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develop specialized guides that contain both edi-
torial content and directory information for a spe-
cific topic. The first guides on home improvement
were launched in Toronto and Montreal in 2006. 

RECENT DEVELOPMENTS
Yellow Pages Group is focused on extending the
directory category by developing new products
beyond the print book. The company seeks to offer
the public seamless solutions that do not distin-
guish between print, online and wireless formats.
The goal is to incite people to turn to one of
Yellow Pages Group directories, in any of its for-
mats, whenever they are looking for a product,
service, business or person. This objective also
leads to a broader visibility for advertisers and
greater content for users.

The new YellowPages.ca™ search engine is a
prime example of this. In 2006, Yellow Pages
Group launched this unique, keyword searchable
online search platform that allows users to submit
unstructured queries and obtain structured results.
The new YellowPages.ca™ Web site has become a
“find engine” that will enable the company to 

consolidate its leadership position in the area of
local search.

The WebNumber™ service also demonstrates
the company’s commitment to offer broad visibil-
ity to advertisers. Launched in May 2005, this

service provides a free Web site to every business
in Canada that has a Yellow Pages™ listing. The
Internet address for these sites comprises the 
merchant’s telephone number, followed by 
“yellowpages.ca” or “yp.ca.” 

Another new product being piloted is
HelloYellow™, a voice-activated tele-
phone directory assistance service
that allows users to conduct a busi-
ness category search by phone. 

PROMOTION
Yellow Pages Group advertising and
promotions are aligned with the
objective of expanding the directory
category. Recent campaigns were
intended to further rejuvenate the
brand and increase the top-of-
mind awareness of the company’s
online properties. 

The way Yellow Pages Group has
been doing this is by combining the
usual gamut of media — TV and
radio spots, out-of-home and street
advertising — with some truly unex-
pected guerrilla tactics and stunts.
Initiatives that have been getting lots
of attention at airports include the
“Sleeping Dummy” media — a man-
nequin that resembles a woman
sleeping on a bench. Above her is a
Yellow Pages.ca™ ad that reads
“www.5 star hotel within 5 km.ca,”
suggesting that she should have used
the directory to find a hotel.

Other innovative airport tactics
have included the use of suitcases,

luggage trolleys and electronic dis-
play boards to deliver unexpected and
memorable messages. 

It is not just at airports where
Yellow Pages Group has been getting
creative, though. It is also at home,
bridal and maternity shows. Essen-
tially, Yellow Pages Group wants to be
involved in every business search in a
remarkable way. 

BRAND VALUES
Yellow Pages™ directories are more
than search engines. They are “find
engines.” They are not used as enter-

tainment or for casual surfing, but are instead
perceived as a singular resource to find some-
thing. And finding ultimately connects buyers 
and sellers.

Consumers have come to rely on Yellow
Pages™ directories to help them make clever buy-
ing decisions. That is because they know they are
efficient and easy to use, and they trust that they
will help them find exactly what they are looking
for — every time. 

The Yellow Pages™ brand is constantly evolv-
ing to serve new audiences in new ways. The Web
site offerings play a pivotal role in that 
evolution. Directory users get excited by next-
generation products. But they need a reason to
believe — and that reason lies in the insight that
Yellow Pages™ directories play a different role
than other search engines. So they must continu-
ally entice audiences emotionally, push them 
towards new products and ultimately link the 

products, the experience and the value with the
Yellow Pages™ brand essence of “fuelling clever
buying decisions.”

* Canada411 is a trademark of Stentor Resources
Centre Inc., used under license.

❍ More Canadians than ever refer to directo-
ries — 76 percent have used an online or
print directory in the past month.

❍ Sixty-six percent of users make a purchase
after using a directory.

❍ Fifty-four percent of the purchasers are new
customers for the advertiser.

❍ Yellow Pages Group network of Web sites
reaches 35 percent of all online Canadians
every month.

❍ On average, every dollar spent in advertis-
ing in a Yellow Pages™ directory generates
$26 in revenue for the advertiser.

THINGS YOU DIDN’T KNOW ABOUT
YELLOW PAGES™ DIRECTORIES
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