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Abstract 
 
 
 
 This report examines an internship experience as the Auction and Fine Art Department 

Assistant at New Orleans Auction Galleries with discussion of the Company’s history, operating 

structure, and role in the auction market. In addition, an evaluation of the Company’s strengths, 

weakness, opportunities and threats and a discussion of the auction industry’s best practices used 

by international auction houses as they related to New Orleans Auction Galleries is also found. 

The report concludes with recommendations made by the intern, for the Company’s future 

sustainability in the auction market.  
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Chapter 1 

A Brief History and Company Overview 

 
 

History  
  

Located in the heart of the Arts District, New Orleans Auction Galleries is a premier 

regional auction house that provides specialized auction services in Fine and Decorative Arts: 

furniture, rugs, art, pottery, silver, estate jewelry, and more. Founded in 1991 on Julia Street by 

Jean Vidos, New Orleans Auction Galleries has hosted high-end auctions and attracted 

sophisticated sellers and buyers of antiques for the past twenty-five years. The auctions offer 

unique estate antiques, including those of 18th and 19th-century furniture, fine and decorative 

arts, and important works from regional artists including works from Clementine Hunter, George 

Rodrigue, and Newcomb Pottery.  

Through the early formative years, New Orleans Auction Galleries’ profits generated 

from auctions consistently broke auction records. During the 1995 fiscal year, New Orleans 

Auction Galleries grossed eight million in sales, an amount comparable to smaller auction houses 

found in large cities such as New York, San Francisco and Dallas.  In 1996, the Louisiana state 

record for profits generated by an auction was broken when New Orleans Auction Galleries’ 

May sale made $1.5 million.1  

During the 1990s, the New Orleans antique market gained notice for having interesting 

pieces at affordable prices. Antique shops on Royal Street and the local auction houses were 

																																																								
1		Cage, C. “Company History.” Personal Interview. 21 Oct. 2015.		
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booming, attracting deal-seekers from local and international markets. Because of these 

successful years of sales and the competitive growing market, New Orleans earned a spot on the 

map as a thriving market for auctions, granting ample amount of opportunities for sellers, buyers, 

and antique dealers.2 New Orleans Auction Galleries found itself in the right place at the right 

time, and the successful formative years established a strong base from which the company’s 

reputation to grow.  

With the success achieved through the early years, New Orleans Auction Galleries 

expanded, opening an extension of the auction house on St. Charles Avenue with the purpose of 

hosting the auction of items estimated at a lower price point. The main gallery, on Julia Street, 

continued to host successful major estate sales.  

Through the early 2000s, New Orleans Auction Galleries continued to produce successful 

auctions. Though Hurricane Katrina caused the company to postpone their usual fall and winter 

sales during 2005, in 2006 it came back in full force auctioning off the Estate of Martha Ann and 

Ray Samuels’ Private Collection of Southern Art. The sale of this important collection of 

regional art gave the auction house strong exposure, brought in $7 million and resulted in the 

Galleries’ largest profit to date.3  

Unfortunately, in 2008 success slowed when the country experienced a severe economic 

crisis, and New Orleans Auction Galleries was faced with the harsh financial realities many 

organizations around the United States faced. The economic recession brought about debts, a lot 

of expenses, and losses to the company. In 2011, New Orleans Auction Galleries filed 

																																																								
2		Masciere, Christina. “Bid Easy: New Orleans’ Thriving Auction Industry.” New Orleans Magazine. 1 Aug. 1996. 
Web. 29 Mar. 2016.		
3	Cage, C. “Company History.” Personal Interview. 21 Oct. 2015.	
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bankruptcy claiming $4 million in debts and $500,000 in assets.4 During this time of bankruptcy, 

New Orleans Auctions Galleries was allowed to restructure and maintain business as usual by 

filing an order to present a plan 120 days from the initial bankruptcy filing.5 It is unclear if the 

company ever presented a new scheme, and New Orleans Auction Galleries eventually went up 

for auction.  

On June 8, 2012, Houston-based businesswoman Susan Sarofim, CEO of Cakebread Art 

and Antiques Collectables, Inc., won full ownership of the organization. Sarofim originally 

owned an antique shop that was based in New Orleans, but when Hurricane Katrina struck in 

2005, she relocated to Houston. Today she is a successful businesswoman who serves as CEO of 

two companies, New Orleans Auction Galleries and Brooke Staffing Companies, an employee 

recruiting and company-staffing agency.  

After its purchase, New Orleans Auction Galleries’ Julia Street location stayed open, 

becoming incorporated into Cakebread Art and Antiques Collectables, Inc., Sarofim’s Houston-

based company, but the St. Charles Avenue branch closed. In July of 2012, a month after 

Sarofim purchased the company, New Orleans Auction Galleries hosted a record-breaking estate 

sale, and the future of the company seemed to have turned around. 6 

Under the direction of Sarofim, New Orleans Auction Gallery expanded and continued 

on its upward track to success. In 2013, Sarofim purchased a warehouse on St. Joseph Street in 

the Warehouse District. The entire space was renovating while a third floor was also added to the 

building. The intention of the expanded location was to allow greater gallery viewing space and 

																																																								
4	Connors, Grace Elizabeth, "New Orleans Auction Galleries: An Internship Academic Report" (2015). Arts 
Administration Master's Reports. Paper 192. Web. 29 Mar. 2015. 	
5		Peterson, Jenny. “N.O. Auction Galleries Declares Bankruptcy, Stays Open.” New Orleans City Business. 7 Apr. 
2011. Web. 29 Mar. 2016.		
6	Cage, C. “Company History.” Personal Interview. 21 Oct. 2015. 
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to be able to produce an increased number of auctions during the year. Sarofim told New Orleans 

City Business magazine, “The expansion will allow us to conduct another four auctions a year.” 7  

At the beginning of 2015, New Orleans Auction Galleries relocated from its Julia Street 

location into the larger renovated Arts District warehouse space located at 333 St. Joseph Street. 

The new location currently hosts auctions on the first and third floor, with the second floor 

reserved for storage. 

 

New Orleans Auction Galleries Today   
  

Today, New Orleans Auction Galleries exists as a competitive regional auction house 

continually offering well-tailored auctions that entice bidders and bring substantial hammer 

prices.  New Orleans Auction Galleries hosts two types of sales multiple times throughout the 

year: the Major Estate Sales and Cakebread Sales. The Major Estate Sales offer finer items with 

higher bid prices, and the Cakebread Sales feature lots at lower reserve prices.  

The connectivity of the Internet and the introduction of online bidding platforms have 

completely changed how auctions are run and has allowed the auction house the ability and 

potential to find audiences from around the world. All auctions presented by New Orleans 

Auction Galleries are featured on online bidding platforms, including Liveauctioneers and 

Invaluable. In the past, the auctions relied on live attendence, bidding either “in the room” or 

bidding by telephone. Also before the Internet, most bidders were local or regional.  Today “in 

the room” crowds are dwindling, but the Internet and telephone bids thrive, and auction items are 

won by bidders from all over the globe.   

																																																								
7	Shannon, Robin. “Pfeiffer sells Foundry; Auction House Moving In.” New Orleans City Business. 14 Mar. 2014. 
Web. 29 Mar. 2016.			
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Today, New Orleans Auction Galleries continues its path of growth with the expansion of 

staff and an increased number of yearly auctions, anticipating future success.    

 

Organizational Structure  
  

Owner Susan Sarofim travels between Houston and New Orleans to attend preview 

receptions and auctions. While she is away Ashton Thomas, President, and Tessa Steinkamp, 

Director of Auctions, serve as on-site supervisors for the Company. 

The professional staff of New Orleans Auction Galleries is well-trained in various 

backgrounds and specialties, allowing the gallery to provide services for a large variety of the art 

and antique market segments. Each of these specialists’ training allows him or her the ability to 

locate items that bring the highest auction prices and, in turn, benefit both the auction house and 

the consignor. The consignor is the individual who brings the auction item to the auction house. 

In total there are eleven specialists: Fine Art, Decorative Arts, Furniture, Silver, Asian Arts, 

Books and Manuscripts, Jewelry, and Fine Carpets and Textiles. 

  New Orleans Auction Galleries’ other staff members include five administrative  

employees, two graphic designers, one marketing and public relations employee, and a Director 

of Human Resources. The warehouse operates with eleven operations employees who keep track 

of inventory, set-up presale exhibitions, and assist with the pick-up and delivery of objects. Two 

photographers are also contracted, as needed, to photograph objects for upcoming sales.  

  The workspace at New Orleans Auction Galleries functions in an open office format 

where inter-department communication is more than accessible. Due to the openness of the 

office, everyone assists in whatever task need to be accomplished. On any given day one may 

find department heads and consignment agents answering phones and helping clients at the 
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counters. The open nature of the office allows for connectivity, sharing of responsibility, and 

sense of equality among all employees, but it can also aid in fostering chaos and confusion 

during the stressful, busy weeks leading up to auction.   

