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On 23 February 2005, the Australian Competition and Consumer Commission (the ACCC) 
announced its decision in this matter. The Commission noted that it considered that the 
acquisition by Sensis Pty Ltd (Sensis) of Universal Publishers Pty Ltd (UP) raised concerns in 
relation to the markets for online directory and search services and other downstream markets. 
However, having regard to commercial agreements already in place between the parties 
relating to the sharing of digital mapping information, the Commission did not consider that 
the acquisition would result or would be likely to result in a substantial lessening of 
competition in the relevant markets.  
 
Sensis did not seek informal clearance from the ACCC in relation to the acquisition.  
 
Timing of the Commission’s consideration 
 
On 21 December 2004 Sensis publicly announced that it had acquired UP. 
 
On 23 December 2004 the ACCC commenced market inquiries. 
 
On 7 February 2005 the final response to requests for information from Sensis was received 
by the ACCC. 
 
On 11 February 2005 the final submission was received from market participants. 
 
On 23 February 2005 the parties were informed by the ACCC that it would not intervene in 
the acquisition. 
 
The parties 
 
Sensis is a wholly owned subsidiary of Telstra. Sensis’ focus is on advertising and search 
services and includes the White Pages and Yellow Pages directories, the CitySearch site, the 
Whereis location and navigation database and the Trading Post Group’s publications.  
 
UP collects and distributes digital and print mapping data in Australia. It is Australia’s largest 
publisher of mapping and travel related products, with its publications including street 
directories, guides, maps and road atlases. All UP products are produced and marketed 
nationally under the brands UBD and Gregory’s. UP also distributes travel and cartographic 
products from publishers including AAA Tourism, Imap, Kiwi Maps and National 
Geographic.  
 
The transaction 
 
Sensis acquired UP.  
 
Market inquiries 
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The Commission conducted market inquiries with a range of interested parties, including 
competitors, relevant industry associations and government agencies. 
 
Competition assessment 
 
The ACCC considered the relevant markets to be: 
 

• the market for print advertising services 
• the market for printed street directories 

 
The ACCC also considered the impact of the acquisition on the following related markets: 
 

• the market for the supply of electronic mapping information 
• the market for electronic street directories 
• the market for online search services 
• the market for online directory services 

 
Sensis and UP’s operations overlapped only in relation to printed street directories and print 
advertising services.  
 
In relation to printed street directories, the directories published by Sensis as part of its 
Yellow Pages products are not available commercially. The ACCC did not consider Sensis to 
be a significant participant in this market given that its printed directories are limited to 
regional information published free with Yellow Pages products and are merely reproductions 
of UP’s published printed street directories. 
 
In relation to overlaps in the market for print advertising, the ACCC noted that the operations 
of UP in relation to print advertising are limited to advertising space in street directories and 
touring maps. UP is not a significant player in the print advertising market and the ACCC 
considered that, given the availability of a range of alternative forms of media – print and 
otherwise – it is likely that Sensis would continue to be competitively constrained by the 
many media alternatives for advertising and that the acquisition is therefore unlikely to result 
in a substantial lessening of competition in relation to either the total advertising or print 
advertising markets.  
 
While Sensis and UP’s operations did not overlap in relation to the digital mapping, online 
search or directory markets outlined above, the ACCC considered the effect of the acquisition 
on these downstream markets given the importance of mapping information when providing 
effective online search and directory services and the increasing popularity of electronic 
directory and navigation services.  
 
The acquisition provides Sensis with exclusive access to UP’s digital mapping data – a 
product which appears to be considered by market participants as a leader in terms of product 
quality. Concerns were raised by market participants in relation to Sensis’ access to this 
digital mapping data, coupled with its access to directory information by way of its 
relationship with Telstra.  
 
In considering the impact of the acquisition on the downstream markets outlined above, the 
ACCC had regard to the situation which would be likely to occur in the future if the 
acquisition did not proceed. In such circumstances, the commercial relationship which existed 
and would continue to exist in the future between Sensis and UP is relevant. In this regard, the 
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ACCC noted that Sensis has had an agreement with UP for the exclusive provision of 
mapping data for the last nine years. This arrangement would continue until at least2010 if the 
acquisition did not proceed. As such, the ACCC considered that the acquisition would not 
result in a change in the competitive dynamics in these downstream markets when compared 
to the competitive environment in the future in the absence of the acquisition.  
 
Conclusion 
 
On this basis, the ACCC considered that the acquisition would not result in a substantial 
lessening of competition in any of the relevant markets.   
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