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CLICK2BID BRINGS IN MILLIONS FOR THE WEST
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West Australian Newspapers last week
announced the results of their recent Click2-
Bid online auction, Hundreds of vendors
contributed $5.6 million worth of product that
the newspaper auctioned. This combined with
over 16,000 registered bidders made Click2Bid
the higgest ever online auction in the southern
hemisphere.

The Click2Bid auction, and others like it run
by other newspapers and media properties,
are implemented by InXcess which special-
ises in sales programs that bring in incremen-
tal rever:ue for media companies in Australia
and overseas.

it worked like this for The West Australian -
retail businesses were approached to offer
items for inclusion in the auction. Gener-
ally a newspaper publishes a print catalogue
several days before the auction goes live
online. The website www.click2bid.com.au
was launched to further showcase the prod-
ucts, provide details of vendors and facilitate
the bidding process.

Provided the items met reserve and sold
(reserve is set at 50% of retail price or higher
for motor vehicles and real estate), the news-
paper kept the money paid by the winning
bidder and the vendor in return received
advertising credits to the full retail value of
the products that sold. All revenue generated
was incremental. Even where an existing client
participated, thefr credit was used above and
beyond their contract spend commitment.
“The response to Click2Bid has been over-
whelming. Our sponsors, QBE and Profes-
sionals, and vendors and bhidders alike have
all helped o make Click2Bid an amazing
success,” said David Bignold, sales director
at The West Australian.

The auction platform offers a solution for
attracting new clients and recovering waning
advertiser commitment resulting from the
economic downium, explained InXcess
consultant Nicola Walsh,

“It is & win, win, win scenario. The news-
paper generates incremental revenue
and recaptures declines in usual spend-
ing levels. The advertisers fund their
campaigns at a wholesale cost of their
products, and consumers get a fantastic deal
at up to 50% off the usually seiling price of
the item(s) purchased,

“Any media company with a strong hrand
can implement an equally successful initia-
tive,” said Walsh. “As we've proven with
The West Australian, it is possibie to ensure
the local media company, local retailers and
local residents benefit equally fom innova-
tive programs like online auctions.”

Paul Holt, CEO of Retravision Western Austra-
lia, was one of the first vendors to sign on to
the Click2Bid project. “Retravision commmit-
ted almost $1 million worth of product, all
top brand names in home electronics and
appliances. Overall we were very happy
with Click2Bid and look forward to being
involved again next year.”

The response from other major vendors
has been much the same, said Walsh, with
the john Hughes Group selling 20 cars, the
Satterley Property Group selling two blocks
of land and the WA Housing Centre selling a
display home. Click2Bid generated over $3
millien worth of incremental revenue for
The West Australian. The newspaper will be
donating $100,000 of the Click2Bid proceeds
to Telethon.

InXcess has also worked with WAN on other
programs including the base forward sales

~program, Printwork, and other strategic

consultancy services as requested.

NEWS COMMUNITY NEWSPA-
PERS SURVEY SMEs

A News Community Media survey of smail
to medium enterprises (SMEs) revealed that
the majority of participating businesses
face the current economic climate with
growing confidence.

The News Community Media SME Index
Survey was conducted by Access Manage-
ment Corporation {AMC) from June 16 to July
17, 2009, and is one of Australia’s largest
and most comprehensive SME Surveys, with
nearly 2,000 respondents nationaily.

Driving the survey for News Community
Media was the marketing manager for Quest
Community Newspapers, James Flaherty,
who told Mediaweek they will
now be polling SMEs every six
months. b
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