
  A N A L Y Z I N G  M O B I L E  W E B  A N D  C O N T E N T  D E L I V E R Y                      0 4 . 0 9 . 0 9

 Mobile Local Media

The Kelsey Group | 600 Executive Drive, Princeton, NJ 08540-1528 | Telephone: 609-921-7200  
Fax: 609-921-2112  | E-Mail: tkg@kelseygroup.com  | 
Copyright © 2009 The Kelsey Group, a division of BIA Advisory Services, LLC. All Rights Reserved.

1

Yellow Pages to Go: Publishers Seek 
Position in Mobile

Summary: Over the past few months, we’ve 
engaged top executives at various U.S. Yellow 
Pages publishing and mobile technology com-
panies to discuss the mobile local opportunity. 
One important takeaway is that publishers’ lo-
cal assets and existing relationships with small 
and medium-sized businesses could uniquely 
position them to capture a large share of the 
expected growth in mobile local ad revenues. 
They could also be among the few entities that 

can package and deliver mobile marketing to 
SMBs on a wide scale. Many publishers are 
driven to this opportunity to grow advertiser 
bases and meet evolving SMB demands. But 
first there are steps they must take to build mo-
bile brands, products and traffic levels, and this 
is the stage at which every major U.S. directory 
publisher now finds itself. In this Advisory, we 
examine where they’ve been, where they are, 
and where they are going.

Major Mobile Growth
In The Kelsey Group’s recently released U.S. mobile 
forecast, mobile advertising is projected to grow 
from $160 million in 2008 to $3.1 billion by 2013, a 
compound annual growth rate of 81.2 percent. Revenue 
sources include search, SMS and display advertising — 
search being the fastest growing among them. 

Mobile search ad growth is mostly due to the 
projected growth of mobile devices that can view full 
Web pages and have more user-friendly search interfaces. 
These include Apple’s iPhone, T-Mobile’s G1 and other 
devices whose sales are outpacing the overall handset 
market in U.S. and many international markets. 

Within the search segment of the forecast, local 
search will be the fastest growing portion. Local search’s 
revenue growth will, in fact, be greater than any other 
individual segment of the U.S. mobile market with 
130.5 percent CAGR.

There are a few drivers for this growth: 
First, the expected increase in mobile search volume 

will include a great deal of local searches, due mostly 
to the natural ties between the mobile form factor and 
local commercial intent. Local search query volume 
currently accounts for about 28 percent of mobile 
search. This will increase to 35 percent by 2013, 
according to the forecast. 

Second, locally targeted content and advertising 
delivered to the mobile device will demand higher 
premiums than online equivalents. This is due mostly 
to the higher performance metrics they will achieve. 
This goes back to local intent, more prevalent on the 
mobile device, as well as the precise location targeting 
capabilities of the device itself.

All in all, local search volume will surpass one-third 
of mobile searches by 2013, while local search revenues 
will surpass half of overall mobile search revenues. 

Analyst: Michael Boland   Document: Advisory #09-03

Continued on p. 3
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U.S. Mobile Ad Revenue Breakdown
SOURCE: THE KELSEY GROUP (2009)

Local Share of Mobile Search: Volume and Revenue
SOURCE: THE KELSEY GROUP (2009)
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Opportunity Knocking? 
An important gating factor to this growth will be 
advertiser demand. So far, the vast majority of the 
demand has come from national or brand advertisers. 
Less than 1 percent of SMBs surveyed in the last wave 
of TKG’s Local Commerce Monitor, in fact, conduct 
mobile marketing. 

This is partly due to the SMB adoption curve that’s 
traditionally been a gating factor to many marketing 
options at their disposal. National advertisers conversely 
have access to mobile marketing through ad agencies or 
large mobile marketing companies. 

But no one has yet packaged up and delivered 
mobile marketing to SMBs in a way that’s easy for 
them to understand and adopt. As we’ve learned from 
years of examining SMB local advertising behavior, 
packaging and delivery make or break wide-scale 
adoption at this level. 

An advantage therefore exists for organizations 
that can effectively occupy this portion of the value 
chain. Given Yellow Pages’ direct physical sales force, 
combined with an industry-wide charge to sell cross-

platform advertising, it could realize this advantage. 
Initiatives to build mobile products and sell mobile 

marketing will be partly driven by new technology-
minded leadership of mobile divisions at many Yellow 
Pages organizations. Idearc Media, for example, recently 
hired Peter Schwab as director of mobile product 
development. Schwab brings years of experience in 
mobile hardware and software design from Vulcan, 
Microsoft and other technology-driven organizations. 

