
 

Marchex Reports Fourth Quarter and Full Year 2005 

Financial Results 

SEATTLE, WA - February 23, 2006 - Marchex, Inc. (NASDAQ: MCHX, MCHXP) today 
announced its results for the fourth quarter 2005 and for the full year ended December 31, 2005.  

Fourth Quarter 2005 Consolidated Financial Results: 

• Revenue was $29.8 million for the fourth quarter of 2005, a 97% increase compared to 
$15.1 million for the same period of 2004. 

• GAAP net income applicable to common stockholders was $980,000 for the fourth 
quarter of 2005, or $0.03 per share, compared to a GAAP net income applicable to 
common stockholders of $607,000 or $0.02 per share for the same period of 2004. 

• We provide adjusted non-GAAP earnings per share (EPS) in the last financial tables 
attached to this press release, entitled "Reconciliation of GAAP EPS to Adjusted Non- 
GAAP EPS" and encourage investors to examine the reconciling adjustments between the 
GAAP and non-GAAP measures. Some Wall Street analysts use non-GAAP measures to 
analyze our operating results, which may include adjusted non-GAAP EPS, adjusted 
operating income before amortization and EBITDA. We present GAAP measures with 
equal or greater prominence than non-GAAP measures and such non- GAAP measures 
should not be considered a substitute for, or superior to, GAAP results. 

• Adjusted operating income before amortization was $8.2 million for the fourth quarter of 
2005, or 27% of revenue, which is an increase of 234% compared to $2.4 million for the 
same period of 2004. A reconciliation of non-GAAP adjusted operating income before 
amortization to GAAP operating income and GAAP net income is attached to the 
financial tables included in this release. 

• EBITDA was $9.5 million in the fourth quarter of 2005, which is an increase of 270% 
compared to $2.6 million for the same period of 2004. A reconciliation of EBITDA to 
GAAP net cash provided by operating activities is attached to the financial tables 
included in this release. 

Full year 2005 Results: 

• Revenue for the year ended December 31, 2005 was $95.0 million, a 117% increase 
compared to $43.8 million for 2004. 

• GAAP net income applicable to common stockholders was $1.5 million for 2005, or 
$0.04 per share, compared to a GAAP net loss applicable to common stockholders of 
$1.2 million or $0.05 per share for 2004. 

• As discussed above in the summary of the fourth quarter 2005 consolidated financial 
results, we provide adjusted non-GAAP earnings per share (EPS) in the last financial 
tables attached to this press release, entitled "Reconciliation of GAAP EPS to Adjusted 



Non-GAAP EPS" and encourage investors to examine the reconciling adjustments 
between the GAAP and non-GAAP measures. 

• Adjusted operating income before amortization was $25.2 million for 2005, or 27% of 
revenue, which is an increase of 356% compared to $5.5 million for 2004. A 
reconciliation of non-GAAP adjusted operating income before amortization to GAAP 
operating income (loss) and GAAP net income (loss) is included in the financial tables 
attached to this release. 

• EBITDA was $29.5 million for 2005, which is an increase of 429% compared to $5.6 
million for 2004. A reconciliation of EBITDA to GAAP net cash provided by operating 
activities is included in the financial tables attached to this release. 

"2005 was another strong year for Marchex, as we achieved an important series of strategic and 
operational objectives that we believe position us among the leaders in our areas of focus," said 
Russell C. Horowitz, Marchex Chairman and CEO. "Our network is now comprised of tens of 
thousands of advertisers utilizing our extensive set of technology-based search marketing and 
monetization products, accompanied by a unique platform of proprietary traffic and partner 
distribution sources. We will continue to develop these assets further as we strive toward our 
goal of being an industry leader in delivering vertical and local online traffic to merchants."  

Updated Proprietary Traffic Statistics and Recent Highlights: 

• Marchex today announced that its proprietary network of vertical and local Web sites 
attracted more than 27 million unique visitors for the month of December 2005. This 
compares to more than 24 million unique visitors for the month of September 2005. 
Unique visitor statistics are based on internal traffic logs, which calculate unique IP 
(Internet protocol) addresses on an unduplicated basis during a given month. 

• Marchex is increasingly monetizing its own traffic with its own advertisers. As such, 
revenue attributable to proprietary traffic sources is increasingly benefiting from the 
contributions and strengthening of this integration with Marchex's search marketing 
merchant advertisers. For the fourth quarter, revenue attributable to proprietary traffic 
sources, substantially all arising from the Name Development and Pike Street Industries 
asset acquisitions, was $10.3 million. For the fourth quarter, revenue attributable to the 
IndustryBrains acquisition was $3.1 million. 

