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C A T E G O R Y  D E P T H  B R I E F I N G E X E C U T I V E  S U M M A R Y

The read

Two categories hold value and two do not, and the platform treats all four identically on fees, promotion

and authentication. The two that hold value also carry the highest authentication cost, which is why

they look less profitable than they are.

2
Categories holding value

4
Treated identically on fees

2.8x
Authentication cost, holding vs

not

0
Fee differentiation

H O L D  V A L U E D O  N O T

What is actually being sold.

T H E  I T E M  ·  M C L E U K E R  H O U S E  S E T

S O  W H A T The categories that hold value cost the most to authenticate, which makes them look worse on a flat fee.

Reading margin after authentication rather than before reverses the picture.
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Leather goods — resale price stable against retail.01

Watches — stable, with a longer sale cycle.02

Ready-to-wear — falls sharply with season.01

Footwear — falls sharply with wear, regardless of

season.

02



C A T E G O R Y  D E P T H  B R I E F I N G B Y  C A T E G O R Y

Value retention

R E S A L E  P R I C E  A G A I N S T  R E T A I L ,  B Y  C A T E G O R Y M e d i a n  r e s a l e  a s  a  s h a r e  o f  o r i g i n a l  r e t a i l .

Leather Watches RTW Footwear

A G A I N S T  C O S T  T O  S E R V E

C AT E G O R Y V A L U E  R E T E N T I O N A U T H E N T I C AT I O N  C O S T S A L E  C Y C L E M A R G I N  A F T E R  C O S T

Leather goods 71%H I G H Medium H I G H E S T

Watches 68%H I G H E S T Long H I G H

Ready-to-wear 29%L O W Short L O W

Footwear 22%L O W Short L O W E S T

S O  W H A T Ranking on authentication cost alone would deprioritise exactly the two categories that produce the margin.

That is what a flat fee does implicitly.
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C A T E G O R Y  D E P T H  B R I E F I N G P L A T E

One of one, photographed once, sold once. Everything about this listing has to be right the first
time.

M C L E U K E R  H O U S E  S E T
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C A T E G O R Y  D E P T H  B R I E F I N G F E E S  A N D  F O C U S

The implication

W H A T  A  F L A T  F E E  D O E S

O n  l e a t h e r  a n d  w a t c h e s Undercharges relative to cost to serve, and still profitable

O n  R T W  a n d  f o o t w e a r Overcharges relative to cost, and still marginal

E f f e c t  o n  s u p p l y Sellers of low-retention stock are subsidised to list

E f f e c t  o n  t h e  c a t a l o g u e Growth in the categories that sell worst

N o t  a s s e s s e d Price elasticity on fees — no test has been run

S E Q U E N C E

N O W Report margin after authentication, by category

The current view inverts the ranking.

+ 1  M O Model differentiated fees

Before changing any, because elasticity is unknown.

+ 3  M O Test on one category

One, not four.

S O  W H A T Fee elasticity has never been tested here, so modelling comes before changing and a test comes before a

rollout. Four categories at once would tell us nothing about any of them.
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C A T E G O R Y  D E P T H  B R I E F I N G D E C I S I O N S  A N D  C O L O P H O N

Decisions
D E C I S I O N S  A R I S I N G  F R O M  T H I S  B R I E F I N G

D E C I S I O N O W N E R B Y I F  I T  I S  N O T  TA K E N

Report margin after authentication cost, by category Category Director 31 Dec The ranking stays inverted

Model differentiated fees before changing any Pricing Lead 31 Jan Fees are changed against unknown elasticity

Test a fee change on one category only Pricing Lead 31 Mar Four changes produce one uninterpretable result

Stop promoting all four categories identically Marketing Director 31 Jan Promotion keeps growing the weakest categories

S O U R C E S  A N D  B A S I S

Resale and retail prices — our own completed sales against recorded original retail.

Authentication cost — our own processing records, by category.

Fees — our own fee schedule, current and flat across categories.

I L L U S T R A T I V E  S A M P L E

This document is a rendered SAMPLE of the Category Depth Briefing template, produced to show its structure, exhibit inventory and register. The

figures in it are illustrative and are not market intelligence. A real run of this template researches and cites its figures with an as-of year for each, or marks

them as modelled and states the basis — the rule the template itself carries.
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