Structural reorganization is also happening to create a 
more hospitable environment for mobile investment and 
dedicated resources. AT&T launched a new interactive 
division to house mobile product development along 
with Yellowpages.com and AT&T Labs. Moves will 
be made within this division with a more technology-
minded focus. 

So far, this has included the development and launch 
of the popular YPMobile iPhone application as well as 
have2drink, have2p (these go together well), have2snack 
and Speak4it (voice search). Each experiments with 
content and functionality that could be integrated into 
the flagship YPMobile app. 

AT&T Interactive Launches Local Search iPhone Apps
SOURCE:  APPLE  (2009)

Continued from p. 1



  A N A L Y Z I N G  M O B I L E  W E B  A N D  C O N T E N T  D E L I V E R Y                      0 4 . 0 9 . 0 9

 Mobile Local Media

The Kelsey Group | 600 Executive Drive, Princeton, NJ 08540-1528 | Telephone: 609-921-7200  
Fax: 609-921-2112  | E-Mail: tkg@kelseygroup.com  | 
Copyright © 2009 The Kelsey Group, a division of BIA Advisory Services, LLC. All Rights Reserved.

4

Publisher mobile initiatives will also be driven by 
lessons learned from the past: The relative lack of speed 
with which some publishers approached the online 
opportunity over the past decade has compelled them 
to be more ambitious in mobile product planning.

Lastly, mobile can serve as an advertiser acquisition 
and retention tool for Yellow Pages sales organizations. 
As many publishers experience usage and advertiser 
declines in the print product, mobile could represent 
an opportunity to meet the evolving demands of long-
standing advertisers. 

Put another way, it’s a new spin on the often heard 
industry adage: If Yellow Pages publishers don’t offer 
their advertisers XYZ, someone else will.

In addition to retention, mobile advertising has the 
potential to appeal to new advertisers that publishers 
have not traditionally reached. The differences in 
cost and format when compared with the traditional 
print product could translate into wider appeal and 
incremental advertisers.

Consider local shopping search. The mobile device’s 
portability, location awareness and conduciveness 
to finding items for sale locally could represent an 
opportunity for publishers to more aggressively 
pursue the retail segment — an area in which they’ve 
traditionally lost share to newspapers.

“People aren’t necessarily going to the print directory 
to look up shoes in fashion, given the print cycles,” says 
Deborah Eldred, R.H. Donnelley director of mobile and 
personalization. “Mobile shopping could move people 
up the continuum of the purchase cycle with us.” 

More content sources will become evident as users 
continue to engage mobile devices in different ways. 
Like shopping, these will include verticals that may or 
may not have melded naturally with publishers’ online 
or print products. 

“Local mobile is more than just finding a business’ 
phone number. It’s discovering and transacting with 
everything around you,” says David Yoo, AT&T 
Interactive senior vice president and chief product 

officer. “On our [YPMobile] iPhone app, we’ve built 
in new pieces of the local experience like events. That’s 
what we’re working towards.” 

First Things First
Before Yellow Pages publishers are able to monetize 
mobile search platforms, they’ll have to solidify their 
brands, positioning and audience. This will be required 
to gain the scale of mobile traffic and distribution that is 
attractive enough to sell to advertisers. 

“Monetization is something we want to get to, but 
first we wanted to build the distribution and traffic,” says 
Eldred. “If you were to fragment how many searches are 
actually happening in small ZIP codes, how do you sell 
that? So we want to make sure we first get the traffic for 
the best results.” 

To Eldred’s point, the name of the game for Yellow 
Pages publishers at this stage has been to build branded 
mobile applications that will increase traffic, search 
volume and available local ad inventory. Every major 
U.S. Yellow Pages publisher has launched branded 
mobile search products.

This can involve in-house development resources 
or outside partners. RHD’s DexKnows line of mobile 
products, for example, was built by mobilePeople, a 
Copenhagen-based company that has built mobile 
apps for European directory publishers such as Eniro 
and Yell.

“We see a lot of opportunity in the development 
of mobile local search applications for directory 
publishers, and we’ve spent some time doing this 
in Europe,” says Nick Gee, mobilePeople director  
product management. “We recently made our first 
move into the U.S. with R.H. Donnelley.”