2005 company milestones included the following: 

• Further developed Marchex proprietary network of vertically- and locally-focused Web 
sites. This development included upgrading vertical templates, and selected individual 
Web sites; as well as the beta launch of Marchex's full network of approximately 74,000 
ZIP Code Web sites, which cover 96% of all ZIP Code areas nationwide. Marchex owns 
.com and/or .net ZIP Codes in approximately 41,000 of the approximately 42,500 U.S. 
ZIP Codes (source: U.S. Postal Service). A sample listing of the ZIP Code beta Web sites 
can be found at http://www.marchex.com/zip-codes/. Regarding the development of 
Marchex's ZIP Code beta sites, internal data indicates that in a five-month period (from 
September 1, 2005, one month after the initial launch of 52 beta ZIP Code Web sites, to 



January 31, 2006, when the full ZIP Code network had updated templates and content 
integrations), the company's various enhancements resulted in the following:  

1. More than a 120% increase in unique monthly visitors to its ZIP Code network, 
which the company believes is driven primarily by greater relevance to the user, 
and better ranking in algorithmic search engines in response to direct and indirect 
search queries for specific ZIP Codes; and 

2. More than a 350% increase in monthly clicks on its ZIP Code network, which the 
company believes is driven by greater advertiser relevance on the page. 

Although Marchex believes it needs a larger data sample to evaluate the effectiveness of 

its enhancements and content integrations, the company is encouraged by these early 

results and will continue to focus on rolling out upgraded Web sites in other verticals.  

• Established a leadership position in contextual advertising, with the mid-2005 acquisition 
of IndustryBrains, a leader in monetizing vertical and brand-name Web sites through 
contextual advertising solutions. 

• Expanded base of partnered traffic sources by adding more than 100 distribution partners 
in the search, comparison shopping and vertical publisher online channels. During the 
year, Marchex announced search distribution agreements with MSN and AskJeeves. The 
company also announced product shopping agreements with MSN Shopping, Shopzilla, 
and Become.com, further extending Marchex's online shopping distribution channel for 
its merchant advertisers. Marchex now has agreements in place with ten of the Internet's 
leading product shopping providers. The company also has agreements in place with 
premium, vertical publishers, such as Forbes.com, Bankrate.com, BusinessWeek.com, 
Travel and Leisure, Investors Business Daily, Fodors, Investors.com, and USAToday. As 
a result of this progress, Marchex believes that it now has one of the largest, high- 
quality, third-party distribution networks online, as it has relationships with, and access to 
top-tier partners in each of its key distribution channels. 

• Continued extension of local search services. Marchex has thousands of local merchants 
utilizing its platform to acquire customers online. During the course of the year, Marchex 
extended its local search market position by supporting the efforts of leading super- 
aggregator partners, including BellSouth, AT&T (formerly SBC), YellowPages.com, and 
the Houston Chronicle to sell search marketing packages to their local merchant 
advertisers. Marchex's local search marketing platform dynamically creates, fulfills and 
manages search engine marketing campaigns for local merchant advertisers across the 
United States. 

2006 Marchex Financial Guidance: 

Marchex is providing 2006 financial guidance and reiterating the company's long-term adjusted 
operating income before amortization margins from the previous guidance provided on 
November 9, 2005, as follows:  

2006 consolidated revenue range estimate: $125 million to $133 million



2006 adjusted operating income before amortization target range: $33 million to $38 million 

Long-term adjusted operating income before amortization margins:30% or more 

Conference Call and Webcast Information: 

Management will hold a conference call, starting at 5:00 p.m. EDT on Thursday, February 23, 
2006 to discuss its fourth quarter 2005 and 2005 fiscal year-end results and other company 
updates. To access the call by live Webcast, please log onto the Investor Relations section of the 
Marchex Web site (www.marchex.com/investors/). An archived version of the Webcast will also 
be available, beginning two hours after completion of the call, at the same location.  

About Marchex, Inc.: 

Marchex's (www.marchex.com) mission is to be a leader in delivering vertical and local online 
traffic to merchants. The company is focused on search marketing, local search, and direct 
navigation. Marchex's platform of integrated performance-based advertising and search 
marketing services enables merchants to efficiently market and sell their products and services 
across multiple online distribution channels, including search engines, product shopping engines, 
directories and selected Web properties.  

