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OPENN NEGOTIATION

No ‘ceiling’ on achievable price
Fixed campaign length

Encourages real competition
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Buyers are cash unconditional

No ‘ceiling’ on achievable price

Fixed campaign length

Encourages real competition

Pre contracting of all buyers

Buyers can be conditional and unconditional

Can display bids throughout campaign
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Maximises sale price

Buyers can be conditional
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No fixed campaign length
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