 

Auction Cycle  
  

 The auction business flows in a cycle, beginning with specialists going into the field to 

obtain consignments. It is their responsibility to find items of value to then slate for the 

upcoming sales.  In many cases, specialists build healthy relationships with consignors who 

continue to bring items to the auction house for sales. All specialists are trained to research and 

evaluate the fair market value of incoming items and decide if New Orleans Auction Galleries is 

a good fit for the item at auction.  

When New Orleans Auction Galleries obtains an estate for auction, all of the specialists 

work together to evaluate the potential lots from the estate, examining each item under their 

specialty. When large estates are acquired, “all hands on deck” are required, and each of the 

specialists work together to provide the best services to consignors.  

Once consignment items are identified, an agreement detailing each item, terms of sale 

including the auction estimate, reserve, photography fee, commission fee, buyer’s premium and 

insurance fee, must be agreed upon and signed by both the consignor and the specialist.  

  After paperwork is completed and the gallery has entered into a contract with the 

consignor, the item is picked up by operations employees to be brought in and prepared for 

auction. The operations staff plans trips across the Southern region and sometimes across the 

country to collect items from estates.  
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  Once the warehouse receives items, they are separated by category and catalogued by 

each specialist. The cataloguing of auction lots includes research into the nature of the object, 

and the listing of information about the items, such as the type, date, and dimensions. All 

departments follow a basic cataloguing format that is printed in the Company’s auction 

catalogue, but information written about each object varies between departments. For example, 

the Art Department researches the artist, title, nationality, dates, medium, and size, whereas the 

Furniture Department, might list the furniture style, country of origin, period, and production 

company.  

The two weeks before each auction, the gallery is open to the for viewing objects offered; 

the operations staff works hard to display each item in the best possible manner, which includes 

highlighting important items. The operations staff groups lots by style, and with a cohesive 

display that seeks gallery visitors to imagine how each objects might be shown in their own 

homes.  

 In the weeks leading up to auction, individuals unable to visit the gallery can request a 

condition report. These requests are divided among proper departments where specialists will 

examine specific items and report on its condition. Condition reports are important for buyers to 

request in advance since all items are sold “where is, as is”. These reports protect the auction 

house from liability for any item issues, such as forgeries or fake. All condition reports are 

posted on the website for public access. 

  Clients planning to bid in the upcoming auction are required to register in advance. Once 

clients register for auctions, they are assigned a paddle number so the auctioneer can match an 

item sold to an individual bidder. For office organization purposes, paddle numbers 1-500 are 
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assigned to in-house bidders, while 600-900 are either telephone or absentee bidders. The 8000s 

are used for internet bidders.  

  Auctions are held six or seven time a years and traditionally take place over a weekend. 

Typically, anywhere between 1,000 and 1,200 lots are auctioned off during an auction. During 

the auctions, the consignment agents handle phone bidding, while the office administration staff 

helps clients at the counter and enters hammer prices in the auction house’s operating system, 

named Droge.  

  After each auction, invoices are printed and mailed to bidders. The auction house is not 

allowed to pay consignors for their items sold at auction until payment is received from 

purchases of said item. Once consignors are paid, the auction cycle is complete, only to start all 

over again with specialist searching for new objects to slate for upcoming auctions.   

 

Profits  
  

New Orleans Auction Galleries is a for profit business that relies on the success of its 

items at its auctions to turn a profit and keep its doors open. The company would not provide me 

with detailed financial statements. However, auction records are public knowledge.  In addition, 

the consignor contracts can give ideas of where and how the company profits from hosting sales. 

When a consignor enters into contract with New Orleans Auction Galleries, specific 

terms of sale are agreed upon and though each contract may differ depending on the consignor, 

certain commission fees are presented in the contract. Section 2 of the Condition of Sales packets 

stats the “Commission/Buyer’s Premium” as:  
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a.) “For its services, NOAG will receive and retain from the proceeds of the Sale of the 
Property a commission (“Commission”) from the consignors as follows: 
• 10% of the Sale Price of $2,500.00 and above; 
• 15% of the Sale Price of $1,501.00 to $2,500.00; 
• 20% of the Sale Price $501.00 to $1,500.00 
• 25% of the Sale Price less than $500.00; but at no time will the minimum 

Commission per Lot be less than $25.00 
b.) In addition to the Commission, NOAG shall also receive a premium (“Buyer’s Premium) 

to be paid by, and collected from, the Buyer at the Auction. The amount and terms of the 
Buyer’s Premium is set forth in the Conditions of Sale.” 8 

 

 Other fees collected by the auction house listed in the consignor contract include 

photography and transportation fees. Each item to be auctioned is photographed and uploaded to 

the website for a fee of $25 or featured in the catalogue for $75 per photo.  

 Buyer’s premiums for items purchased at auction are set at 25% of the hammer price, and 

that additional amount on the hammer price is added to the buyer’s invoice. If the buyer pays by 

cash, check or wire transfer within 15 days of the sale, they are offered a 3% discount on the 

premium. When I started at New Orleans Auction Galleries, the buyer’s premium was 23%, but 

was increased for the December Estates Sale. There was a slight backlash from the buyers, but 

the increase kept within industry standards. During the summer of 2015, Sotheby’s and Christies 

increased their buyer’s premiums to 25%. 9  

  

 

 

																																																								
8	Appendix A: New Orleans Auction Galleries Consignor Agreement 	
9	Kinsella, Eileen. “Sotheby’s Announces Increase to Auction Buyers’ Premium.” Artnet News. 26 Jan. 2015. Web. 
29 Mar. 2016.		
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Chapter 2 

The Internship 
 

 

In September of 2015, I began working as the Auction and Fine Art Department Assistant 

at New Orleans Auctions Galleries.  I worked directly with the Fine Art Department Head and 

Consignment Agent, Jelena James. During my internship, I also assisted Accounts Manager 

Denis Haik and Cakebread Auction Assistant Director Grace Connors. Each of these individuals 

invested a significant amount of time and effort into teaching me about the art auction industry 

and helping me to develop my skill set as it pertains to the auction business.  

My primary goal as the Auction and Fine Art Department Assistant at New Orleans 

Auction Galleries was to gain a better understanding of how the artwork was researched, valued 

and prepared to be offered at auction to the public. Having worked in a gallery setting before, I 

had some knowledge of the selling of artwork and both its selling value in the market and 

intrinsic value to potential buyers. Through my internship, I learned how art auctions differ from 

the selling of artwork in a gallery setting, and gained an understanding of the workings, 

practices, and cycle of the art auction market.   

Though I completed many small tasks during my time as an intern, the bulk of my days 

were spent on responsibilities that can be divided into three categories, whose details are listed 

below.  The majority of these duties were cyclical, and tasks were dependent upon where in the 

auction cycle the company was at a given time.   
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Art Department  
  

When artwork was received from consignors, it was the Art Department's responsibility 

to research and catalogue the work. Since I have a background in visual arts, and a particular 

interest in contemporary art and art of the American South, I would be assigned these categories 

to research and learn how to catalogue. If we had multiple works by one particular artist, or one 

significant artwork, I would be tasked with writing brief, concise artist bios highlighting why the 

work and artist are important. During my time at New Orleans Auction Galleries, I wrote artist 

bios that were featured in the auction catalogue for artists such as John Thomas Biggers, Douglas 

Bourgeois, Stephen Scott Young, and Yigal Ozeri. Also, since I have experience working for 

Rodrigue Studio, I was in charge of cataloguing and gathering information on the artworks of 

George Rodigue that were brought in for auction.  

 When cataloguing work by a less famous or unknown artist, we would need to decipher 

the signature and research the work. Many times it’s hard to find information on the artist or 

work, so I learned to catalogue unknown work “ to the best of my abilities”. In today’s art and 

auction market, there are dangers of fraud when authenticating work. Many appraisers and art 

specialist will not authenticate an artwork because of the liability it entails if the work turns out 

to be a fake. New Orleans Auction Galleries protects itself by stating in its Terms of Sale that all 

works are catalogued to the best of the ability of the specialties, so the company will not be held 

liable for the authentication of works.  

In the two weeks leading up to the potential auction, bidders interested in a featured 

artwork would request condition reports. I had never had any experience in reporting the 

condition of an artwork, but was eager to learn because of an interest in art appraisals. I was 
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assigned artworks to examine and practice condition reports on. I examined artwork and 

recorded what I saw with the naked eye, such as dirt, accretions, loss of paint, any patches or 

dents to canvas. Then the works were examined under UV light. Newer contemporary works 

were usually in fine condition, but works that I examined from the 18th and 19th century often 

had fascinating histories readable under UV light. Older paintings usually showed signs of past 

repairs, inpainting were often covered with a varnish that was hard for UV light to penetrate. I 

learned about the varying states of conditions and what to look for in preparing a condition 

report.  

