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More than 80% of all mobile searches are for goods and services near to the consumer. Transform-
ing these searches into foot-traffic and sales requires the organized deployment of targeted adver-
tizing, reputation management and local search. These can only be combined for real-world loca-
tions using location data structured across listings platforms. But for this to work, location data has 
to be correctly entered across those platforms.

Co-Founder of uberall, David Federhen says that “business location data entered online, when it is 
at all, is manually entered, leading to inconsistencies - what’s more it’s also incredibly time-consum-
ing”. As such, Federhen and the team have produced the Location Marketing Cloud - the centralized 
tool which structures location data across platforms, allowing for multi-location businesses to be 
found wherever consumers search for them, and for each location to connect to local consumers, 
using advertizing and online brand management.

“The Location Marketing Cloud makes it possible for multi-location businesses to utilize their own 
data in a strategic way - so that existing information can make a significant difference on 
bottom-line sales. What’s more, it takes only ten minutes to start using the Cloud - whereas manu-
ally entering data online across all directories, will cost your company a minimum of eight hours”, 
says Federhen.

The single, centralized tool, the Location Marketing Cloud enables companies to enter location data 
for an unlimited number of locations, across (up to) 100 directories. These directories include 
national and regional yellow pages, online and digital maps, apps, social networks and satnav 
directories. The Cloud also enables editing and updating of information across all platforms in 
real-time, so new locations can always be added and instantly optimized for local search. This 
makes locations always visible online - ready to be found when consumers search for them directly, 
or more likely, for goods, services and locations like theirs. 

Location data isn’t just static - it can be leveraged to engage new customers, retain old ones and 
improve sales. This is because of the way search engines and directories work, and also by the way 
consumers use technology. the landscape of search, automation and shopping are based on users 
interacting with location data: Consumers search for products, they look for routes to restaurants, 
and they leave reviews about these locations. Therefore, your location data can be used to simulta-
neously draw people to your locations, and to manage your brand image across those locations - 
so potential customers can see you effectively manage reviews, and engage customers with offers 
and discounts.
 

uberall Company Information Company websites are seldom accessed by consumers - they find discounts elsewhere, and 
engage with the company through social media platforms. That’s why it’s important to keep infor-
mation correct and consistent across all platforms - to ensure customers are captured using the 
digital-funnel. “Whoever is selling offline needs to be using digital methods to do so - online is a 
significant sales channel for offline sales”, says Federhen. 

The two managing directors, Florian Huebner and David Federhen understand digital location 
marketing as utilizing the forces of search and listing technology to build commerce in the digital 
space where customers search for information near to them. “Groundbreaking technologies which 
transform otherwise static data into something useful for both consumers and businesses not only 
push the tech environment forward, but also create relationships between people”, said Huebner. 

The idea to uberall.com arose in 2012 when the two former business consultants just launched a 
Mobile Payment and Coupon app in 250 Berlin stores. "SMBs had many questions about digital 
marketing," recalls Federhen. "The biggest problem was for them, how to get noticed all over the 
net". Then he developed together with Florian Huebner and Josha Benner, former colleagues of the 
management consultancy Roland Berger, the Software-based solution the Location Marketing 
Cloud. In June 2013, it went out as Germany's first digital location marketing platform. Since then, 
the customer base has grown continuously. Companies such as Deutsche Telekom, Netto, the 
franchise system Wintec, Lotto Berlin and Vodafone use uberall. 

As a white label solution, the technology from uberall is behind the 1 & 1 service "ListLocal", which 
was launched in October 2014. The White Label Partnership Program has expanded continuously, 
with partners from across the globe. 
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