Many worldwide Yellow Pages publishers have been 
dedicated to bringing their branded search applications 
to the market. Overseas publishers, including Eniro, Yell 
and PagesJaunes, have been more aggressive in mobile 
product development than many U.S. publishers, partly 
driven by mobile Web penetration levels in their regions.
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Below is a snapshot from the time of this report’s 
publication, showing mobile products from a sample of 
worldwide directory publishers (also see appendix).

One challenge is determining where to devote finite 
development resources. Developing mobile apps is a 
numbers game to reach the greatest population of mobile 
users. But there’s a great deal of fragmentation in devices 
and operating systems, which makes this difficult. 

There is likewise rapid growth in application 
marketplaces, like Apple’s App Store, that are launching 
for every major smartphone operating system (an 
upcoming TKG Advisory will examine these).

Based on all this, the options are daunting: 
applications built for these marketplaces, mobile 
Web sites (WAP), SMS-based search services and 
downloadable Java applications. The latter requires 
customization for thousands of handset models. 

Many YP publishers out of the gate have decided 
to devote considerable resources to reaching a mass 
market audience on each of these formats. Yellowbook, 
for example, offers downloadable applications for the 
iPhone, Google Android, Windows Mobile, Palm 
and BlackBerry.  

RHD is the last major U.S. publisher to launch a 

Sample of Worldwide Directory Publisher Mobile Efforts
SOURCE: THE KELSEY GROUP (2009) 

Publisher
IPhone 

App
Downloadable 

App

IPhone- 
Optimized  

Page
SMS

Voice 
Search/

Data
WAP

AT&T (U.S.) X X X X X X

Canpages (Canada) X X X

Eniro (Sweden) X X X X

Idearc Media (U.S.) X X X X

PagesJaunes Groupe 
(France)

X X X X X

R.H. Donnelley (U.S.) X X X X X

Seat Pagine Gialle (Italy) X X X

Sensis (Australia) X X X X

Truvo (Belgium) X X

Yell U.K. X X

Yellow Pages Group 
(Canada)

X X X X X X

Yellow Pages Group (New 
Zealand) X X X

Yellowbook (U.S.) X X X
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mobile suite of products, but it is arguably the most 
comprehensive. It includes an iPhone application, a 
downloadable Java app compatible with hundreds of 
handset models, a mobile Web site and an SMS tool.

“It’s all about extending your reach through different 
devices and platforms,” says RHD’s Eldred. “We want to 
make sure we hit the mass of the subscribers but also hit 
the mass of usage, which is smartphones.”

The goal is not only to reach a larger portion of the 
market, but also to capture users who are at different 
stages of their mobile adoption cycles, adds Eldred. This 
provides a higher likelihood of acquiring longer-term or 
lifetime users. 

“In the past, people turned their phones in every two 
to three years. Now it’s more like 18 months,” she says. 
“The goal is for those people to have us and know us and 
bring us with them to their smarter phones.”

Publishers also have an advantage here in having the 
resources to devote to mobile development. Many smaller 
companies and local search start-ups have to struggle with 
the development pipeline to a greater degree.

“We’ve had a lot of success with our iPhone app, 
and we know we have to put more resources into 
mobile development,” says Sonia Survanshi McFarland, 
Yelp head of business development. “But you have to 
quantify how much it’s going to cost from a human 
resources perspective and weigh that against what else 
that developer can work on.”

Even those Yellow Pages publishers that have launched 
a range of mobile products have only scratched the surface. 
Downloadable Java apps for feature phones involve a 
“long tail” of devices that require separate application 
development based on their individual specs. 

Meanwhile, the smartphone application marketplaces 
standardize development to a certain degree, but they 
still involve varied development kits, timelines and 
approval processes. 

“We know we can’t have the world, so we have to 
prioritize development resources and track data to find 
out where the biggest opportunities are,” says Eldred. 

“Next up could be development for other app stores 
such as Google or Palm.” 

Destination vs. Distribution
Though we expect overall mobile Web use and mobile 
local search traffic to grow, volumes aren’t yet to the 
point where advertisers are attracted en masse to the 
medium. The above YP efforts are representative of a 
need to build traction and traffic. 

But will they be enough? One challenge is the 
relatively low volume of mobile searches, which is 
spread even thinner by long-tail search terms for specific 
business categories and locales. This fragmentation 
results in finite levels of available search inventory for 
certain categories and places. 

To grow this inventory, some publishers have 
begun to extend their touch points with mobile users 
by distributing their listings to other local search 
applications. These distribution deals beef up the amount 
of search inventory they have to sell to advertisers and 
supplement their own mobile traffic. 