     The biggest difference in the selling of artwork in a gallery versus at auction is the level 

of privacy. In a gallery setting, gallerists work one on one with a client, and the price that the 

work is sold for is private information. Art auction is a public market, one where values are 

released to the public and even advertised as ways to attract potential consignors. Another 

difference is that at auction, one doesn’t work with a single client.  Instead, one works one-on-

one with the actual artwork as it is prepared it to be shown.  

 

Office Administration  
  

 Throughout the auction cycle, Denis Haik required regular help with office 

administration tasks. Every morning, I would file whatever paperwork was received in the 

Department or re-file paperwork that was taken out of its existing folder for reference by the 

specialists. All consignment deals had a number that matched the owner’s items to their contract, 

and it was important that any paperwork associated with a consignor’s contract was filed in the 

correct place. Many times, during preparation for the sale and post-sale, those files were pulled 

to review contract terms and any decisions that were made about the consignor’s items.  
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     Once contracts listing all the items, their estimated auction value, and the reserve price 

were written, this information was then entered in the auction house’s software program, Droge. 

Droge is a database operating system specifically designed for New Orleans Auction Galleries. 

The system is used to organize sales, consignor’s contracts, and register and produce invoices for 

bidders. While being entered into Droge, the consignor and their contract were also given a 

specific consignment number. Usually we received multiple contracts during the day, and it was 

my responsibility to check for any discrepancies after the contract was entered into Droge, and 

then create a folder with the consignor’s name and consignment number.  

Post-auction, the consignor’s folders were pulled, and I aided in producing mailings for 

the consignor’s post sale payout. During the first-week post auction, consignors were mailed 

reports itemizing the hammer price received for each item. These reports were overviews that 

detailed the amount consignors should expect to be paid, even though the auction house was not 

authorized to pay out consignors until payment was received from the bidders. During the post 

auction week, bidders mailed checks, paid over the internet, or called to pay for their winning 

bids by phone. Many times, I entered credit card numbers or completed sales for customers that 

called to pay by phone. By two weeks post sale, the majority of items purchased were paid for by 

the bidders, and the first round of consignor checks were cut and prepared for mailing.    

 

Auction Assistant  
  

Part of my internship also required that I serve as an Auction Assistant with duties that 

included helping register clients, assisting customers who visited the gallery during preview, 

building the auction slideshow, and working the auction weekends. 
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The the two weeks leading up to the auction, during which New Orleans Auction 

Galleries was in exhibition/preview, potential bidders would frequently visit the gallery to 

examine the lots featured in the upcoming auction. If needed, I would aid clients in locating the 

lots they were interested in looking at, while also registering those who wished to bid on items in 

the auction either by phone or by leaving an absentee bid. Registering bidders were required to 

complete a form that included contact information, credit card information, and the lots the client 

wished to leave a phone bid or reserve amount on. Once this form was filled out, I assigned them 

a paddle number and that number was entered into Droge. 

For each day of the auction, PowerPoint slideshows were created of the lots for the 

auctioneer and the bidders to follow along during the auction. Each slide included the lot number 

and an image of the item being auctioned. Before PowerPoint slideshows were used, the 

operations employees carried each item across the stage as it was being auctioned off. I was 

meticulous in making sure the slideshow item was displayed as best as possible since items were 

no longer displayed in person. 

When auction weekend arrived, I would be tasked with helping auction attendees register 

for their paddle and assisting Denis Haik in entering hammer prices. The auctioneer recorded the 

hammer price and winning paddle number as they called the auction, and the sheets with that 

information were passed along to the office after every 100 lots were auctioned. I would enter 

the information into Droge, then Denis Haik would review my work to make sure all information 

was entered correctly. Invoices would then be created by matching items won to a person’s 

paddle number. As the auction day came to a close, I helped successful bidders collect and pay 

their invoices. 
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Through the tasks given to me as an intern at New Orleans Auction Galleries, I gained 

valuable insight into the inner workings of an auction house and the auction cycle.   This 

exposure to the auction house setting has contributed to my growing knowledge of the art 

business. I have acquired new skills in relation to cataloguing artwork, office organization and 

administration, and customer service. I better understand how artwork is handled in an auction 

setting and believe this experience will be useful to my future as an Arts Administrator.  
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Chapter 3 

SWOT Analysis 
	
	
 
Figure 1:  

Strengths 
 
 

Ø Qualified Staff Specialists 

Ø Marketing Efforts 

Ø Warehouse Organization 

Ø Director of Auction and External 

Governance  

 

Weaknesses 
 
 

Ø Office Administration: Lack of 

Receptionist and Open Office 

Ø Overstocked Auctions 

Ø Outdated Website Design 

Ø Social Media Marketing 

Threats 
 
 

Ø Other Regional Auction Houses 

Ø Design Trends and Antique Market 

Ø Generational Gap 

Ø Shrinking Number of Major 

Estates 

Opportunities 
 
 

Ø Continued Growth of the Arts District 

Ø Reaching New Markets Through 

Internet Connectivity 

Ø E-Commerce Sales 
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Strengths   

 

Qualified Staff Specialist 

 New Orleans Auction Galleries has nine specialists on staff whose expertise falls into 

various categories including silver, jewelry, American, regional, Continental furniture, fine art 

paintings and works on paper, and decorative arts. Each of these specialists is adept at 

identifying important items when out on consignment calls. Therefore, New Orleans Auction 

Galleries is able to find unique and interesting items that can potentially attract high bids with 

which to stock auctions. Because of the expertise of its specialists, the company has been able to 

position itself in the market as a competitive option for major estate auctions.   

 

Marketing Efforts 

 Leading up to each sale, through carefully placed magazine advertisements and email 

blasts, items from an upcoming auction are highlighted to different areas of the market. Taylor 

Eichenwald with the Marketing and Public Relations Department, works with the Director of 

Auction and staff specialists to create magazine advertisements and auction brochures that 

highlight significant items in hopes of attracting high bidding attendees. E-blasts reach 24,733 

people, and pamphlets are printed in color and mailed to the auction house’s extensive mailing 

list of 15,605 people.10 

  New Orleans Auction Galleries places ads in local publications including The Advocate, 

Time Picayune, Art + Design New Orleans, and Cultural Vistas. Other marketing ads are placed 

throughout the country in magazines such as Main Antiques Digest and Antiques and Fine Art 

Magazine. A weekly newspaper call for consignments ad is run in Memphis, TN, Houston, TX, 

																																																								
10	Eichenwald, Taylor. "Marketing New Orleans Auction Galleries." Personal interview. 21 Oct. 2015.	
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Lafayette, LA, Natchez, MS, and Hattiesburg, MS. New Orleans Auction Galleries also regularly 

places ads in Antique Trade Gazette, a London, England publication.11 Through the marketing 

efforts of New Orleans Auction Galleries, the company attracts bidders for upcoming sales from 

around the world, as well as consignors from throughout the Southern Region.   

 

Warehouse Organization 

 The second floor of the company’s warehouse building is used for the storage of 

consignment items and is broken down into areas such as the art room, rug room, brick-a-brack, 

lighting, and furniture. A select few of the operation staff members oversee individual rooms and 

are the go-to people when looking for a certain item in a particular department. Effectively 

organizing the warehouse and having easy access to all items is a strong point in the the 

company’s success because it allows the staff to act fast when needed and easily locate auction 

items. 

 

Director of Auction and External Governance  

 After the bankruptcy of New Orleans Auction Galleries, Tessa Steinkamp from Crescent 

City Auction, another smaller New Orleans auction house, was hired to run auctions at New 

Orleans Auction Galleries.12 Tessa Steinkamp has been in the auction business for over 30 years, 

having worked with consignors and buyers from all over the world. Stienkamp has continued her 

success as Director of Auction at New Orleans Auction Galleries. Alongside her job at the 

auction house, she also serves as the Chair of the Louisiana Auctioneers Licensing Board, further 

securing her notoriety and recognition as an auction specialist.   

																																																								
11	Eichenwald, Taylor. "Marketing New Orleans Auction Galleries." Personal interview. 21 Oct. 2015.	
12	Steinkamp, Tessa. "Director of Auction." Personal interview. 3 Nov. 2015.	
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Under the direction of Steinkamp, New Orleans Auction Galleries continuously functions 

up to the standards of the Louisiana Auctioneers Licensing Board. This strength to the company 

allows it to consistently act in a professional manner and operate in a manner to best avoid legal 

and liability issues. Because of Steinkamp’s position in both organizations, she is able to make 

executive decisions in regards to the public, her staff, and New Orleans Auction Galleries as a 

whole, based on the knowledge she has acquired from her thirty years of experience in the 

auction business and her tenure with the Louisiana Auctioneers Licensing Board. 

