
Interactive Local Media Analyst Picks 
and Predictions for 2008

Summary: The Interactive Local Media team 
anticipates a number of substantial trends and 
developments in the local online marketplace 
in 2008. These include an acceleration of per-
formance-based pricing in print and Internet 
Yellow Pages, rapid development in the online 

auto and real estate verticals, radical changes in 
media measurement (more precise and account-
able), big increases in local search inventory, 
more search through specialized devices, and a 
big leap forward in the importance of user-gen-
erated content in consumer decision-making.

The following are the Interactive Local Media analyst team’s picks 
and predictions for 2008. 

Multi-channel Selling and Performance Management
Yellow Pages companies will accelerate the introduction of variable-
based pricing to the print product. This will come in two forms. First, 
publishers will enable advertisers to buy call products (telephone 
leads) in companion directories based on the value of the actual sale 
at their local business. This means pricing will vary by geography and 
category in print. Second, publishers will offer new advertiser and 
retention programs that feature downside guarantee on call volumes 
— effectively a guaranteed return on advertising spend.

The influx of variable call-based advertisers will fuel multi-
channel growth and start to create lock-in for companies that 
operate diversified advertising portfolios across media channels. 
Early on, differentiation will be less about the type of ad products 
and more about the number and quality of proprietary ad channels 
from which sales forces can offer leads. 

What to Watch For: The introduction of print Yellow Pages 
advertising products with call-tracking numbers that allow for 
variable pricing. These merchants and their call tracking numbers 
will be pushed across media channels to increase call volume. 

Rise of Vertical Sellers; Some Sales Effort Saturation
With all the talk we’ll hear about value- and performance-based pricing 
across channels, advertisers will begin to wonder whether they’ve been 

getting a good deal. This will lead to some advertiser defections.
These defections will occur among advertisers in vertical 

categories lured by the promise of specialization by ad and content 
networks. There will be a nearly ubiquitous chorus of vertical sellers 
promising better leads through specialized vertical content.

Two verticals, auto and real estate, will be especially fraught with 
oversaturation of sellers and solutions. Here’s why:
• Newspapers’ weakening hold on automotive and real estate ad 

dollars offers a tempting opportunity for new companies.
• Internet traffic remains robust in these two categories. 
• Both categories maintain high average ad spends per advertiser. 
• High ad spend means a sales force is more effective (on paper) 

on a dollar-per-salesperson basis.
• Start-ups are attempting to create a one-stop shop for both the 

consumer and the advertiser in these categories akin to what 
Expedia built for travel in the late 1990s.
The net effect of more sellers and solutions in these two categories 

will be to strengthen already dominant companies, but the outcomes 
will be different by vertical. In the auto category, AutoTrader’s position 
will be reinforced due to the proliferation of solutions. More noise 
in the auto channel would benefit AutoTrader because of its high 
consumer and merchant engagement. AutoTrader will maintain a de 
facto buy status with advertisers; however, other solutions will make 
the sales process more competitive as they focus on proof of value.

Real estate is more open. Nevertheless, we expect a tipping 
point will be reached in late 2009 when one site pulls together 
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enough listings and valuation content onto a single platform to 
displace Move.com. 

What to Watch For: In a word, noise. This will include SEO/
SEM solutions offered from newspaper groups (e.g., the Yahoo! 
consortium); Internet and vertical resellers targeting auto and 
real estate via SEO/SEM; start-up announcements; MLS listings 
creeping into non-Realtor.com sites; and, finally, higher AutoTrader 
consumer engagement. 

Improved Radio Audience Measurement 
This year Arbitron and others will roll out (revamp, tweak and 
relaunch) the next version of audience measurement service for 
radio. In this new system, the actual number of radio listeners will 
be measured. This will have a profound impact. Consider typical 
consumer radio habits, such as constantly switching stations while 
driving. Highly rated stations will drop to the middle of the pack as 
the measurement systems will likely show that the audience is much 
more fickle than previous systems indicated.

Advertisers buying ad time based on reach and frequency 
will find they are not getting the audience they expected. This 
measurement will push advertisers to digital tracking platforms that 
offer the promise of media transparency. These systems (courtesy 
of Google, Microsoft, eBay and others) will provide a dashboard 
view of ad buys across media. Naturally, this will reinforce what 
the companies offering these platforms have been saying all along 
— that advertising should be more accountable and transparent. 
Increasingly, media buyers will rely on these cross-media platforms 
to execute and plan their buys. 

What to Watch For: Lots of media hype and news around this 
topic as radio makes the shift to improved audience measurement. 
Companies building cross-media digital platforms and offering 
auction-based inventory will benefit. 