There has been an explosion of third-party 
application development, much of it happening 
around local search. The strategy for some YPs has 
therefore been to offer Application Programming 
Interfaces (APIs) to the developers, which provide 
branded listing data for their apps. 

“There are thousands of developers. The market is 
fragmented because barriers to entry are so low,” says 
Alfred Chow, Yellowbook senior manager of Internet. 
“You’re never going to develop all this stuff on your 
own, so why not feed a larger ecosystem? We have lots 
of valuable data and a good footprint.” 

One example we’ve seen so far is the popular Where 
iPhone app from uLocate. The application offers 
searchable map-based content in a number of different 
local search verticals, such as dining, rental cars, cheap 
gas and business lookups. 

To do this, it pulls in content from best-in-class 
sources in each of these categories. These include 
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restaurant listings from Yelp and closest coffee from 
Starbucks, to name a few. 

“It’s an age-old business model started by Bob 
Pittman at MTV,” says Walter Doyle, uLocate president 
and chief executive officer. “Take other people’s content, 
aggregate an audience, and monetize that audience 
activity through advertising and premium channels.” 

But rather than exert physical business development 
resources, these content partnerships are often enabled 
by the availability of open APIs. For local business 
search, Where has integrated Yellowpages.com’s listing 
API, giving the application a branded and trusted source 
of local content. 

“The corporate-wide strategy we have is to build the 
best media properties possible, online, mobile and U-

verse [IPTV],” says AT&T Interactive’s Yoo. “But we’re 
also evolving towards having more publishers mash up 
our content like Where, in recognition that everyone 
consumes what they want and we want our content to 
be there.”

The goal is to have an API available and utilized by 
several application developers. In the aggregate, the 
many distribution partners begin to take form as ad 
networks of in-application inventory. Under the terms 
of the API’s use, individual deals will most often be 
structured around revenue share.

“I want to build a mobile ad network where I can 
attract developers and new advertisers into Idearc’s 
ecosystem,” says Idearc’s Schwab. “If [developers] use 
our data and bring new traffic to our service, we can 
offer a revenue share. Some developers could make a lot 
of money from that.” 

Some publishers are likewise focused on content 
distribution that flows in the other direction. AT&T, 
for example, pulls in event listings from Zvents on its 
YPMobile iPhone app. RHD also plans to find best-in-
class vertical content partners from which to enhance its 
line of mobile search products.

“A lot of people have all these apps, but it’s really 
all about the content,” says Eldred. “As more people 
have devices like the G1 or iPhone, there are areas that 
you can verticalize to maximize usage and build their 
experience earlier in the purchase funnel.” 

We’ll see distribution happening in both directions, 
and it’s clear that Yellow Pages publishers are moving 
beyond a walled garden mentality that prevented some 
from executing early online product strategies (though 
many have embraced online content distribution over 
the past few years).

“To translate it to [the publishers’] world, you’ll get 
a lot of monetization opportunities through your own 
branded applications, but the big gorilla is to open up 
your API,” says uLocate’s Doyle. “My experience has 
been that they are struggling with that a bit, but are 
slowly but surely — and directionally — on that path.”  

ULocate’s Where iPhone App
SOURCE: ULOCATE (2009)
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Think Different
The third-party innovation that has been pioneered 
by Apple will continue to change the game in mobile. 
Utilizing this innovation to grow a network or scale 
search inventory will be a key strategy for winners in 
mobile local search.

Anyone interested in building mobile products should 
keep a close eye on this innovation. It will be important 
not only to identify distribution opportunities, but also 
to gain perspective about the types of products that are 
being built. 

It will also assist in tuning into the new ways of 
thinking required for mobile product development, 
given a new form factor. In other words, it won’t just be a 
matter of transferring online models to a mobile device, 
and measuring clicks, impressions and the standard set 
of online performance metrics. 

Other content delivery and ad formats will evolve 
based on the portability, immediacy and location 
awareness of the mobile device. In addition to the CPCs 
and CPMs that rule the online world, this could include 
more cost per action (CPA) based ad models in some 
categories (i.e., retail) or pay-per-call models in others 
(i.e., professional services). 

“You can’t take what you have on the Internet and prop 
it over,” says Yellowbook’s Chow. “Some things you can 
port over, but some things will take significant rethinking 
and change the whole business model and the display 
model. The intent and the context are different.” 