 

Weaknesses   
 

Office Administration: Receptionist and Open Office Format 

 The phones at New Orleans Auction Galleries regularly ring extensively, especially 

during weeks leading up to auction weekends. The office has a front desk worker, whose job is 

to help with office administration, as well as act as receptionist. However, with the amount of 

call volume, the responsibility of answering phones spills over to everyone in the office. This 

issue is distracting to the staff, which has to interrupt tasks to help callers. Often it leaves 

workers sidetracked from preparing for upcoming auctions. These distractions hinder the overall 

productivity of the staff.  

     Also, the office functions in an open format, lacking separate offices for each department. 

When someone calls to speak with a particular department or specialist, the message is yelled 

across the office. The open format for the office does allow easy access to everyone and gives a 

sense of unity and equality to the entire staff, but is highly distracting and chaotic.  

The open nature of the office amplifies the stress of all staff members when days are 

busy.  If one staffer is overwhelmed, anxiety is projected onto co-workers. By day's end the 
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whole staff is frazzled and exhausted. If the staff was broken down into departments, with at 

least some sort of division between offices, the anxiety of one department would be contained 

and possibly not infect other staff members. 

 

Overstocked Auctions 

Before my internship, auctions were traditionally held over two days and made up of 

about 1,000 consignment items. During my internship, there were changes made to the auctions 

that initially resulted in overstocked auctions, but that later created a shortage of consignment 

items for future auctions.  These changes also created customer services issues for bidders in 

some circumstances. 

          Beginning in October 2015, the two Major Estate Sales were expanded to include 1,300 

items and the auctions would now be held over a three day period.  In the past, once sales 

reached 1,000 lots, the auction would be closed, and the specialists would no longer be able to 

slate additional items for that sale. The remainder lots would then be pushed to the following 

sale.  Since New Orleans Auction Galleries had now expanded the number of consignment items 

offered in the October and December auctions, they did not have the usual roll over of lots for 

future auctions. As a result, an issue the auction house was dealing with, as my internship ended, 

was not having enough items for their upcoming March sale because too many items had been 

slated and sold in previous auctions.  

There are a limited amount of items in the market.  Major estates often offer a large 

amount of consigned items that could easily be split into two parts and slated for multiple sales.    

If the number of items offered in the two previous auctions had not been increased to 1,300, 

roughly 600 lots would be available to be slated for the March sale. The shortage of items for the 
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March sale could have been avoided if the two previous sales had not been overstocked and 

traditional sales of 1,000 lots had been hosted. Additionally, New Orleans Auction Galleries 

would also still be able to call the sale an estate sale because all those lots would have come from 

major estates.  

Another issue surrounding the expanded sales is that the auctions start on Friday 

afternoon instead of Saturday morning, as had previously been done. Many bidders do not realize 

sales are now three days long and that the first 300 lots are auctioned on Friday afternoon. 

Several times, I had to relay the unfortunate news to bidders that they had missed their desired 

lot because it was auctioned Friday afternoon, not Saturday morning as per usual.   

 

Outdated Website Design 

 New Orleans Auction Galleries’ current operating website is out of date, difficult to 

navigate, and overall visually unattractive. Though seemingly not a significant part of its auction 

business, this is New Orleans Auction Galleries’ most significant weakness. During my 

internship, I regularly dealt with issues surrounding potential bidders and confusion in browsing 

our website. The Office Manager requests that all bid forms come through the website or via fax, 

so the staff spends more time explaining how to fill out the form to online bidders than would 

take just to write down the information over the phone. The templates for clients to fill out bid 

forms and request condition reports are established on the website, but they are difficult to find 

on the poorly designed website.  

   Also, New Orleans Auction Galleries hosts Cakebread Auctions, but Cakebread has a 

separate website of its own. Many times bidders looking through the online catalogue listed on 
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New Orleans Auction Gallerie’s main website instead of the Cake Bread online catalogue would 

cause confusion in matching lot numbers and items.  

  An updated, better functioning website could save staff time and stress allowing the 

company to conduct business more effectively.  All of the forms and information a potential 

buyer or seller request is already available; clients are just having a hard time navigating the 

website to find the information they need. A simple redesign of the website could fix most of the 

internet-based problems. A user-friendly website would also boost the general public's 

interaction with New Orleans Auction Galleries as they would better be able to view items in 

upcoming sales and register for auctions. As for now, New Orleans Auction Galleries’ current 

website is a poor representation of a successful company. 

 

Sparse Social Media Marketing 

 New Orleans Auction Galleries has strong traditional marketing skills, but the company’s 

social media presence is lacking. The auction house has accounts for Facebook, Instagram, 

Twitter, and Pinterest, but these accounts are not updated regularly. Social Media is a reliable 

tool to maintain contact with potential bidders or consignors, and could also aid in attracting new 

bidders, but is entirely under utilized. Social media marketing will further be addressed in the 

Recommendations chapter.    

 

Opportunities 
 

Continued Growth of Arts District 

 The Arts District, located in New Orleans’s Warehouse District, is a prime location for 

Art and Design businesses. It consistently attracts new residents and visitors as the district 
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continues to transform, expanding it’s gallery presence and hosting more and more art events. 

Today, the district is a unique, eclectic neighborhood where for-profit galleries and non-profit 

museums not only coexist, but collaborate to create a thriving art scene, expanding the art 

market.  

New Orleans Auction Galleries is fortunate to be located in the heart of the Warehouse 

District, offering the company a prime location from which to embrace the district’s continual 

expansion. In collaboration between the major arts institutions and the galleries, the district hosts 

neighborhood-wide art events such as Art for Art Sake, White Linen Nights, and gallery 

openings on the first Saturday of each month. Both locals and tourist alike attend the monthly art 

walks. Last season White Linen Night alone attracted an estimated 45,000 visitors.13 

 New Orleans Auction Galleries needs to integrate itself into the district’s perennial 

events. A stronger neighborhood presence, and making contact with New Orleans’s growing 

artist community, would make visitors, who are unaware of art auctions, aware of the company, 

as well as potentially attract a new generation of bidders.  

 

New Markets Through Internet Connectivity 

 Through its marketing efforts, New Orleans Auction Galleries continues to expand its 

customer base. New Orleans Auction Galleries recognizes the value in going digital, connecting 

with an audience more than comfortable with purchasing online. All company sales are already 

featured on online bidding platforms such as LiveAuctioneers and Invaluable.  

In addition to comfortably connecting with current bidders, the online bidding platforms 

attract bidders from around the world, allowing the company to continue to reach national and 

																																																								
13 MacCash, Doug, NOLA.com | The Times-Picayune. "Whitney White Linen Night, the Mega Art Party, Hits Julia 
Street on Aug. 1." 16 July 2015. Web. 29 Mar. 2016. 
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international markets. As the distance shrinks between countries through the expanding 

connectivity, the markets that New Orleans Auction Galleries could reach with online bidding 

will continue to grow.    

 

E-Commerce Sales 

The auction business has been transformed with the expansion of the internet. Buying art 

based on a digital image has become the norm rather than the exception, and consumers are 

becoming more confident in buying art online. Currently online art sales account for 5% of the 

art market ($3.4 billion), but are said to be growing at a rate of 25% annually. 14 

 Today, a growing number of auction houses host E-Commerce sales, a method of selling 

auction items through the internet in online only sales. This method differs from using online 

bidding platforms such as Live Auctioneers and Invaluable. These sales currently run for 

scheduled period lasting over a few hours or days, and during that time bidders can bid on 

desired lots. Websites such as Art Net and Paddle 8, are solely dedicated to these internet based 

auctioning trends, host multiple of these online auctions and attract bidders from around the 

globe. 

If New Orleans Auction Galleries follows this auction trend and taps into this easily 

accessible growing market, the organization could cultivate an expansive online bidding 

presence while adding revenues streams to its business. Hosting these auctions still requires the 

regular pre-auction work but eliminates the expenses and man-hours of physical sale set up spent 

on in-person auction weekends. Once they are live, these auctions would run on autopilot. If 

desired, New Orleans Auction Galleries could still continue to produce and host live auction 

																																																								
14	Duva, Traci. “The Art World’s Next Generation of Collectors: Meet the Millennials with a Fresh Eye.” Accent. 
Chubb Personal Risk Services, 21 Nov. 2014. Web. 16 Mar. 2016.	



	 25	

weekends, but Internet-based sales would now allow the company to host multiple auctions at 

one time, increasing the company’s overall revenue stream. 

  

Threats 
 

Other Regional Auction Houses 

 There are three auction houses located in New Orleans, along with many other regional 

auction houses located throughout the United States. They are all competing against each other 

in the market. New Orleans Auction Galleries’ primary local competitor is Neal Auction 

Company, located uptown on Magazine Street. The art and antique market of New Orleans and 

Louisiana offers a limited amount of consignments, bidders, and money in the area, so the two 

auction houses are continually competing against each other in trying to attract the attention of 

local and regional clients.  

Many times during my internship, auction attendees would mention an artwork or item 

they saw at a Neal Auction Company sale. It was usually in reference to an item won at New 

Orleans Auction Galleries, so this demonstrated the bidder chose to bid at New Orleans Auction 

Galleries. Still, competition is a constant presence with both companies trying to be recognized 

as New Orleans’s premiere auction house. Should bidders “feel” that Neal Auction Company is 

the better business, New Orleans Auction Galleries would immediately notice it in sales. 