SEO and SEM Platform Ubiquity
Companies are waking up to the fact that search is the front door for 
consumers accessing information. The average consumer searches 
41 times per month and by 2010 will search 63 times per month, 
according to a forthcoming Kelsey Group forecast. Companies 
will start to figure out that traffic increases necessitate a robust and 
integrated SEO and SEM platform, which will include product, 
merchant and service landing pages. Nearly everyone will march 
down this path in an effort to capture more search traffic. 

The problem, statistically speaking, will be the millions of 
combinations these platforms produce. For example, imagine pages 

produced for every combination of ZIP code and product. Now 
imagine those pages broken down again by ZIP code and product 
feature. More and more specialized pages will be produced to 
capture the long tail.

What to Watch For: Search engine returns starting to fill up 
with an increasing amount of cross-referenced landing pages designed 
to capture long-tail searches. If you think there are a lot of these pages 
now, just wait.

Increase in Content to Reduce Clutter
The manifestation of all these SEO/SEM combinations among all 
the businesses out there will mean two things: 
• The average businessperson will begin to calculate the price of 

investing in content for traffic vs. buying keywords. In many cases, 
creating content to get quality traffic will be more cost effective, 
and Internet businesses will adjust their spending accordingly. 

• There will be a lot of clutter, and search engines will have to 
work extra hard to combat this problem. To do so, there will be 
a reliance on author-oriented tools and systems to bring the best 
content to the top. This is not to suggest a wholesale shift away 
from computer algorithms; rather we expect to see an increase in 
content from sources that involve original content owners that 
point people to the best content.
What to Watch For: A rise in long-tail clutter followed by a 

flood of original content creation in 2009.

Mobile Attack of the Clones V2
Apple, once again, pushed the product envelope with the 
introduction of the iPhone. In 2008 we’ll see numerous touch screen 
devices announced. A few will offer the benefits of Apple’s touch 
screen, increasing the screen size while still offering mobility. We’ll 
see the start (via rumors and prototypes) of a new portable device 
class with a screen size that sits between a laptop and an iPhone.

Mobility products that take Internet product features accessed 
via voice (for example, Microsoft/Tellme, GOOG-411) will grow 
considerably in popularity. These will become line extension 
products to Internet services.

What to Watch For: Leaks and announcements of a new 
device class, more robust voice search features and a proliferation 
of touch screen devices.

Audio Ad Sales Force and Cross-Platform Buys
With the abundance of call tracking and the movement to digital media 
platforms, audio ads will be the next large-scale digital advertising 
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product. (Yes, what’s old is new again.) These ad products will be the 
natural outgrowth of the radio industry’s measurement efforts, the 
result of which will be the need to sell more audience across channels. 
Google has the early lead here, and we can expect more deals like its 
ad spot partnership with Clear Channel Communications. The Kelsey 
Group believes DoubleClick and dMarc have synergistic overlaps that 
Google will exploit in a move to aggressively capture local ad dollars. 

Specifically, Google’s acquisitions of dMarc and DoubleClick 
will result in a larger internal sales force gaining expertise around 
CPM-based reach products via audio, video and display ads. The 
terrestrial radio industry offers a sweet spot for Internet companies 
like Google that want to target local ad dollars. Eighty percent of 
radio revenues are from local spots. The mix of terrestrial radio 
revenue contribution from retail, auto and entertainment is perfect 
for Internet companies that want to push into local ad markets.

What to Watch For: Media buyers talking about the ease and 
transparency of digital media buying platforms compared with the 
current status quo, and an increase in sales channel activity from 
Google around CPM audio, video and display products.

Merchants Gain Voice in Consumer Review Process
This year, the consumer’s reliance on and expectation of consumer 

and expert reviews hit an all-time high. Simply put, more consumers 
are relying on this type of content for decision support. TKG’s recent 
study with comScore suggests consumers base decisions about what 
not to buy and which businesses to avoid on poor consumer or 
expert ratings.  

Merchants are becoming attuned to some of the scores they 
receive even if they do not realize there are hundreds of sites that 
rate their business activities. This year products that aim to bring the 
merchants into the consumer review process will begin to become 
more widely available. These products will give merchants a voice 
in the feedback about their businesses by allowing them to contact 
review writers and offer to fix any problems. 

Such two-way communication platforms will grow in popularity 
as they are built and adopted by social networking companies with 
large installed bases of users. Anecdotal feedback from businesses 
that have succeeded with these systems will drive other merchants 
into the system and help consolidate usage around a few platforms. 
This implies self-registration into free systems.

What to Watch For: Large social networking companies or 
portal sites layering crawled and consolidated consumer reviews, 
coupled with free feedback tools that allow merchants to become 
part of the dialogue about their businesses.  ILM
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