[image: image1.wmf] 


Workshop 3: Image sales and web design

Order Fulfillment Checklist

Once you decide that you wish to offer image reproductions for sale, the following steps will help you plan the fulfillment of those orders.

Think about what your organization hopes to accomplish by selling these reproductions. That will affect how you select a service provider and how you set fees.

Are you trying to . . .

· Publicize the organization/collection?

· Fulfill the mission of your organization?

· Perform a service for the community?

· Fund continued image digitization efforts (a revolving fund)?

· Create a stream of earned income?
· All of the above?

Keep in mind that you are establishing a small business. Your product is unique and valuable. Are you ready to deliver that product in a way that will represent your organization in a positive way with every transaction? Prepare to be organized, on time, reliable, consistent, fair, clear in your communications, ready to handle money and pay taxes, and ready to negotiate firmly with customers.
· Make sure you have permission to sell reproductions of these images

· Do you have deeds of gift for images you plan to offer for sale?

· Are there restricted uses on any of those images? 

· Are there any privacy issues relating to the images?

· Establish a contact person and system for orders

· Where can they be reached (by mail, phone, fax, email)?

· Remember to update CONTENTdm records, forms (see below), and website when the contact information changes

· How frequently are they checking those messages? Daily, weekly, monthly?

· Who is responsible for the paperwork (see below)?

· Will this same person be responsible for storing copy negatives and assigning them numbers?

· Determine what formats you will offer, and how you will have them made

· Remember, the fewer the formats offered, the easier it will be for you.

· Prints from scans

· Scanners don’t recommend making prints larger than 11x14” from TIFF files

· If you wish to only use TIFFs for printing, only allows orders up to that size

· Digital files themselves

· TIFF files are approximately 300 ppi, 3000 x 2400 pixels (depends on the size of the original)

· If customer wants a higher resolution file, will you be willing to re-scan that image?

· Photographic prints

· Would you be willing to go back to the original negative (or print—and have a copy negative made) in order to provide a high-quality custom print?

· See list of local vendors and their fees for this service

· Set reproduction fee schedule

· How much customers will pay is determined by the perceived market value—which is determined by what others are charging!

· See rates of MOHAI, Renton Historical Museum, and UW Libraries

· General rule of thumb for reproductions is to charge for your costs (don’t neglect hidden costs such as time and transportation!) + 10-15% overhead

· Charge extra for rush orders

· Rates for prints vs. digital files

· Determine what forms of payment you will accept

· Cash? Checks? Credit cards (which ones)?

· How are you managing the books? Paying taxes?

· Pre-payment recommended!

· Determine how you will deliver orders, and within what time frame

· Charge shipping and handling at cost or set a blanket fee?

· If TIFF is too large for email delivery, can you burn it onto a disk for the customer?

· What turn-around time can you promise customers (figuring in all of the steps)?

Stamp or label images with your organization name, credit line, and the image number

· Create forms

· Photo reproduction forms

· Include written information on all of the decisions you’ve made in the previous steps

· Researcher request forms—may be used as first step in dealings with researchers

· Many organizations charge an hourly fee for research assistance beyond the first ½-1 hour

· Photocopy forms

· Make it clear that even photocopying (or any activity requested of your site) takes time and costs you money

· Check-out forms—for internal use when removing images (including CDs) from your collection to be reproduced

· Could be a simple sign-out list, or modeled on your own loan forms or the scanning receipt

· This is so you know what’s been removed, and who’s responsible for returning it

· Letter of agreement with company providing reproductions, if applicable

· Make sure they don’t claim rights to the reproductions

· Timeline for returning negatives, copy negatives, and prints

· Set on-site filming policy

· Set an hourly and/or per-image fee for researchers asking about filming or photographing on-site

· If you allow people to photograph your images, you can lose control of them because they now have a negative of your image and can make copies out of your control.

· If you allow on-site work, be sure to have them sign permission forms for use of your images and also agree to your rules.

· Create use agreement (this is a contract between your institution and the customer) and use fee schedule

· See examples from MOHAI, Renton Historical Museum, and UW Libraries

· Get the user to document on paper how they will use your image

· It’s important to spell out in a letter or form that goes to the customer and is also kept in your files the limitations you wish to put on the image’s use: non-exclusive, one-time use, no third-party rights, no warranties, credit line required.
· For all uses other than personal, have customers sign this paperwork agreeing to your rules
· Do not sign use or license agreements sent to you by those who wish to use your images. They are asking you to agree to their rules. Have them sign your agreement, or modify their form to coincide with your rules, initial the changes, sign and date it.
· Who are the entities for which you’d charge no use fees?
· Personal use (hanging it on the wall, giving it as a gift for someone else to hang on their wall)
· Small community newspapers—because it’s good PR
· Partners in this consortium?
· Set sliding scale for other entities: You decide how to slide it, but make the number of scale variations small or it becomes too difficult to keep track of all the different prices.
· Nonprofits vs. For-profits
· Educational, Editorial vs. Commercial, Advertising
· Size of print run
· TV/Film: Local, National, Worldwide, More than one use of format
· Electronic media

· Products

· Display or exhibition
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