Online auction process recommendations
1. Image and asset management
a. All images used in the creation of partner videos should be saved in a single location, including the item number, as soon as the trip comes in. If the images/video are to be reused from a previous year, they should still be copied and saved with the NEW item number.
b. Videos, likewise, should be named accordingly to the CURRENT year’s item number, and uploaded to WCNY’s Youtube account as soon as they are finalized. This should be a standard part of the video creation process.
i. IDEALLY, if it could be folded into producer workflow without creating a significant lag in productivity, the Youtube URL should be noted as soon as the upload is complete, and entered into the main auction spreadsheet, corresponding with the item number
2. Web presentation
a. [bookmark: _GoBack]Rather than utilizing WP e-cobmmerce (or any other ecommerce module) the trips should be presented in a (modern HTML and CSS-compliant) list view throughout the process (as they ultimately were for Travel Auction CLASSIC). This will enable the details for each trip to be updated more efficiently, expediently AND accurately throughout the auction process, even as multiple flights of online auction items begin and end. This will also ensure that the site performs well throughout the auction, even for users with slow connections.
i. Additional promotion for certain trips can be achieved by using image/video sliders in defined points on the auction/other WCNY pages, and/or through listings widgets that communicate and update directly through eBay’s API.
3. Auction strategy
a. Starting pricing for items (generally) should be set closer to what we would expect to achieve in an on-air auction
i. For certain groupings of high-competition items (such as stays in NYC, Las Vegas, and other major U.S. urban centers) prices should be set according to expected value, rather than provided retail value
ii. For a small group of items which we would anticipate (based on this year’s data) to be lower competition, lower expected value, we may want to experiment with actually setting opening bids LOWER, to see if this would drive up competition, and perhaps final value. If this strategy were successful in a small test group, we might evaluate it further.
4. General
a. There should be an expectation set between Auctions, Production, and Marketing of a realistic timeframe encompassing the following steps:
i. Item is received by auctions
ii. Item is marked as “complete” by auctions (meaning that all assets necessary for production and marketing have been secured and saved to the appropriate folders)
iii. Video is completed
iv. Disposition of item is decided (eg. “Online Auction”, “Online Auction with(x) relists, of to be sold until date (y)” “On-air auction”, etc.)
v. Assets to be posted online, including all appropriate links
vi. Item’s status to be updated online (if applicable) post-sale or post-auction.
b. As a part of this process, spreadsheets should be provided from Auctions to Marketing on a regular basis, containing all necessary fields and Item numbers of only the items which are “complete” to that date.
c. The “promotional opportunity cost” should be calculated on an individual auction item, inclusive of the time put in by Auctions, Production, and Marketing to sell that item and fulfill our commitment to the donor. If our projected profit from the sale of the donated item is below this amount, we should ask the donor if they are willing to donate a higher-value item, or politely decline the donation (or we could offer a lower tier of promotion, with a lower attendant opportunity cost, for items below a certain level, ie, “website link, no video”)
