishers (to place ads within their apps). 
Therefore, its level of confidence in location-
specific relevance is grounded in the 
geographically-oriented nature of app content 
itself, among other factors.   

 

The BIA/Kelsey Take 

Verve is one of the few 
premier mobile ad networks 
to specialize in location-

specific ad placement. In addition to its local 
content advantage, Verve has developed ways 
to optimize campaigns based on the accuracy of 
location signals it receives from devices and 
mobile apps. Verve reports that only 10 percent 
of location targeted ads are targeted using 
specific latitude and longitude. This is generally 
a function of available location data. For the 
rest, mobile ad networks rely on other signals to 
provide advertising at less-precise location radii 
such as city level, DMA or even IP targeting. 
Verve has addressed this challenge by modifying 
ad placement and content based on  level of 
confidence in the location signals it receives 
from devices and apps. This has allowed it to 
optimize the opportunity for relevant ad 
targeting. 
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xAd

        

Company Overview 

Year Established: 2009 

Listing Status: Private  

Headquarters: New York, NY 

Employees: 100 

Leadership Team 

Dipanshu Sharma, CEO 

Sunil Kumar, Co-founder/VP of Monetization 

Steve McCarthy, CFO 

Chi-Chao Chang, President, Products and 
Technology 

Monica Ho, VP Marketing 

Dan Hight, VP Business Development 

Usage Data 

• 1 million national and local advertisers   
• Reaches more than 85 million monthly unique 

users  

Company Description 

xAd is a mobile local ad network that specializes 
in location targeting. This comes about through 

a combination of locally oriented mobile 
publisher partners, and a proprietary “Smart 
Location” targeting technology. The latter 
enables it to place its advertiser partners’ 
campaigns in geographically relevant ways. This 
has proven to boost ad performance – such as 
click through rates and phone calls generated 
from ads – when compared to industry 
averages. It specializes in search and display 
advertising that is placed within native mobile 
apps, such as iPhone apps. Though it targets 
ads at a local level, its network scale allows it to 
surpass the scalability challenges that location 
targeting sometimes creates. To date, the 
company has received $13 million in funding.  

 

The BIA/Kelsey Take 

xAd’s differentiation stems 
from its proprietary location 
targeting technology. The 

company enhanced this capability in Q4 2012 
with the launch of SmartLocation and 
SmartFencing. These help national advertisers 
more effectively narrow their campaigns to hit 
the right geographic and behavioral targets. 
SmartLocation applies an algorithm to sharpen 
the precision of location signals, and avoid some 
of the false readings common in location based 
ad targeting. SmartFencing makes geo-fences 
less static by arraying myriad real time 
behavioral data sets. These can dynamically 
adjust advertisers’ campaigns based on factors 
like users’ tendency to travel certain distances 
for certain products at certain times of day or 
under certain weather conditions. As a result, 
targeted geo-fences can adjust in size and scope 
on the fly.  
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Yelp

       

Company Overview 

Year Established: 2004 

Listings Status: Public (NYSE: YELP) 

Headquarters: San Francisco, CA 

Employees: 1,000 

Advertisers: 35.500 paid (890,000 business 
listings claimed) 

Usage Stats  

• 33 million user reviews 
• 84 million monthly unique users (8.2 million of 

which are mobile unique users)  

Leadership Team 

Jeremy Stoppelman, Co-founder and CEO 

Rob Krolik, CFO 

Geoff Donaker, COO 

Andrea Rubin, VP Marketing N.A. 

Miriam Warren, VP Marketing EU 

Mike Ghaffary, Director of Business 
Development 

Revenue 

2011: $83.2 million 

2012: $138 million  

Company Description 

Yelp is a local reviews site covering the U.S. and 
a growing list of countries in Western Europe. In 
Q4 2012, the company acquired European 

competitor Qype for 18.6 million Euros. Yelp’s 
main revenue source is enhanced profile listings 
for local businesses. The majority of this 
revenue is vertically focused on restaurants, 
retail and professional services. However, it 
continues to expand into other categories and 
broaden its use case and addressable market of 
SMB advertisers.  

 
Source: BIA/Kelsey (2012) 

 

The BIA/Kelsey Take 

Yelp’s strong user focus has 
made it difficult to integrate 
ads. Yelp’s business model 

derives revenues from companies that wish to 
upgrade their presence and profile within the 
site. With mobile, the smaller screen has 
accelerated the customer experience vs. ad-
support conflict. Ten percent of Yelp’s unique 
users access the service from a mobile device, 
however they account for a disproportionate 47 
percent of overall searches. This level of 
engagement will be monetized through things 
like targeted SMB profile placement and 
suggestions that stay true to the “local discovery 
engine” use-case that Yelp has built.   

Product Sell Pricing 

Listing ✔ Free 

Search ✔ 
$300/1,500 

impressions 

SEO ✔ Included 

Display ✔ CPM 

Deals ✔ 
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YP Holdings

 

 

Company Overview 
Year Established: 2012 

Listing Status: Private 

Headquarters: Tucker, GA 

Sales Reps: 3,000  

Advertisers: 700,000 

Leadership Team 
David Krantz, CEO 

Mark Smith, CFO 

Ken Ray, CMO 

Paul Miller, COO 

Usage Data 
• 5 million mobile app users 
• 38 billion impressions across online, mobile & 

IPTV  
• 17 million local business listings 
• 77 monthly unique on YP.com and apps 
• 300+ Online and mobile publishers (sites and 

apps) 

Revenue 
2010: $3.9 billion 

2011: $3.3 billion 

Company Description 
YP was spun off of AT&T in 2012. AT&T 
received $750 million in cash, a $200 million 
note and a 47 percent equity interest in the new 
entity YP Holdings LLC. The buyer was Cerberus 
Capital Management. YP distributes more than 
150 million print Yellow Pages directories 
annually. Its local ad network has 74 million 
total monthly unique visitors (including online 
and mobile). YP offers build-it-yourself packages 
with a listing and website as a foundation. Main 
digital packages include presence, branding, 
search, awareness and promotional-based 

advertising. Most print/online bundles are 
between $150 and $300/month. YP also has a 
strong mobile display network (200 local apps, 
1.5 billion monthly ad impressions), which 
provisions ads on a CPM basis. Mobile websites 
are offered, usually bundled in with digital 
packages.  

Source: BIA/Kelsey (2012) 

 

The BIA/Kelsey Take 
YP doesn’t yet offer social 
management but does offer 
reputation monitoring as part 
of a bundle. YP’s recent 

partnership with SinglePlatform has helped it to 
grow the restaurants category. YP currently has 
more than 300,000 menus available on YP.com. 
Longer term, YP’s investment focus will likely 
include product development and establishing a 
“trusted advisor” relationship with its mainly 
small-business advertisers. YP’s role in helping 
SMBs acquire new customers and manage 
existing ones continues to be challenged by the 
growing number of competitive SMB marketing 
and advertising options, such as deals, social, 
and “presence management.” 

Product Sell Pricing 

Website ✔ $89+/month 

Search ✔ Budget $150+ for clicks 

SEO  ✔ $49/month 

Display ✔ $300+ 

Social ✔ $50/month or bundled 

Mobile ✔ Website included 
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