
From Print to Digital and Beyond:

The Power of Location Data



From Print to DigitalFrom Print to Digital

• For years, the print yellow pages was the main path for 

consumers to find local businesses

• As consumer usage of the Internet grew, print yellow 

pages moved online (late 1990s/early 2000s)

• This was the beginning of the Local Search industry, now 

a major component of online and mobile search



Search Engines and Local ListingsSearch Engines and Local Listings

• Google and other search engines began creating 

mapping and navigation products 

• Next, local listings were integrated into organic search 

results

• Today, organic local listings and directory listings 

compete for top ranking in search results



Search Engines and Local ListingsSearch Engines and Local Listings

Search on Google India for “sports goods navi mumbai”

Google Local “Three Pack”

Local Directories



The Role of the Business Website in LocalThe Role of the Business Website in Local

• Business websites often can’t compete in organic search 

with local listings and directories, but are critical within 

local profiles

Website links in 
Google “Three Pack”



Emergence of Location MarketingEmergence of Location Marketing

• For small businesses and international 

brands, location marketing became a 

critical marketing activity

• Businesses need to control how they are 

represented in directories, search sites, 

and mobile apps

• Missing or incorrect information in local 

search leads to lost business; engaging 

content wins customers



The Problem with LocalThe Problem with Local

• Local data is compiled from multiple third party sources

• Without direct business owner participation, as much as 

40% of online listings are incorrect or incomplete

• Consumers will visit your competitor if they can’t find 

accurate information about you online



Marketing Starts at the StorefrontMarketing Starts at the Storefront

Businesses know how critical a problem it would 
be if their storefront signage was misleading or 
incorrect.



Now Your Storefront Is OnlineNow Your Storefront Is Online

Online profiles on search engines, 
directories, social sites and 
mobile apps will be the first 

place consumers will encounter 
you.



Your Online Storefront: Google PlusYour Online Storefront: Google Plus



Your Online Storefront: Your Online Storefront: YP.comYP.com



Your Online Storefront: FacebookYour Online Storefront: Facebook



Local Listings ManagementLocal Listings Management

• Local marketing starts with local listings management.

• Listings management has emerged as a specialized 

service

• Focuses on search sites, directories, social sites, and 

mobile apps

• Ensures every business is accurately represented

• Optimizes listings with information important to 

consumers: hours, photos, products, services



Fixing Local Listings Is a ChallengeFixing Local Listings Is a Challenge

• Every site has its own rules and procedures

• Standards are constantly changing

• Businesses don’t have the expertise or proper 

connections to manage listings on their own

• The challenge is even greater for international brands 

dealing with multiple countries and languages

• Compared to US Tax Industry 84 million of 140 million 

rtax filing done by special tax preparers 



The Mobile ExplosionThe Mobile Explosion

• Over the last five years, the mobile explosion has 

transformed consumer search

• More time is spent today on smartphones than 

television

• Smartphones are used more often than any other device 

by consumers looking for local information



Mobile Revenue Growth (U.S.)Mobile Revenue Growth (U.S.)



The Needs of the Mobile ConsumerThe Needs of the Mobile Consumer

• Consumers using smartphones expect fast 
and accurate information delivered at a 
moment's notice. 

• 85% of consumers have used a mobile 
device to look up local business 
information.

• 81% have taken action as a result.

• “Near Me” Google searches for products, 
services, and brands have surged 34 times 
since 2011, and have nearly doubled since 
last year.



Local Is Now Mobile FirstLocal Is Now Mobile First



April 21April 21stst  –– A Big Day for Mobile! A Big Day for Mobile!

• Google will now give mobile friendly 
websites a boost in mobile search.

• Sites that aren’t mobile friendly will 
lose rank position.

• This algorithm change takes effect 
today across the globe.

• To compete in mobile search, 
websites must pass the mobile 
friendly test.



Importance of Mobile in AsiaImportance of Mobile in Asia

• Asia-Pacific has reached 2.5 billion mobile phone users

• The Region now has 738.2 million smartphone users, 
compared to just 86 million in 2009

• This translates to 56.3% of the world’s mobile phone 
users

• More than 1 billion of these users are in China alone.

• By 2017, estimates show Asia-Pacific will have nearly 3 
billion mobile phone users out of a total 5.10 billion 
across the globe.

Source: http://www.emarketer.com/Article/Asia-Pacific-Reaches-Whopping-25-Billion-Mobile-Phone-Users/1010247



Smartphones Are the Default in Asian CountriesSmartphones Are the Default in Asian Countries

• Asia leads the world in smartphone use

• Singapore has the highest smartphone penetration in 

the world at 85% (South Korea second at 80%)

• Yet 88% of Singaporean consumers have reported 

trouble accessing websites on their phones

• Singapore, Thailand, Philippines, Malaysia, Indonesia, 

Hong Kong, China, and Korea have higher smartphone 

adoption than computer
Source: http://www.neoranking.com/blog/googles-mobile-friendly-algorithm 



Growth in Digital and Mobile Across AsiaGrowth in Digital and Mobile Across Asia

• Population: 3.94 billion in Asia-Pacific this year, up from 3.75 billion in 2008.

• Internet Users: 1.21 billion this year, up from just 583 million in 2008.

• Mobile phone users: 2.4 billion this year, up from 1.56 billion in 2009.

• Smartphone Users: 738.2 million this year, up from 86.2 million in 2009.

• Social Network Users: 777 million this year, up from 195 million in 2008.

• Total ad spending: $143.23 billion in 2013, up from $120 billion in 2008.

• Digital ad spending: $33.76 billion in 2013, up from $13 billion in 2008.

• Mobile ad spending: $4.14 billion this year, up from $745 million in 2008.

Source: The Global Media Intelligence 



Smartphone Adoption in Asia (vs. US)Smartphone Adoption in Asia (vs. US)

Source: The Consumer Barometer, 2014



Asian Consumers Research Purchases OnlineAsian Consumers Research Purchases Online

Source: The Consumer Barometer, 2014



Search Engine Usage Outpaces USSearch Engine Usage Outpaces US

Source: The Consumer Barometer, 2014



Asian Consumers Use the Internet for Asian Consumers Use the Internet for 
Comparison ShoppingComparison Shopping

Source: The Consumer Barometer, 2014



Online to Offline Is a Big Percentage!Online to Offline Is a Big Percentage!

Source: The Consumer Barometer, 2014



The Role of Yellow Page PublishersThe Role of Yellow Page Publishers

• As trusted marketers, yellow page companies have 

established relationships with businesses

• Yellow page representatives are best positioned to help 

businesses navigate the complexities of online presence



The Role of Yellow Page PublishersThe Role of Yellow Page Publishers

• Strong representation in the publisher's own directory is 

the starting place.

• From there, publishers who build relationships with 

partners in other countries and tap into techniques for 

proper search engine representation will provide the 

highest level of service to brand clients.



Global Growth of Location MarketingGlobal Growth of Location Marketing

• Location marketing is growing globally. 

• Solutions that work in multiple countries will be 

increasingly favored by multinational brands.

• Publishers will need to collaborate in the sharing of data 

and revenue. 

• Collaboration will open up new channels of revenue and 

increase the value of each participating publisher.