Forward looking statements: 

This press release contains forward-looking statements that involve substantial risks and 
uncertainties. All statements, other than statements of historical facts, included in this press 
release regarding our strategy, future operations, future financial position, future revenues, 
acquisitions, projected costs, prospects, plans and objectives of management are forward-looking 
statements. We may not actually achieve the plans, intentions or expectations disclosed in our 
forward-looking statements and you should not place undue reliance on our forward-looking 
statements. Actual results or events could differ materially from the plans, intentions and 
expectations disclosed in the forward-looking statements we make. There are a number of 
important factors that could cause Marchex's actual results to differ materially from those 
indicated by such forward-looking statements which are described in the "Risk Factors" section 
of our most recent periodic report and registration statement filed with the SEC. All of the 
information provided in this release is as of February 23, 2006 and Marchex undertakes no duty 
to update the information provided herein.  

Non-GAAP Financial Information: 

To supplement Marchex's consolidated financial statements presented in accordance with GAAP 
and to provide clarity internally and externally, Marchex uses certain non-GAAP measures of 
financial performance and liquidity, including OIBA, Adjusted OIBA, EBITDA and Adjusted 
non-GAAP EPS. In light of Marchex's goClick acquisition in 2004, the IndustryBrains 
acquisition in 2005, and the Name Development and Pike Street Industries asset acquisitions in 
2005, Marchex also provides Pro Forma Revenue information.  



OIBA represents income (loss) from operations plus (1) stock-based compensation expense and 
(2) amortization of acquired intangible assets. This measure, among other things, is one of the 
primary metrics by which Marchex evaluates the performance of its business. Additionally, 
Marchex's management uses Adjusted OIBA which excludes acquisition-related retention 
consideration, as management views this as part of the earn-out incentives related to the Enhance 
Interactive acquisition transaction, a facility relocation expense and any gain/loss on sales of 
intangible assets. These considerations are viewed as non-recurring in nature with the facility 
relocation expense recognized in calendar year 2004 and the earn-out consideration related to 
calendar year 2004. Adjusted OIBA is the basis on which Marchex's internal budgets are based 
and by which Marchex's management is currently evaluated. Marchex believes these measures 
are useful to investors because they represent Marchex's consolidated operating results, taking 
into account depreciation and other intangible amortization, which Marchex believes is an 
ongoing cost of doing business, but excluding the effects of certain other non-cash and non- 
recurring expenses. EBITDA represents income before interest, income taxes, depreciation, 
amortization, and stock compensation expense. Marchex believes that EBITDA is another 
alternative measure of liquidity to GAAP net cash provided by operating activities that provides 
meaningful supplemental information regarding liquidity and is used by Marchex's management 
to measure its ability to fund operations and its financing obligations.  

Adjusted non-GAAP EPS represents Adjusted Net Income divided by weighted average fully 
diluted shares outstanding for Adjusted non-GAAP EPS purposes. Adjusted Net Income 
generally captures those items on the statement of operations that have been, or ultimately will 
be, settled in cash exclusive of certain non-recurring items and represents net income available to 
common shareholders plus: (1) stock based compensation expense, (2) amortization of acquired 
intangible assets, (3) acquisition-related retention consideration, (4) facility-relocation expense, 
(5) gain/loss on sales of intangible assets and (6) other income (expense). Adjusted non-GAAP 
EPS includes dilution from options and warrants per the treasury stock method and includes the 
weighted average number of all potential common shares relating to convertible preferred stock 
and restricted stock. Shares outstanding for Adjusted non-GAAP EPS purposes are therefore 
higher than shares outstanding for GAAP EPS purposes. Financial analysts and investors may 
use Adjusted non-GAAP EPS to analyze Marchex's financial performance since these groups 
have historically used EPS related measures, along with other measures, to estimate the value of 
a company, to make informed investment decisions and to evaluate a company's operating 
performance compared to that of other companies in its industry.  

Marchex's management believes that investors should have access to, and Marchex is obligated 
to provide, the same set of tools that management uses in analyzing the company's results. These 
non-GAAP measures should be considered in addition to results prepared in accordance with 
GAAP, and should not be considered in isolation, as a substitute for, or superior to, GAAP 
results. These non-GAAP terms, as defined by Marchex, may not be comparable to similarly 
titled measures used by other companies. Marchex endeavors to compensate for the limitations 
of the non-GAAP measures presented by providing the comparable GAAP measure with equal 
or greater prominence, GAAP financial statements and detailed descriptions of the reconciling 
items and adjustments, including quantifying such items, to derive the non-GAAP measure.  
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Marchex Investor Relations: 
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Click here to view Marchex's Fourth Quarter 2005 and Full Year 2005 Financial Tables (.pdf 
format)  

 

http://www.marchex.com/marchex-news/pdf/mchxq4_2005.pdf