Chow gives the example of Shazam, an application 
that algorithmically identifies songs when the user 
holds up a mobile device to a speaker or other music 
source. He says Shazam opened his eyes to the different 
way of thinking that’s currently driving a great deal of 
innovation in the mobile space. Broadly speaking, he 
says, Yellowbook’s product directions will be based on 
the utility and appeal seen in Shazam 

“That’s the kind of way we’d like to think,” says 
Chow. “Can we do something similar? Make it 

somewhat entertaining, cool and fun.” 
RHD took this type of thinking to heart when 

developing its recently launched line of mobile products. 
Its iPhone application, for example, taps into the device’s 
capabilities with a local discovery feature known as 
“Feelin’ Like.” This is a spin wheel of different categories 
of local businesses for “Gettin’ Grub,” “Havin’ Fun” or 
“Goin’ Places.” 

The spin wheel format reminds us of Urbanspoon’s 
popular local discovery engine for the iPhone that 
is among the top 100 applications in the App Store 
(among 30,000). Similarly, Superpages’ recently 
released iPhone application includes a “thumbs up” 

RHD’s ‘Feelin’ Like’  
Discovery Feature

SOURCE: R.H. DONNELLEY  (2009)
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review feature that lets users rotate a wheel to assign 
star ratings to local businesses.

In all these cases, the interface taps into the touch 
screen capabilities of the device (no pun intended), 
and lessens the amount of typing search terms while 
searching for local businesses on the go.

“We’ve taken the top 200 mobile search terms in 
top 200 DMAs and grouped them into categories,” says 
Eldred. “This helps if people don’t want to type things 
into the fields ‘what’ and ‘where.’ ”

Final Thoughts: Winning the Foot Race
As product development evolves and usage milestones 
are reached, the other side of the equation — advertiser 
acquisition — will be equally important. The lead time 
required for the aforementioned product and network 
development could be in parity with advertiser 
adoption timelines. 

Though their adoption cycles are generally slower 
than large brand advertisers, SMBs could gain greater 
interest in mobile marketing over time, as it’s recognized 
as a local ad medium with a more concrete return on 
investment picture. The potential for this message to 
resonate could be heightened in the current economic 
environment.

The key for Yellow Pages publishers is to utilize 
what is arguably their greatest asset: the physical sales 
channel that can package and deliver mobile marketing 
to SMBs. Like search engine marketing, the ability to 
walk SMBs through a potentially intimidating new 
medium will be a gating factor to mobile’s wide-scale 
adoption at this level. 

This will be similar to what we have seen happen 
online over the past decade. Google will attempt to 
stimulate mobile advertising by providing self-service 
campaign management. It’s already begun to do this by 
integrating the ability to target mobile searches into its 
AdWords online SEM platform. 

But like search, it will take more to bring the mobile 
marketing to the majority of SMBs. Direct touch from 

local reps and a consultative sales approach to bundle 
mobile with other proven local media will unlock a 
mass market opportunity. 

“It’s one of the reasons I came to a Yellow Pages 
publisher from the mobile world,” says Idearc’s Schwab. 
“Behind our ads are 4,000 sales reps with actual 
relationships with all these advertisers. That’s either 
going to be an anchor around your neck or your best 
asset, depending on what you do with it.” MLM 

Appendix: Sample of Global YP
 

Publishers’ Mobile Product Sets
 
AT&T (U.S.)
AT&T has a popular iPhone application (YPMobile) 
and a new voice search app (Speak4it). YPMobile is also 
available as a download to a wide variety of handsets in 
the United States. In addition, its mobile product lineup 
includes the more widely used MediaNET mobile 
search platform — available to most AT&T wireless 
subscribers. Lastly, it offers a WAP-based mobile Web 
page, available to any mobile user with a mobile browser 
and a data plan. 

Canpages (Canada)
Canpages offers a voice search iPhone application and 
a mobile Web site users can access at Canpages.ca using 
any mobile Web browser. It is accessible with standard 
WAP browsers and is also optimized for iPhone screens. 
This site offers business search, people search and reverse 
lookups, as well as non-standard features such as traffic 
and weather. It also features an SMS search tool (text 
business name or category to 898411).

Eniro (Sweden)
Eniro has launched a downloadable mobile search 
product that was developed by mobilePeople. The service 
uses mobilePeople’s liquid MAPS platform to create 
a mobile search application that can be downloaded 
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and used by most mobile devices. This is similar to 
Yell’s mobile maps product. Eniro also launched Gule 
Sider 1880 Navigation, a new mobile service based 
on Appello’s Wisepilot GPS navigation platform. In 
addition, Eniro offers a 118 voice search service.