Therefore, New Orleans Auction Galleries must continually demonstrate that it is the stronger 

company by obtaining high-quality items to auction, maintaining strong relationships with 

consignors, and demonstrating good business etiquette.   

 

Antiques Market and Design Trends 
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 Design trends shift continuously and with each change comes a difference in the type of 

artwork or furniture desired by buyers. Today’s current design trend is contemporary or 

Midcentury modern, two design styles that New Orleans Auction Galleries rarely acquires from 

local estates. The effects of the patterns of design trends can be observed in the hammer prices of 

items sold, especially furniture sales.  

For example, an American Classical 1830s mahogany drop leaf table was offered in the 

three auctions during my internship. The table went unsold, and the reserve price was lowered 

and reoffered in each subsequent sale. Ten years ago, this type of table sold at a significantly 

higher auction price. In 2003, this same styled table sold for hammer price of $2,300.15 Thirteen 

years later, the same style table went unsold in the January Cakebread Sale at New Orleans 

Auction Galleries, even though the reserve was low, set at $325.  

The deflation in value is the result of this style of antiques having fallen out of favor by 

designers and consumers. As trends and styles continue to evolve, so will the antique market. 

The nature of trends is cyclical, where design trends come and go and then come again. 

Therefore, businesses related to the art and design field must be fluid, able to adapt, evolve, and 

endure challenges presented as the market changes.  

 

Generational Gaps 

The auction business as a whole is threatened by graying audiences and a possible 

decrease in clientele. Generational gaps have caused an uncertain future for the auction business, 

as today’s younger generation is more interested in spending money on things like traveling and 

education rather than antiques and art. The biggest threat to the antique market is an upcoming 

																																																								
15	"Sales Results: Houmas House Auction." Neal Auction Company Archived Auctions. Neal Auction Company, 18 
Mar. 2003. Web. 03 Mar. 2016.	
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generation that does not invest in antique furniture. Also, recent college graduates are earning 

lower incomes than their parents did at their age. The Progressive Policy Institute reported in 

2013 that real earning for recent college grads had declined by $10,000 since 2000. 16 Millennials 

do not have the income to invest in antique furniture, so they instead decorate their homes with 

furniture from West Elm, Crate and Barrel, and Pottery Barn. However, some studies suggest 

this generation is beginning to recognize the value of owning an antique versus mass produced 

furniture. This generation lives differently than the last generation or the one before that. There 

are no more formal living rooms, and they don’t want to recreate “period” rooms. 17  

Still, the buying strategy of millennials is very different than that of their parents and 

grandparents. When it comes to purchasing antiques, millennials need more education on this 

type of collecting, as well as the right motivation. More socially conscious, this generation has 

grown up appreciating green-minded initiatives like recycling and “upcylcing”. Connecting to 

these principles, this generation’s desire to buy previously owned items might prove to be 

beneficial to New Orleans Auction Galleries.  

 

Shrinking number of Major Estates 

 New Orleans Auction Galleries’ main sales are made up of estate consignments. These 

sales are marketed as Major Estate Sales, but the number of large estates left to auction off is 

continually shrinking. People collect or invest less and less in antiques, and the social class of 

individuals who own these grand estates is a dying breed. I don’t believe the shrinking number of 

																																																								
16	Henderson, J. Maureen. “Millennials Earn Less Than Their Parents and The Recession Isn’t To Blame.” Forbes. 
Forbes Magazine, 30 Nov. 2013. Web. 16 Mar. 2016.		
17	Duva, Traci. “The Art World’s Next Generation of Collectors: Meet the Millennials with a Fresh Eye.” Accent. 
Chubb Personal Risk Services, 21 Nov. 2014. Web. 16 Mar. 2016.	
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estates is an immediate threat to New Orleans Auction Galleries’ business model, but certainly it 

is an issue to be mindful of for years to come. 
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Chapter 4 

Best Practices 
 

 

The high-end auction market continuously hammers out record-breaking sales that 

attracts buyers and sellers alike, but with dazzling sales comes greater responsibility to uphold a 

tradition-based market. New Orleans Auction Galleries, as well as many other auction houses, 

are for-profit, privately owned companies. Therefore, their financial and business practices are 

private information available to only select individuals within the company.  

Some important practices in upholding an ethical market for auction businesses are 

detailed in the following pages, including comparisons of New Orleans Auction Galleries’ 

practices to those of two major auction houses, Sotheby’s and Christie’s. By comparing a 

successful regional house to international houses that seem to set the bar for success, one can 

attempt to glimpse the auction market as a whole.  

New Orleans Auction Galleries, Sotheby’s, and Christies are all companies that utilize 

similar auction cycle structures, each doing their part to push their specific segment of the art 

market forward. New Orleans Auction Galleries is a premier regional auction house, smaller than 

those of the high-end auction market, but still must conduct business in a way that supports an 

ethical art and auction market. The best business practices are ethical business practices. To 

continue the company’s future success, New Orleans Auction Galleries must be mindful of 

shifting industry trends and ethical best practices to aid in upholding a fair market.  

 

 



	 30	

Governance and Transparency in Sales 
 
In recent years, especially with companies like Sotheby’s and Christies producing high-

profile and record hammer prices in their sales, onlookers to the auction business have 

questioned if practices are ethical and if the overall auction business allows for enough 

transparency in its sales. American economist Nouriel Roubini told The Financial Times in 

January 2015, that “the art auction market needed more regulation because it had become 

routinely susceptible to trading on insider information, money laundering, price manipulation 

and tax evasion.” 18 

New Orleans Auction Galleries is licensed by the Louisiana Auctioneers Licensing 

Board, a governance board that monitors auction practices throughout Louisiana to ensure 

companies and auctioneers are operating in a way that protects consumers and that is fair for the 

public community members.  The mission of the Louisiana Auctioneers Licensing Board reads 

as follows:  

 “The Legislature of Louisiana declares that requiring the licensure of qualified 
auctioneers and auction houses is in the best interest of the citizens of this state. The 
purpose of this Chapter is to require qualifying criteria in a presently unregulated 
occupational field in which unqualified, irresponsible, or unscrupulous individuals may 
injure the public. The requirements of this Chapter shall contribute to the safety, health, 
and property of the people of Louisiana in the transfer of property by auction.”19 
 
As mentioned in previous chapters, Tessa Steinkamp, Director of Auctions at New 

Orleans Auction Galleries, is chair of the Licensing Board and is concerned with New Orleans 

Auction Galleries always operating to code and supporting an ethical auction market. If a 

member of the public feels that New Orleans Auction Galleries is practicing unethically, they 

																																																								
18	Reyburn, Scott. "A Tug of War Over Art-Sales Transparency." The New York Times. The New York Times, 25 
Sept. 2015. Web. 03 Mar. 2016.	
19"Mission." Louisiana Auctioneers Licensing Board. Web. 03 Mar. 2016.	
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can present their grievance to the Louisiana Auctioneers Licensing Board during their monthly 

meeting and the board will review it.  

From an examination of the overall art and auction market in relation to best practices 

that uphold an ethical market, I believe New Orleans Auction Galleries operates more justly than 

those major auction houses associated with the high-end auction market. Auction companies are 

in constant competition against each other to acquire estates, items, or art to host in their 

upcoming sales. It's reported that the practice of offering excessive guarantees to consignors to 

secure estates, and then securing bidders or third parties who will bid up prices guaranteeing the 

items sell for the desired price, is a regular practice of both Sotheby’s and Christies.20  This is not 

a practice that is used at New Orleans Auction Galleries.   

At the end of 2015, Sotheby’s guaranteed the estate of A. Alfred Taubman $500 million 

to be the company to auction off the family’s prolific art collection.21 Offering guarantees 

effectively drives up a minimum price for which consigned lots will sell for, which is great for 

the seller but not the buyer. It becomes a manner of price manipulation when the fair market 

value of an item is distorted in this manner.  Transparency in the auction and art market is not 

upheld when back room deals influence market value  

To the best of my knowledge, New Orleans Auction Galleries has not engaged in market 

manipulating practices. They compete for consignors and make deals with major estates in an 

ethical manner. The company does not seek third party bidders to make guarantees or run up the 

bidding prices of high profile items. Tessa Steinkamp, Director of New Orleans Auction 

Galleries, says that “auction estimates are based on several factors. An object's rarity, condition, 

																																																								
20	Tully, Kathryn. "Art Auctions Are Transparent Markets, In Theory." Forbes. Forbes Magazine, 27 Nov. 2013. 
Web. 03 Mar. 2016.	
21	Kinsella, Eileen. "Sotheby's Explains Why It Had to Give $500 Million to Tauban Heirs-and Lose Money." 
Artnet News. Artnet, 09 Nov. 2015. Web. 03 Mar. 2016	



	 32	

authenticity, provenance and historical significance can all add to its value. Specialists work with 

consignors to research and appraise each item based on current market values, which can 

fluctuate over time.”22 The price for items that go up for auction at New Orleans Auction 

Galleries are based on a comparison of similar auction market appraisals and are a fair 

representation of actual fair market value.  

