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‘Classifieds’ a Legacy Term 

• Jobs 

• Autos 

• Real estate 

• Services 

• Personals 

• Private party 

 



What Does ‘Classifieds’ Mean?  

A conversation with my 13-year-old 

daughter: 

• GS: What does “classifieds” mean to you?  

• 13 YO daughter: I don’t know; it means you 

classify things?  

• GS: Do you know what Craigslist is?  

• 13 YO daughter: it’s kind of like eBay or 

Amazon… 



The Instagram Generation 



You’re in the __ Business 

• Changing language “opens up” the discussion 

• What are we really talking about:  

- Facilitating transactions 

- Collecting listings/structured content 

- Building marketplaces and distribution 

- Bringing simplicity, convenience, efficiency to buyers 

and sellers 

• Focus on markets, market opportunities and solving 

buyer/seller problems  

 



Opportunity & Competition 

& 

The opportunity is larger but more competition  



Horizontal vs. Vertical 

Strategies  
(not mutually exclusive) 



Print: Horizontal Market 

• Print newspaper classifieds were/are mostly horizontal 

marketplaces  

• Disrupted by other mostly horizontal digital 

marketplaces:  

- Craigslist 

- eBay 

- Google/search 

- Other portals 



AutoTrader 

AutoTrader and early “vertical” exception (1998)  



Disruptor Being Disrupted?  



Short History of CraigsList 

• Founded in 1995; private email list for events 

• 1996 went online 

• 2000 expanded beyond SF 

• 2004 eBay bought 25% of CL  

• Scale: 500+ cities, 50 countries 

• January 2004: not among top 50 US web 

properties 

“My exit 
strategy is 

death” 



CraigsList September 2007 

Top 50 U.S. Web Properties for September 2007 



CraigsList September 2013 

Top 50 U.S. Web Properties for September 2013 

• Free + “network effect” sustains Craigslist 

• Now the “digital incumbent” 



When Verticals Attack 

Source: Andrew Parker, 2010 



Portal vs. Vertical 

• Horizontal play is “winner 

take all” or nearly all 

• Requires content + critical 

mass of users 

• Verticals: insurgent 

strategy; opportunity to 

offer richer user 

experience (verticals can 

expand “horizontally”)  



Exception: Schibsted? 



Leboncoin.fr 

 

• Beat eBay.fr (forced it from the market) 

• This year was Schibsted’s most profitable classifieds site 



Mobile Marketplaces 
(you must compete) 



Source: Nielsen (Q3 2013) comScore (Q1 2013), Pew Research Center, Opus Research (2013) 

53% to 66% 

smartphone 

penetration across 

‘EU5’ 

 

Nearly 140 million 

people 

 

62%+ smartphone 

penetration 

 

Nearly 150 million 

people 

Smartphone Penetration: EU & US 

Penetration figures higher for people under 35 



62% Mobile 

 

38% Desktop  

28% Mobile 

 

72% Desktop  

10% Mobile 

 

90% Desktop  

15% Mobile 

 

85% Desktop  

Mobile Internet Traffic 

Source: StatCounter (September 2013) 



‘Generation M’ 

• 50% of teen smartphone owners (12-17) use 

the internet mostly on their mobiles 

• 45% of young adults (18-29) reported in 2012 

that they mostly go online with mobile 

Source: 2012, 2013 Pew Research Center reports on “Teens and Technology” 

? 



Mobile Only Audience 

UK automotive category users: cars, service, parts   
• 30% of audience 

only used 

mobile devices 

• 47% of tablet-based 

searches lead to a 

purchase 

• 41% of smartphone-

based lookups lead to a 

purchase 

Source: Nielsen-xAd-Telmetrics (2013), n=1,500 UK smartphone and tablet users who reported that they had engaged in a Restaurant-, Travel- or Automotive-related mobile activity in the 
past 30 days. Information combined with data from Nielsen’s Smartphone Analytics Panel of 6,000 Apple and Android users 



Multiscreen Usage Pattern 

Source: Google-IPSOS Q2 2013, n=1,600 US adults  

“Smartphones are the backbone of [ ] daily media use. They are the devices 
used most throughout the day and serve as the most common starting point 
for activities across multiple screens.” 