Idearc Media (U.S.)
Superpages Mobile is available as a download to many 
handsets that operate with U.S. carriers, including a 
specialized BlackBerry application. It also has an iPhone 
application and plans to develop native applications for 
other smartphone operating systems. Alternatively, its 
Internet Yellow Pages site has a “send to mobile” feature 
that allows business listings to be text messaged to 
mobile devices. 

PagesJaunes Groupe (France)
PagesJaunes has an iPhone application, downloadable 
Java application, SMS service, a mobile Web site 
accessible by standard mobile Web browsers (WAP) 
and pages optimized for iPhone mobile searches. It also 
has a directory assistance offering. 

R.H. Donnelley (U.S.)
R.H Donnelley’s DexKnows IYP has a line of branded 
mobile local search products, including an iPhone 
application, a downloadable Java application, a mobile 
Web site and an SMS-based local search product.

Seat Pagine Gialle (Italy)
Seat Pagine Gialle operates a few voice search services, 
including 12.40 Pronto PagineBianche and 89.24.24 
Pronto PagineGialle. The former is a business lookup 
service; the latter is a personal assistant service with 
live help for local search queries including deeper 
information such as products, brands and services 
offered to customers. Costs for these services are 0.024 
euros and 0.026 euros per second, respectively, plus a 
0.36 euro connection charge (VAT included) from a 
landline phone. Mobile fees vary by carrier.

Sensis (Australia)
Sensis has a suite of mobile products available on major 
Australian wireless carriers. These include the Whereis 
local search service (mapping), Citysearch mobile (arts 
and entertainment), Trading Post (classifieds), Yellow 
Mobile (business search) and Sensis Mobile (Web 
search). These mobile Web pages have been tailored 
and optimized for various handsets that operate with 
Australia’s major wireless providers.

Truvo (Belgium)
Across its directory properties in various countries, 
Truvo offers directory assistance service in addition to 
downloadable voice search applications and a mobile 
Web site (depending on the country and device). Its DA 
product is available in four languages: 1207 (Dutch), 
1307 (French), 1407 (German) and 1405 (English). 
Users can search by telephone number, name, address or 
business activity. Landline calls are charged 1.12 euros 
with a 0.10 euro connection fee. From a mobile device, 
users can receive this info by text (0.25 euros). A WAP-
enabled mobile phone can also receive street maps of 
requested addresses for 1 euro. 

Yell U.K.
Yell offers a downloadable mobile maps application 
for smartphone users in the United Kingdom (based 
on mobilePeople’s liquid MAPS platform). It includes 
access to the 2.3 million businesses in the Yell.com 
database as well as walking and driving directions 
between any addresses. Listings can also be saved 
directly to a phone’s contact list or text messaged to 
mobile users. The platform is currently available on 65 
million handsets in the United Kingdom, and a simpler 
WAP-based version is available for any handset with a 
mobile browser and data plan. 

Yellow Pages Group (Canada)
Yellow Pages Group has an iPhone application and a 
downloadable BlackBerry application that gives users a 
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home screen shortcut to find businesses via voice, text 
or Internet. The company also provides a 411 voice 
activated local search offering, an SMS search tool (text 
business name or category to 411411), and a mobile 
Web site that is optimized for iPhones and for WAP 
browsers. In addition, it offers a local business search 
tool using the IM directory service of Windows Live 
Messenger (Poynt).

Yellow Pages Group-New Zealand
Yellow Pages Group-New Zealand has a WAP-based 
mobile site called Yellow mobile, which is available 
on both the Telecom and Vodafone Live mobile 
networks. Yellow mobile includes business search, 
mapping and saving listings (via SMS), and it features 

a 018 text message service that allows users to text in 
business search queries and receive SMS results. YPG-
NZ also operates a 0172 directory assistance service. 
In addition to contact details, return text messages for 
these services include links to corresponding Yellow 
mobile WAP pages with more comprehensive search 
results and maps. 

Yellowbook (U.S.)
Yellowbook currently has an iPhone application and 
a downloadable application for the Google Android-
based G1 phone from T-Mobile. It also has Web pages 
that have been optimized for a number of smartphones, 
including the iPhone, Windows mobile-based devices, 
BlackBerrys and Palm devices. 


