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Selected ChannelAdvisor Clients
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Online Auctions

Over the past 5 years, Online Auctions have become a recognized 
means of liquidating surplus and returned merchandise. 
In 2004, Online Auction Sales accounted for 20% of all Online Sales. 
That number will grow to 26% by 2007.
Traditionally, Online Auctions have been viewed as a Channel 
focused solely on improving cost recovery.  
However, as the market has grown, businesses are using Online 
Auctions as an effective channel  for:

• Acquiring New Customers
• Promoting Brand Awareness
• Driving Traffic
• Increasing Revenue 
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The $s behind Online Auctions
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What’s selling on eBay?
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eBay’s Position in the Market

Rank among e-retailers based on purchases

Purchases: Total number of purchases made by customers.
Customers: Total number of unique customers (one or more purchases) for the 

selected vendor or product category.

Source: Nielsen/NetRatings MegaView Online Retail
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eBay Marketplace 
135 million registered users
More than 50,000 categories
A global presence in 32 international markets
A record number of 404 million listings
$34.2B GMV for 2004, up 43% 
over 2003 - more than $1,085 GMV per second
Over 1 billion listings in 2004
eBay has 12 categories that deliver $1 billion or more 
in worldwide annualized GMV:

• eBay Motors ($11.1 billion);
• Consumer Electronics ($3.5 billion);
• Computers ($3.0 billion);
• Clothing & Accessories ($2.9 billion);
• Books/Movies/Music ($2.4 billion);
• Collectibles ($2.2 billion); 
• Home & Garden ($2.0 billion); 
• Sports ($1.8 billion); 
• Toys ($1.8 billion); 
• Jewelry and Watches ($1.7 billion); 
• Cameras & Photo ($1.3 billion);
• Business & Industrial ($1.2 billion).

International is 48% of revenues and growing
Fixed price format 31% of GMV
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eBay Shopper - Demographics

eBay visitors have the second highest mean household income 
of all large shopping portals.
79% of eBay visitors buy online.
Mean online spend is second to only Amazon.

Forrester 2003
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On eBay – The 4 Ps apply 

Product
Positioning
Promotion 
Pricing

Understanding eBay and optimizing the 4 Ps will lead to 
increased traffic (prospects) and increased sales
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Product

What type of product drives traffic? 

Newly introduced Product – scarcity/supply-demand
EOL/Refurb. Product – shoppers looking for a deal

End of LifeMaturityMainstreamProduct Intro

Mark-downs LiquidationLaunch  Full-price  

eBay Focuses on inefficient cycles

Time



Page 12
Confidential

Positioning - The Wrong Way
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Positioning – The Right Way
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Positioning

Best Practice: 
Branded Site

• Aligned with Corporate .com site
• T&Cs similar to .com site
• Outlet/Clearance verbiage  - creates a buzz/drives traffic

Results
• Premium pricing over same product from non-branded store
• Increased consumer confidence
• Increased bidding activity from new users
• Quicker Ramp in bidding/sales volume
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Positioning – Create a Brand Presence
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Positioning – Branded Sites instill confidence
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Promotion 

Best Practice:
Driving buyers to eBay Listings

• Many different types of promotion available
• Very similar to web marketing in general

• Paid Search – eBay Keywords
• CPC model 
• Bid on product keywords to drive traffic
• Trademarked keywords are available at a flat rate
• Provides both click-thrus and impressions
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Promotion 

Best Practice:
Driving buyers to eBay Listings

• eBay Features
• Feature Items – brings listing to 

top – drives 7x number of visitors 
and 5-8% increase in bids

• Optimize Titles – add keywords 
to title – titles drive search

• Subtitles – differentiates from 
masses (i.e.., Free Shipping

• Gallery Images – promotes 
Brand over product

• Charity Auctions
• eBay promotes heavily

• Seasonal Promotions
• Pop-ups/widgets on Category 

homepages
• “Dads and Grads” “Back to 

School”
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Promotion – back to .com site

Best Practice:
Driving buyers back to your .com site

• Drive Catalog Subscriptions with link to Catalog Registration from 
AboutMe Page 

• Link to .com site from AboutMe page
• Host FAQs, T&Cs, Warranty information on .com site
• Put link to .com site in customer service/checkout emails
• Place opt-in language on ads to build prospect/customer database
• Redirect eBay buyers to checkout on .com site

• Ability to upsell/cross-sell

Results:
• Increased traffic to .com
• Warm leads directed to higher margin product on .com
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Promotion back to .com site 
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Pricing – The wrong way
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Pricing – The right way
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Pricing – Best Practices for Driving Prospects/Sales

Best Practices
• $.99 No Reserve Auctions

• #1 traffic driving strategy
• Market drives pricing
• Low starting fee places item at top of searches until bid up

• 1 Day Auctions
• Limited timeframe places item at top of search results
• Allows for market experimentation

• Varied closing times
• Buying patterns ebb and flow across hours/days
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eBay Success Stories

Customer Acquisition – Best Buy reported 66% of eBay Customer 
are new acquisitions and fit desired demographic
Increased Traffic – The Finish Line saw unique web hits on .com 
jump 200% the day after launch of eBay site
Product Introduction – Motorola listed pre-release cell phones on 
eBay – drove 45,000 unique visitors to eBay store in 1 day
Brand Exposure – Sears drove 4 million unique visitors to their 
eBay site in 2004 
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Summary

eBay presents an enormous opportunity for:
• Prospecting
• Sales
• Brand Exposure
• Driving Traffic

Access to 135M online consumers
Recover costs while promoting your brand/driving traffic
Acquire new customers
Create an Incremental Revenue/Marketing Channel
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In Conclusion, 

Being successful on eBay takes work, but it not like finding . . . 
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Contact:

jimm@channeladvisor.com


