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ComScore and 15miles’ annual Local Search Usage Study is once again filled with takeaways for 
local media organizations. For the first time this year the firms invited participation from Localeze, 
bringing the data more backing and dimension.  

For those unfamiliar, the LSUS study, now in its fifth wave, measures user behavior for local 
search. Its methodology includes data provided by each firm but is primarily based on a 
comScore online panel (N=4,000). The data were compiled in Q4 2011.  

Mobile is prominently featured for the first time, and the report also includes social, deals and 
local search (previous years focused on the latter). Here we’ll walk through the mobile findings. 

A few of the main takeaways: 

 Getting information fast is the top reason for using a mobile device to find a local 
business.  

 After searching for a product, mobile users are more likely to purchase than PC users. 

 When conducting comprehensive local business searches, users prefer tablets.  

 Tablets are used at all stages of a local business search and result in higher likelihood of 
conversions/purchases.  

The Data 
Starting at the logical point of usage volume, it is evident from comScore data that smartphone 
penetration (as of December 2011) is 42 percent of U.S. mobile subscribers. This compares with 
February Nielsen data, which reported 53 percent penetration. 

Executive Summary: Local search agency 15miles recently sent BIA/Kelsey preview data for 
its annual Local Search Usage Study. Now in its fifth wave, the comScore administered study 
(n=4,000) included Localeze’s participation for the first time. Its range of data is extensive and 
focuses primarily on user behavior in areas of local search, mobile, deals and social media. 
This Advisory focuses on its mobile findings. 
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The discrepancy in the two firms’ findings could be a result of smartphone penetration’s steep 
growth curve, resulting in considerable percentage point deltas over a period of just a few 
months. There are also differences in methodology. 

Regardless of share precision, it’s clear smartphones are at the threshold of a majority of U.S. 
mobile devices. More important, their usage tends to skew toward local intent. LSUS data 
indicate that 61 percent of smartphone users conduct local search. 

This is supportive of data we’ve seen elsewhere, such as Google’s disclosure that 40 percent of 
its searches (search query volume, not users) show local intent. That compares with 20 percent 
on the desktop (local intent is tracked by geographic search terms or inference).  

This is likewise an important usage input for market forecasting. BIA/Kelsey’s mobile ad revenue 
forecast pegs location targeted mobile ad revenues at 45 percent of the total, growing to 65 
percent by 2016.  

 

Source: comScore (2012) 
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In addition to smartphone growth, tablets are rapidly increasing in sales. During the new iPad’s 
release last week, Apple CEO Tim Cook reported that iPad quarterly sales outstripped that of any 
one PC manufacturer. 

As a side note, consumer behavior is still feeling its way around what the tablet “use case” is. 
Many industry watchers deem it a mobile device, but this is a misguided conclusion. There are 
many data that indicate most tablet use happens at home.  

 

Source: comScore (2012) 

LSUS data further confirm tablet growth in terms of usage patterns, particularly in a local search 
context. The data found that in many local use cases, tablets outperform even smartphones. The 
one exception is finding “on the go” local information. 
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Source: comScore (2012) 

In addition to user proclivity for tablets in different modes of local search, there’s a higher 
incidence of conversions. Specifically LSUS reports that 86 percent of tablet users made a 
purchase from their most recent search, compared with 72 percent for mobile phones. 

There were also higher spending levels, with 38 percent of recent tablet purchases weighing in at 
more than $100. This compares with 32 percent of mobile phone purchases at that level and 
indicates possible differences in products and user demographics correlated to tablet search.  
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Source: comScore (2012) 

Further digging into tablet and mobile phone usage patterns, they were both present throughout 
the local search process (22 percent and 24 percent, respectively). Surprisingly, mobile phones 
showed higher usage at the beginning of the process. 

This is counterintuitive as a larger form factor is often conducive to top of the funnel activity such 
as product research, exposure or other things that happen while in “lean back” mode. Mobile 
phones often correlate instead to high-intent point of purchase engagement.  
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Source: comScore (2012) 

Lastly, the LSUS data examined frequency of local business searches. Here, tablets 
outperformed mobile phones, showing 65 percent of users conducting local searches at least 
weekly. This compares with 45 percent for mobile phones.  

Showing clear growth, 57 percent of tablet owners changed usage in the past year, compared 
with 44 percent for mobile phones. This indicates earlier stages of tablet growth that could 
continue as tablet penetration continues to ramp up, per above Apple figures.  
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Source: comScore (2012) 

Final Thoughts: A Multi-Device World 
Though there were some surprises in this year’s LSUS report, much of it was supportive of key 
mobile local trends and conclusions we’ve examined in our recent reports and commentary. 

LSUS’ focus on mobile devices was telling of the medium’s growth overall and especially in local 
search. BIA/Kelsey’s advertising spending forecast data support this, in the rapidly growing 
mobile revenue share for both search (as a format) and local (as a targeting strategy). 

 

Source: comScore (2012) 
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Drilling down, tablets seem to take the cake in both recent sales and media attention, and in their 
prevalence in the LSUS data. But the takeaway isn’t necessarily to pay attention to tablets and 
make investments in tablet app development and presence.  

The real takeaway is that in this unfolding “post-PC” era, it’s becoming a multi-device world. 
Consumers are getting access and information from multiple devices throughout different 
dayparts and use cases, sometimes overlapping, sometimes incremental. 

In addition to the data showing that tablets and mobile devices are used throughout the local 
search process, there are many separate data (see second chart on previous page) that show 
varied tablet, PC and smartphone usage throughout the day. This is supportive of strategies to be 
in all places.  

Small and large merchants as well as publishers must be aware of this multi-device world and 
begin to develop strategies to optimize presence and performance. That means operating across 
devices and platforms, and in both app and mobile Web environments.  

These usage trends will only continue, and an early mover advantage will avow competitive 
differentiation. MLM 

 

 

 


