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This research-based paper provides detailed the findings from a consumer research 
study that was conducted with Chinese consumers in Beijing and Shanghai.  It details 
current information services usage, and provides key insights into what makes the 
Chinese market unique.  It also contains a detailed history and forecast for telephone 
line growth and information DA/DQ call volumes and revenues in the largest and 
fastest growing information services market on Earth. 

“This report provides a great road map for anyone in the industry who wants to 
do business in China; plus, it costs less than a round trip business class ticket” 

Lyle Wolf, Chairman YiLong Media, Hangzhou China 

This Report Features: 
• 52 Charts and Tables (See Table of Charts & Figures) 

• 100 Pages that provide a detailed analysis of the consumer research conducted 
with Chinese mobile subscribers to understand how they find telephone 
numbers, as well as a detailed forecast for the Chinese DA/DQ market 

• Provides insight into key market elements that have shaped the Chinese 
information services market, as well as those that are forecast to impact the 
market over the next five years 

• Actionable recommendations for successful implementations in the Chinese 
market 

 

Who Needs This Report? 
• Any information services business interested the Chinese market 

• Print and Internet directory publishers 

• Carriers/Operators working in China, or planning to do so 

• Technology suppliers to the industry 

• Venture capital firms and investors in the information services arena 

 

Understand the market, understand the players, and leverage trends that 
will change how you do business.   

The Pierz Group asks the right questions, you get the answers. 

Price: $3,250; EIDQ members receive a 15% discount 

Purchase This Report Today:  

Call or Email us: 248-922-1501, info@pierzgroup.com 
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Key Findings: 
 

This research-based report creates a clear view of how urban 
Chinese find telephone numbers for businesses and for individuals.  
History, language and economic development all contribute to the 
unique characteristics of the Chinese information services market. 

 China is the biggest and fastest-growing 
telecommunications market in the world.  In addition, in 
terms of call volumes, China has the biggest and fastest-
growing directory assistance/enquiry market in the world.  
The market will exceed 14.5 billion DA/DQ calls per year 
by 2010. 

 Seventy-three percent of all telephone number look-ups 
in China are calls to DA/DQ services, vs. only 15 percent 
in the U.S. market. The few print directories that exist 
are difficult to navigate and have serious accuracy 
problems due to data quality and high telephone-line 
growth. 

 It is difficult to find business telephone numbers in China. 
Only half of urban Chinese say that is it easy to find a 
business telephone number while at work. By contrast, a 
significant majority of Westerners report that it is very 
easy to find a business phone number while at work. 

 It is extremely difficult to find home or mobile numbers in 
China. Nearly half of urban Chinese say the best way for 
them to find an individual (home or mobile) number is 
“calling a friend.” There is no print directory or directory 
assistance/enquiry service for residential or mobile 
numbers. 

 The poor quality of the China Unicom database is one of 
the most significant barriers to providing high-quality 
information services in China today. 

 The Chinese information services market will not develop 
the same way directory markets did in other countries. 

 There is a very large and immediate opportunity to 
develop unique information services offerings for this 
huge and growing market.  Those solutions that leverage 
the most distinctive elements of the market will meet the 
needs of this marketplace. 
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 Innovative, market-specific products will command 
premium prices vs. current DA/DQ offerings in China. 

 The size of the Chinese market will allow for a broad 
range of directory solutions that occupy various 
segments of the market. 

 
 
The Pierz Group 

For more information on this and other topics pertaining to the 
greater directory assistance/enquiry market please contact The 
Pierz Group. The Pierz Group provides consulting services and high 
value reports on the key issues facing the greater information 
services market. We focus on providing detailed, actionable 
research and analysis as well as strategic consulting services. 
Regular reports cover the issues and trends most likely to influence 
the current operations as well as future planning of providers of 
Directory Assistance/Enquiry services and the vendor community 
worldwide.  

Please contact us: 
Phone: +1 248-922-1501  
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