New Mobile Marketplaces 

• Primary experience is mobile; business probably not 

possible w/o 

• Vertical focus (often a very specific solution – e.g., 

parking, directory of bars) 

• Some PC marketplaces are seeing migration to mobile 

(e.g., AirBnB)  

• Typically have stored payment card info (transactions 

model) 

• Convenience and efficiency for both buyers and sellers; 

solving a problem 



Uber, Hailo, Lyft, Etc.  

 • Car sharing/ride apps 

• Made possible by mobile 

• Generally two-sided 

marketplaces 

• Offer car sharing or inventory 

mgmt for drivers 

• Convenience and/or 

efficiency for consumers 

The power of limits: often mobile is preferred experience because 

it’s simpler, more streamlined  



Solving ‘Liquidity’ Problems 

 
• Pitch to consumers: get a cab more quickly and 

easily; pay with a card 

• Pitch to drivers: 1) get more rides 2) accept 
credit cards 3) more efficiently manage time, 
fares, earnings 

• Like other car services, inventory management 
for drivers 

 



Providing (Additional) Income 

 
• Pitch to consumers: alternative to 

cabs; more social 

• Pitch to drivers: make $35 (€ 26.2) 
per hour 

• New source of income for drivers. 
Passengers also become drivers. 
Drivers are passengers (makes 
building marketplace easier)  

 



Local Services Mobilizing 

 

MyTime Square 

Yelp OpenTable/TopTable PayPal 



Classified Apps 

 

Gumtree 

Incorporation of 

intrinsic phone 

functionality (e.g., 

photos, video) may 

make mobile preferred 

platform  

Kijiji 



Don’t Forget Tablets 

 

Unit Shipments and Market Share, 2013 and 2017 (shipments in millions)  

Source: IDC global device forecast, September 2013 

Marin Software: in 2012 

click-through rates (CTR) 

on tablets were 51% 

higher than on desktops.  

 

2013: tablet CTRs only 

27% higher than PCs; 

smartphone CTRs rose 

from 82% to 88% higher 

than PCs. 

 

Tablets, PCs show similar 

patterns, engagement.  

 

Tablets will be more 

numerous  

 



AirBnB: Small Tablet Experience 

 



Social Marketplaces 
(trust + virality) 



Reaction to Anonymous 

Marketplaces 

Psychopaths, criminals, 

murderers, and so on 



Types or Categories 

• Integrated social features (sharing)  

• Identity based (inherent trust) 

- Religious groups 

- School groups 

- Town/neighborhood  

• Trust/affinity ranking or reputation systems 

- Facebook 

- eBay 

- AirBnB 

 

 

Often private email groups 



Collaborative Consumption/P2P 



Collaborative Consumption/P2P 



Nextdoor: Neighborhood Network 

 

“Nextdoor plans to move into English-speaking countries in 

the first part of 2014, targeting places such as Canada, the 

United Kingdom and South Africa” 

 

Has raised more than USD $100 million (18 months)  



Jobvite: Social Recruiting 

“recruiting platform for social web” (tech + marketing) 

 



Local Identification: Used Victoria 



Piggybacking  

Leveraging larger networks for traffic and exposure: 

• Facebook 

• Craigslist  

• YouTube 

• Google SEO 

 



Piggybacking  



Pinterest: UI/UX Innovation 

 



Already a Marketplace 

 



 

US Auto Dealer 



Tumblr Too?  

 



Diggit: Pinterest Inspired 

 



Social Features on Every Page 

 



Facebook: Ideally Positioned 

• Has massive scale 

• Has “trust” vs. anonymous Craigslist 



 
 
 
 
 
 
 
 
 
 
 
 
 



But Facebook (So Far) Failed 

Facebook should have become a successful 

marketplace. Why not?  

• Poor or unrealized user experience 

• Culture of Facebook not aligned with selling 

• Insufficient attention/commitment 

• Limited content 



The New Marketplace 



Common Features 

• Leading with mobile but multi-platform 

• Social features often prominent or defining 

• Typically attack a vertical market (or niche) 

• Often process transactions (via stored card) 

• Seeking to disrupt or create market through greater 

efficiency, convenience or new platform creation 

• Models: placement/visibility (ads), transactions  

 

 



To Reach Me 

Follow me (Twitter): @gsterling 

 

Email me: greg.sterling@gmail.com 
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