 

Art Authentication  
 
In today's art market, there is a significant issue with stolen works and fakes being sold, 

and with those sales come liability issues to the companies selling the works. A current example 

of art fraud is the art-forgery lawsuit surrounding Knoedler & Co. The basis for the trial revolved 

around whether an established art gallery knowingly sold a forged Mark Rothko painting. The 

case has prompted an even bigger question for the art market: Whether experts are capable of 

determining whether the works sold are genuine.23 

Expert opinions regarding authenticity are vital to the business of buying and selling art. 

Art experts are vulnerable to lawsuits, though, because they are asked to provide yes or no 

opinions, not whether the piece is “most likely" by whichever artist. The art expert is “legally 

exposed” by the positive or negative judgment. For example, if the expert's opinion is positive 

and the buyer purchases based on that expert advice, but that opinion later turns out to be 

incorrect, an unsatisfied buyer will most likely seek to hold the expert accountable for the initial 

authentication. On the opposite side, if an expert's opinion is opposed, the current owner might 

claim that the expert has wrongly depreciated the property or obstructed a potential sale.  Art 
																																																								
22 Roux, Margaret Zainey. “Auction Bidding: A Newcomer’s Guide to Placing the Winning Bid.” NOLA.com. The 
Time-Picayune, 04 Feb. 2014. Web. 16 Mar. 2016.	
23 Moynihan, Colin. "In Knoedler Art Fraud Trial, Expert Testimony on Fakes Weighs Heavily." The New York 
Times. The New York Times, 01 Feb. 2016. Web. 03 Mar. 2016.	
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experts have been faced with proving that their opinions are correct, and not merely following 

standard industry practices in their evaluation of the artwork. 24 

Because of liabilities associated with the selling of art, research becomes an increasingly 

important practice of art departments of auction companies. Research on a particular piece of art 

includes identifying the provenance of a work and determining its fair market value. 

Documented evidence of provenance for an object can help establish whether it has been altered 

or is a forgery, a reproduction, stolen, or looted art. Provenance also helps assign the work to a 

known artist, and a documented history can be of use in proving ownership of work.   

Even though auction companies’ art departments heavily research the artwork being sold 

in upcoming sales, companies will still take further steps to protect themselves from potential 

lawsuits. In today’s art market, the majority of auction houses’ art departments will defer 

responsibility of authenticating work and will use the term “As Is” in their condition of sale. For 

example, Sotheby’s states in the “As Is” section of its condition of sale: 

“…We and the Consignor are not responsible for errors and omissions in the 

catalogue, glossary, or any supplemental material….”25 

By inserting this in their condition of sale, Sotheby’s states that if a work is cataloged 

incorrectly, or if misrepresented unknowingly, they cannot be held legally responsible for such 

as discrepancy. For their reputation’s sake, Sotheby’s does their due diligence to ensure the 

works being auctioned are not fraud. But no person or company is perfect, and there have been 

multi-million dollars lawsuits surrounding the sale of stolen or reproduced works.   

																																																								
24	Sigety, Todd. "Art Authentication and Law." Appraiser Workshops. 14 Feb. 2016. Web. 03 Mar. 2016.	
25	Appendix B: Sotheby’s Condition of Sale	
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In addition to the Art Department cataloging an item to the best of the Department’s 

ability, New Orleans Auction Galleries’ uses similar language in their Condition of Sale to 

protect against liability. New Orleans Auction Galleries’ catalog reads “attributed to” of “after”, 

identifying work that might be a copy of an old master’s work.  The New Orleans Auction 

Galleries condition of sale states:  

“(a). ALL SALES ARE “AS IS, WHERE IS” WITH NO EXPRESS OR 
IMPLIED WARRANTIES WHATSOEVER.  
… 
(iv) No warranty as to authorship. NOAG does not make any express or implied 
warranty as to authorship of works of art and fine art. No statement in the 
Catalogue or elsewhere, orally or in writing, shall be construed as an express or 
implied warranty, representation or limitation of liability as to authorship. Any 
such warranty is WAIVED.” 26 
 
When speaking with Jelena James, the head of the Art Department at New Orleans 

Auction Galleries, she stated that potential buyers are more than welcome to request as much 

information as the house is able and permitted to give them. Potential customers can additionally 

seek experts to examine the work and attempt to verify its authenticity, but the auction house will 

have no hand in guaranteeing the authenticity of work.   

An example of the challenges of authenticating works at New Orleans Auction Galleries 

was seen during the October Major Estates Sale when a Clementine Hunter work was sold. The 

estimated auction price was far lower than any of the works that had sold previously at other 

auctions, including Sotheby’s and local New Orleans competitor Neal Auction Company. When 

asked, James explained it was difficult to tell whether it was a fake or real; it was therefore 

cataloged at a lower fair market value knowing there was a chance it was fake.    

Target Marketing and Cultivating a New Generation of Collectors 
 

																																																								
26	Appendix C: New Orleans Auction Galleries Condition of Sale	
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Traditionally, auction houses have been more focused on selling to dealers and have 

taken notice of buyers only after a new collector has proven his or her purchasing consistency. 

But in today’s auction market, cultivating new collectors is vital for sale success and future 

growth of the auction house. The concept of courting potential bidders is no new idea to the 

auction business, but what has changed is that instead of orienting a few dozen new buyers every 

auction season, specialists today are collecting names and wish-lists for hundreds of new buyers. 

The next generation of collectors, known as the Millennials, account for 25% of the US 

population and about 50% of the spending in today’s economy.27 The Millennial generation is 

also the largest generation to be college educated and therefore have a higher earning potential 

than previous generations.  

Christies and Sotheby’s are constantly on the search for new collectors as a way to 

continue interest in the auction market for years to come. In 2014, a quarter of sales produced 

between the two companies’ auctions were to first-time art buyers.28 Auction specialists are 

exhausting all options to find bidders. Some monitor collectors' Instagram accounts in hopes of 

identifying wealthy friends who don't yet collect; the specialists then seek an introduction. 

Behind the scenes, auction houses will also hunt for collectors by teaming up with insurers to 

offer art appraisals. Whatever strategy is used, auction houses are working hard to expand their 

clientele list and cultivate a new generation of collectors.   

Online-based antique auction site, The Highboy, infuses an element of “cool” into the 

stuffy antiques world by rebranding items towards younger groups. For example labeling 

Gustavian-style furniture as the "boho chic cousin" of Louis XVI: "Same great bone structure, 
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Chubb Personal Risk Services, 21 Nov. 2014. Web. 16 Mar. 2016.  
28 Crow, Kelly. "The Race to Find New Art Collectors." WSJ. Wall Street Journal, 7 Aug. 2014. Web. 03 Mar. 2016. 
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but a lot less fuss.” 29 The Highboy shows buyers that they can integrate antique pieces into their 

everyday lives. The site also includes a blog that educates buyers on styles, design trends, tips on 

how to build a collection, and suggestions for solid initial investments.13 

As consumers have become more confortable with purchasing art online, companies have 

also become focused on user friendliness, also know as “usability” when designing their 

websites. Typically with any online buying site, if a customer is forced to think about how to use 

or navigate around an online shop, the company most likely has already have lost them as a 

customer.30 As auction companies and antique dealing sites work to cultivate collectors around 

the world, their websites and online presences become quintessential to their success because 

most of their clients will never actual step foot in their physical location. In 2011, Christie’s 

created its own online-only auctions appealing to the new collectors with works at more 

affordable price points, while Sotheby’s has partnered with eBay to take advantage of their 145 

million active buyers.31 Both Christie’s and Sotheby’s have made the bidding process simple for 

Internet bidders and in return have cultivated new audiences.  Sotheby’s in particular has a 

webpage featuring a simplified three-step process on how to register for an online sale and enter 

the online salesrooms.32   

New Orleans Auction Galleries is facing a serious issue surrounding a generational gap 

with the people participating in the company’s auction both in person and online. The company 

does an adequate job at target marketing their items through various publications throughout the 

United States and overseas, while also maintaining relations with longtime bidders, but the future 
																																																								
29 Duva, Traci. “The Art World’s Next Generation of Collectors: Meet the Millennials with a Fresh Eye.” Accent. 
Chubb Personal Risk Services, 21 Nov. 2014. Web. 16 Mar. 2016.  
 
30 Tinker, Jessica. “Why Web Design is Important for Your Online Shop.”  Epages Blog. Epages.com, 03 Dec. 
2014. Web 23 Apr. 2016.  
31 Rainey, Sarah. “Is the Auction House Going, Going, Gone?” The Telegraph. Telegraph Media Group Limited, 10 
Oct. 2012. Web. 16 Mar. 2016.  
32 “Bid Now | Watch Live Auctions.” Sotheby’s. Sotheby’s 2016. Web. 23 Apr. 2016. 	



