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The importance of data, attribution 
and insights in a mobile-first world
Yell is one of Marchex’s valued Call Analytics customers 
and the leading business directory in the UK. Anna Forbes, 
Managing Director of Marchex’s UK office, sat down with 
Caroline Lavelle, Yell’s CDO, to get a better understanding of 
our partnership, and how Marchex assists with Yell’s wider 
marketing activities and overarching goals.

Anna Forbes: Caroline, thanks for taking the time to chat

Caroline Lavelle: Of course, thank you for the opportunity.

AF: I’d like to speak a little bit about today’s mobile-first 
world. You see quite a bit of call behavior at Yell, and your 
marketing includes many phone-based opportunities. What 
role would you say the phone plays in customer acquisition 
efforts for small to medium sized businesses?

CL: From my perspective, the development of smartphones 
makes the phone call even more critical for customer 
acquisition efforts than ever before. Consumers are more 
focused on when and where it’s convenient for them, there’s a 
real need for immediacy when contacting a business.

SMEs are just not focusing on just the volume of sales calls they 
receive but on the type of calls they’ve received, if they have 
converted – they want deeper insights into the quality of the 
sales calls. 

AF: How have you adapted?

CL: Yell must act as marketing consultants for our partners. The 
digital marketing world is now so complex. Digital call tracking 
is paramount, in order to demonstrate the benefits across all 
digital channels and use of a sophisticated attribution model is 
vital, to avoid an over emphasis on last click.

AF: Focusing on the consumer for a moment, what has this 
shift to mobile meant for them? When they call SMEs, for 
instance, what’s their expectation of service?

CL: They expect immediacy.

AF: Is that why they’ve chosen this method of 
communication?

CL: Absolutely. My view is this is due to the development 
of the smartphone. As consumers are using these mobile 
devices to call businesses more than ever, they’ve also become 
considerably less patient to get the information they’re after.

AF: Because everything is at their fingertips?

CL: Yes, exactly. For example, if you are looking for a plumber, 
you wouldn’t write them a letter to get a quote. In the old world, 
even an immediate need had a multi-staged journey: consumers 
would phone directory enquiries first to get a phone number 
of a local service provider and then make a call. Smartphones 
have driven the culture of everything being available instantly. 
Technology has massively influenced consumer reality and 
ultimately raised the bar of expectations.

The typical customer journey is rapidly changing and call 
tracking enables smarter marketing decisions to be taken. You 
have the knowledge and insights into what your customers are 
doing. 

AF: Let’s talk about getting the consumer to the point making 
that call: paid advertising. In terms of search, display, digital 
advertising in general on behalf of SMEs, where does it 
make the most sense to focus on a call as a key performance 
indicator? 

CL: Well, Marketing KPIs will vary depending on your overall 
objectives, but we’re ultimately in the business of driving sales 
by making our customers’ phones ring. The importance of a 
phone call will vary by vertical; they are of course paramount for 
Taxi firms and Dentists, whereas consumers may be happier to 
request a quote online for Car Insurance. 
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Generally, we’d consider Calls as the primary focus for those 
“immediate need” verticals. Uncomplicated, service-based 
businesses that can be found through a simple search on a 
search engine and called directly from an Ad. As our technology 
evolves, we’re now offering deeper insight into the users’ path-
to-conversion, which relies heavily on attributing clicks and calls 
along the purchase journey.

AF: So glad to see you focusing on attribution, it is one of the 
biggest challenges for our industry. Since you have all this 
data at your fingertips with Marchex’s tools, is there anything 
interesting that’s surfaced in analyzing the calls generated 
from digital media?

CL: Our scale allows us to access a great deal of data, and 
what stands out, is that the cost of quality sales calls is critical 
for SMEs to understand. One Roofing advertiser in Glasgow, 
for example, will know what his average job value is, and 
consequently whether his paid advertising is yielding a profit. 
However, he won’t know if his profits are being maximised. 

This is where Yell’s analysis comes in. We are managing the 
marketing budgets for Roofers, Florists, Plumbers all over 
the country. This gives us the ability to see what types of ads 
are converting, as well as the times of day throughout the 
week which are most cost-effective. By focusing on these 
combinations, we’re able to optimise our campaigns and provide 
immense value to our advertisers. 

Another thing we’ve learned is that you can’t assume anything, 
actual data is critical to smart decisions. The scale we have at 
Yell gives us years of insight into hundreds of classifications. 
The quality of phone calls is key to Yell winning and retaining 
our customers, and we’re in a position to enhance the quality 
with each call we deliver. 

AF: These are wonderful insights, Caroline. Thank you again 
for taking the time to chat.

CL: You’re welcome, happy to do it.
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