	 37	

lies with the next generation. New Orleans Auction Galleries would be wise to strategize a 

marketing or rebranding plan in order to attract the next wave of collectors.   

The company goes after large estates filled with exceptional items to stock a sale with, 

but New Orleans Auction Galleries is not attracting Millennials who they can sell to and 

someday buy estates from. New Orleans is not New York or London, and the auction houses are 

not offering items on the level of Christies or Sotheby’s, but New Orleans Auction Galleries still 

offers items that could easily attract young local and regional buyers. The company just needs to 

create partnerships and seek ways to identify and research potential new bidders.   

Our future economy will be shaped by this educated, socially minded, and tech-savvy 

generation. Their integration of technology and the ability to process volumes of information at 

the click of a button creates a new breed of collector with eclectic tastes and the capability to 

create uniquely personal collections with ease. The art and antiques world is engaged in finding 

ways to keep up. New Orleans Auction Galleries need to be part of this practice.  

  



	 38	

Chapter 5 

Recommendations 
	
 

 

 As an intern at New Orleans Auction Galleries, I had the opportunity to gain firsthand 

experience in the auction market. After examining New Orleans Auction Galleries through my 

SWOT analysis, investigating industry practices, and applying what I learned in coursework as 

part of the Art Administration program at UNO, I offer the following recommendations as ways 

for New Orleans Auction Galleries to secure stability and longevity in the auction market’s 

future years.   

 

Cultivating the Next Generation of Collectors 
  
 As mentioned in previous sections, New Orleans Auction Galleries’ audiences are aging 

and “in the room” auction attendance is dwindling. Baby boomers are swiftly approaching 

retirement and will begin to phase out of the auction market as a buyer, hopefully passing the 

torch to a next generation of collectors. In Chapter 4, Best Practices, I examined other auction 

companies’ strategies in attracting young collectors. Now is the time for New Orleans Auction 

Galleries to implement these business practices and lay foundations in order to cultivate the next 

wave of collectors and ensure their future in the auction market.  

  New Orleans Auction Galleries’ Cakebread sales especially have the potential to attract a 

new generation of buyers, since Cakebread sales offers lower priced items and features 

contemporary styled furniture.  In order to tap into the market of young buyers, though, the 
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auction house needs to create a marketing plan for the Cakebread sales to target younger crowds.  

The easiest way to do this, which I will outline in greater detail later in this chapter, is through a 

strong social media marketing plan.  

 Another way to cultivate a local younger generation could be through partnerships with 

organizations around town, or with various young business professional groups. A majority of 

the big arts organizations in New Orleans have membership groups dedicated to young people as 

a way to cultivate future donors. Examples in the New Orleans community are the Ogden 

Museum of Southern Art’s Kholmeyer Circle and New Orleans Museum of Art’s Young Fellows 

Membership. The Ogden’s Kholmeyer Circle holds monthly get-togethers that grant members 

“exclusive behind-the-scenes tours of Museum exhibitions, artist studios, and private collections, 

giving them the opportunity to engage with Southern art, get to know artists, learn about 

collecting, and network with one another.” 33 

New Orleans Auction Galleries could tap into these organizations’ young members by 

offering to host these groups at the auction house when Cakebread sales are in preview.  This 

would introduce potential collectors to the Company, allow them to browse through items that 

are up for upcoming sale, and to learn about how auctions work. Hosting the get together would 

nurture the art of collecting, and imprint New Orleans Auction Galleries’ brand on young 

professionals.   

 

Update Social Media Marketing 
 
Internet and social media have changed how collectors interact with the world around 

them. Being that online shopping and connectivity is favored by Millennials, Christies and 

																																																								
33	"Kohlmeyer Circle." Ogden Museum of Southern Art. University of New Orleans, n.d. Web. 29 Mar. 2016.	
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Sotheby’s have started to incorporate this tech-savvy, emerging collector base into their business 

model by developing increased social media and technology-based outlets.  

New Orleans Auction Galleries’ online and social media presence is weak. Over the five 

month period of my internship, the company hosted three sales featuring a total of  3,743 lots, 

but only posted to their Instagram profile a total of 12 times and to Facebook 15 times. Creating 

a strong social media marketing program would reach new buyers, as well as new markets 

around the United States and world. Often social media profiles connect individuals with a 

common interest, offering community amongst those following a company or products page. I 

will discuss reaching new markets and collectors around the world later in this chapter, but New 

Orleans Auction Galleries’ social media pages could create and promote community, as well as 

reach those interested in art and design of the American South. 

 A social media marketing plan for the auction house should incorporate daily posts to 

both Facebook and Instagram highlighting different departments and their items, such as: 

Monday - Art Department, Tuesday -  Furniture, -  Jewelry, Thursday – Recent Hammer Prices, 

and Friday – Trends in the Market. In the weeks leading up to the auction all, items are set out 

on the floor for preview, so images of the preview would attract buyers to stop in or view the 

online catalog. Also, separate staged groupings of items could be put together and photographed 

to highlight lots. This could show potential buyers how they could incorporate these antiques 

into their everyday lives.  

Further still, to attract online bidders who interact with New Orleans Auctions Galleries’ 

social media accounts, a discount code could offer buyer premium discounts.  The auction house 
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already offers a 3% buyers premium discount to those who pay by cash or check within a certain 

time frame, this could be extended to followers of the company’s social media pages.  

 During auction sales, companies like Sotheby’s and Christie’s post hammer prices of 

items as they sell on Twitter, allowing the public to follow along with sales as they are 

happening. New Orleans Auction Galleries live streams the auctions through Live Actioneers, 

but posting updates on Twitter, or highlighting when an item sells for a record price on all the 

companies social media platforms, would promote interaction with the sales without having to 

stream it.  

 A successfully implemented social media marketing plan would allow New Orleans 

Auction Galleries to reach broader and younger audiences, as well as audiences outside of New 

Orleans through connectivity and community building. New Orleans Auction Galleries’ goal is 

not just to sell a few items, but to build the loyalty of another generation of collectors. Social 

media promotes such brand loyalty.   

 

Website 
 
Mentioned as a weakness in Chapter 3, New Orleans Auction Galleries’ current website 

is outdated, unattractive, and highly difficult to navigate.  The base of any company’s successful 

online presence is their website, and New Orleans Auction Galleries’ current website is a poor 

presentation for a successful company. All of the information potential bidders would need is 

already uploaded to the website. The forms are there for clients to fill out to register online for 

upcoming auctions, but the website is so disorganized that clients have trouble finding 

information or forms needed. Often, instead the clients end up calling the auction house.  
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Updating the company’s website would not only aid in establishing a stronger web 

presence, but could also help in eliminating the chaos that often exists in the office. If the 

website operated in an efficient and effective way, the office would not receive as many calls and 

the staff would be able to remain focused on the work that needs to be done for the upcoming 

sales, making the overall office more productive. 

The best recommendation I can make to New Orleans Auction Galleries is to get rid of 

their website and start fresh. Prime examples of highly functioning auction company’s websites 

include Sotheby’s, and even smaller regional auction houses such as Skinner, located in Boston, 

MA. Both of these companies’ websites are simple, easy to navigate, and visually stimulating, all 

things New Orleans Auction Galleries’ website is not.   

 New Orleans Auction Galleries’ current website already has online forms, auction 

information for both buyers and sellers, and an online catalogue. The website should be 

redesigned in a manner to become more user friendly, for both the tech savy client and for those 

that are “internet challenged”.  

 

Creating Niche Market and Cultivating International Collectors  
 
At the end of 2015, Art+Auction magazine compiled its annual list of the top 250 auction 

houses, varying in size, from around the world. Common among the smaller auction houses that 

made the list were those that focused their efforts on cultivating their regional art markets, as 

well as those that sought niches to exploit in the international art market34. Smaller auction 

																																																								
34	Muhlfeld, Liza. “Power Essay: Auction Houses Think Strategically.” Art+Auction. Blouin Art Info. 26 Dec. 
2015. Web. 29 Mar. 2016.  
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houses have also implemented the use of new technologies in order to expand their offerings and 

attract bidders around the globe.  

According to the Tefaf Art Market Report by art-market researcher Clare McAndrew, 

only 2% of the world’s 32 million millionaires currently collect art.35  That means 98% of the 

world’s wealthy individuals are potential clients for any auction house; therefore, it’s a matter of 

reaching and attracting those individuals on a worldwide spectrum.  

New Orleans Auction Galleries’ sales currently attract select bidders from around the 

world through its use of online bidding platforms LiveAuctioneers and Invaluable. The auction 

house could better cultivate bidders from around the globe by developing and expanding its 

niche market. Collectors, national and international alike have a fascination with the history and 

traditions of the American South, as well as the mystique and style that New Orleans offers. 

Operating from the heart of New Orleans, New Orleans Auction Galleries has the ability to 

create a niche market as an international dealer of American South and New Orleans styles.  

Strengthening an online presence is the first step in cultivating international buyers. 

Many of these clients will never step foot in New Orleans Auction Galleries’ physical location, 

so website and social media will be how these individuals interact with the company.  

Once New Orleans Auction Galleries’ online presence is improved through my previous 

recommendation of a new website and stronger social media marketing, strategies to establish 

and expand a Southern art niche market could include using strategic hash tags to connect to 

already existing communities of similar interest. Examples of hash tags the company could use 

to engage with individuals interested in Southern art and design include: Southern art, Southern 

design, New Orleans, art auction, antiques, collecting, Southern style, etc.  

																																																								
35 Crow, Kelly. “The Race to Find New Art Collectors.” The Wall Street Journal. 7 Aug. 2014.  Web. 29 Mar. 2016	
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 As individuals become more comfortable with purchasing art online, easy accessibility 

becomes the key to capture collectors and ultimately have them purchase an item with the 

auction company. With each social media post that New Orleans Auction Galleries features, 

links could be included that forward the viewer to either New Orleans Auction Galleries’ website 

to view the item and catalog for the sale, or to a page where they can register to bid in the 

upcoming sale. This is also where E-commerce sales, the industry trending online-based sales, 

could be leveraged. If New Orleans Auction Galleries has online sales live on their website, links 

could be connected to social media posts that would connect users directly to the website page 

where a bid could be left for an item.  

A niche market focused on art and antiques of the Southern region is a viable market and 

with the internet ever expanding through social media, New Orleans Auction Galleries will have 

the ability to better reach and cultivate international bidders interested in the American South and 

the New Orleans style. Expanding their markets to reach international clientele, while remaining 

intent on expanding regional and national clientele, will aid in ensuring sustainability in the 

shifting future of the auction market. 
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Conclusion 
 

Through my internship, I gained valuable insight and experience in the art and antiques 

market of the American South.  As an intern, I believe I made positive contributions to the New 

Orleans Auction Galleries’ Art Department.  Although I am not planning on continuing a career 

in the auction world, this experience has aided in my overall understanding of the art market and 

many practices have carried over into my work in the gallery setting.  

Now as I continue my career working for Rodrigue Gallery, I understand how an 

artwork’s fair market value is decided on and what influences the price of work in the market. 

Because of this, I am better able to assist clients who are interested in investing in the work of an 

artist and able to justify the asking prices of the Gallery.  

New Orleans Auctions Galleries has created a reputable name, overcome adversity, and 

seen many successful auctions in its twenty-five years of business. New Orleans Auction 

Galleries is a premier regional auction house, expanding its success in recent years and 

increasing staff and business plans in anticipation of continued successful years. However, this 

does not mean there is not room for changes to ensure the stability and sustainability of the 

company. In order to continue its upward growth, the company must expand its markets, 

cultivate new collectors, create a stronger online presence and forge standards and practices 

within Louisiana and the Southern Region.  

 
 
 

 



	 46	

References/Bibliography 
 
Cage, C. “Company History.” Personal Interview. 21 Oct. 2015. 

Connors, Grace Elizabeth, "New Orleans Auction Galleries: An Internship Academic Report" 

(2015). Arts Administration Master's Reports. Paper 192. Web. 29 Mar. 2015. 

Crow, Kelly. "The Race to Find New Art Collectors." WSJ. Wall Street Journal, 7 Aug. 2014. 

Web. 03 Mar. 2016. 

Duva, Traci. “The Art World’s Next Generation of Collectors: Meet the Millennials with a Fresh 

Eye.” Accent. Chubb Personal Risk Services, 21 Nov. 2014. Web. 16 Mar. 2016. 

Eichenwald, T. "Marketing New Orleans Auction Galleries." Personal interview. 21 Oct. 2015. 

Henderson, J. Maureen. “Millennials Earn Less Than Their Parents and The Recession Isn’t To 

Blame.” Forbes. Forbes Magazine, 30 Nov. 2013. Web. 16 Mar. 2016. 

Kinsella, Eileen. “Sotheby’s Announces Increase to Auction Buyers’ Premium.” Artnet News. 26 

Jan. 2015. Web. 29 Mar. 2016. 

Kinsella, Eileen. "Sotheby's Explains Why It Had to Give $500 Million to Tauban Heirs-and 

Lose Money." Artnet News. Artnet, 09 Nov. 2015. Web. 03 Mar. 2016 

"Kohlmeyer Circle." Ogden Museum of Southern Art. University of New Orleans, n.d. Web. 29 

Mar. 2016. 

MacCash, Doug, NOLA.com | The Times-Picayune. "Whitney White Linen Night, the Mega Art 

Party, Hits Julia Street on Aug. 1." 16 July 2015. Web. 29 Mar. 2016. 



	 47	

Masciere, Christina. “Bid Easy: New Orleans’ Thriving Auction Industry.” New Orleans 

Magazine. 1 Aug. 1996. Web. 29 Mar. 2016. 

Mission." Louisiana Auctioneers Licensing Board. Web. 03 Mar. 2016. 

Moynihan, Colin. "In Knoedler Art Fraud Trial, Expert Testimony on Fakes Weighs Heavily." 

The New York Times. The New York Times, 01 Feb. 2016. Web. 03 Mar. 2016. 

Muhlfeld, Liza. “Power Essay: Auction Houses Think Strategically.” Art+Auction. Blouin Art 

Info. 26 Dec. 2015. Web. 29 Mar. 2016. 

Peterson, Jenny. “N.O. Auction Galleries Declares Bankruptcy, Stays Open.” New Orleans City 

Business. 7 Apr. 2011. Web. 29 Mar. 2016. 

Rainey, Sarah. “Is the Auction House Going, Going, Gone?” The Telegraph. Telegraph Media 

Group Limited, 10 Oct. 2012. Web. 16 Mar. 2016. 

Reyburn, Scott. "A Tug of War Over Art-Sales Transparency." The New York Times. The New 

York Times, 25 Sept. 2015. Web. 03 Mar. 2016. 

Roux, Margaret Zainey. “Auction Bidding: A Newcomer’s Guide to Placing the Winning Bid.” 

NOLA.com. The Time-Picayune, 04 Feb. 2014. Web. 16 Mar. 2016. 

"Sales Results: Houmas House Auction." Neal Auction Company Archived Auctions. Neal 

Auction Company, 18 Mar. 2003. Web. 03 Mar. 2016. 

Sigety, Todd. "Art Authentication and Law." Appraiser Workshops. 14 Feb. 2016. Web. 03 Mar. 

2016. 



	 48	

Shannon, Robin. “Pfeiffer sells Foundry; Auction House Moving In.” New Orleans City 

Business. 14 Mar. 2014. Web. 29 Mar. 2016.   

Steinkamp, T. "Director of Auction." Personal interview. 3 Nov. 2015 

Tully, Kathryn. "Art Auctions Are Transparent Markets, In Theory." Forbes. Forbes Magazine, 

27 Nov. 2013. Web. 03 Mar. 2016. 

 

  



	 49	

Appendices 
	
	

Appendix A : New Orleans Auction Galleries Consignor Agreement 
 
 
  



	 50	

Appendix B: Sotheby’s Condition of Sale 



	 51	

Appendix B (cont.)

 



	 52	

Appendix B (cont.) 

  



	 53	

Appendix	B	(cont.)

	



	 54	

Appendix	B	(cont.)	

	 	



	 55	

Appendix C: New Orleans Auction Galleries Condition of Sale 

 

 
  



	 56	

Appendix C (cont.)  
 

 



	 57	

  
Appendix C (cont.)  

 



	 58	

Appendix C (cont.)  
 

 

 

 

 

 

 

 

 

 

 

 

 

 

 
	



	 59	

Appendix	C	(cont.)		

 

 
  



	 60	

Vita 
	
 Natalie Domingue was born in Lafayette, Louisiana. She graduated from Louisiana State 

University in 2013 with a B.F.A. in Studio Arts with a concentration in painting and drawing and 

a Minor in Business. During her time at Louisiana State University, Ms. Domingue interned one 

summer at the Ogden Museum of Southern Art in the Development Department, where she 

figured out her calling as not just an Artist, but an Arts Administrator as well. After graduating, 

she moved to New Orleans to enroll in the Arts Administration Masters Program at the 

University of New Orleans. Throughout her graduate studies, she has also worked for Rodrigue 

Gallery as a Art Consultant. Upon receiving her M.A. from the University of New Orleans in 

2016, Ms. Domingue plans to continue pursuing a career in the arts and is happy to call the 

culturally rich city of New Orleans home.  


	New Orleans Auction Galleries: Sustaining Vitality in Shifting Auction Markets
	Recommended Citation

	Microsoft Word - Final Internship Academic Report.docx

