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Agenda

• User experience design at eBay

• Overview of research methods

• Case study:  Concept exploration

• Case study:  Voice direction
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•

User experience design at

eBay
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eBay
marketplaces brand

Create
Colorful
Commerce

eBay customer support
• call centers

• help & site user assistance
• customer support emails

eBay trust & safety
• messaging
• dispute resolution

• enforcement

eBay network of partners
• Skype, PayPal, StubHub, 

Marktplaats, etc.

eBay community
• Voices

• eBay Live!

eBay marketing

• onsite merchandising
• internet marketing
• onsite marketing
• relationship marketing
• advertising

eBay product
• product design & content

eBay engineering
• product development
• site operations

The eBay Customer Experience is the quality of the experience

as perceived by our members across any eBay touchpoint.
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•

Overview of research

methods



7 eBay Inc. confidential

User experience research and market research

Product/User

Research
Market/Consumer

Research

- How to get people to

come to the product

- Who we want to target

- Advertising research

- Brand research

-Once users are there,

do they understand how

to use the product?

- Product concept

testing & evaluation

- Product Health

Assessment

- How should the

product be designed?

- Who should we

build this for?

- User requirements:

goals & behaviors

- Buying triggers &

value propositions

- Industry trends

- What should we build?

- Analysis of

competitive products

usage and UE
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Participatory Design

Card sorting

BrainstormingVisits

Eye TrackingSurveys

Multitude of user research methods
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Visits

We get to watch people use eBay…

• on their own computers (PCs, laptops, old, new)

• with various connection speeds (some 56K dial-up)

• to perform their own tasks (such as selling a camera or book)

• with their own cameras and workspace (Living room, office)

• with life’s normal interruptions (talking parrot, cluttered desk)
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Visits

What’s unique about this method…

• employee participation emphasis

• data analysis and insights deepened by psychological principles

• quantification of findings to complement rich, qualitative insights

• improved visuals and “consumability”

Abundance can be fun!Top buyers:

Passion effects how we buy
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• Example: Tested new design for the selling
form in the usability lab

• Immediately found a problem with the label
“Listing Designer”

• Discovering this problem and the why behind it
can be achieved quickly and cheaply through
direct observation of behavior and attitudes

Direct observation of user interaction

yields informative design insights

Example of a lab-based usability study
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Paper

Prototype Week

1

Example of Rapid Iterative Test & Evaluation (RITE)
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Hi-fidelity usability study

Hi Fi Prototype – Week 5
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Example research schedule using multiple methods

FTWTM

05/23

05/16

05/09

05/02

04/25

04/18

04/11

04/04

03/28

03/21

03/14

03/07

03/01 Visits

Visits

Rapid Iterative Testing & Evaluation (RITE)

Usability Lab Study (Hi-Fi Prototype)

PRD Due

Rapid Iterative Testing & Evaluation (RITE)

Paper Test

Paper Test

Rapid Iterative Testing & Evaluation (RITE) Paper Test
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•

Case study
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Concept exploration

Gather user insights on 3 different concepts to

inform direction of visual and content design.
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Audience

Passionates, Ex. Value Finders

Page Type 

Registration

Findings

Conveys important information in a credible tone.

Speaks to the individual as if “we’re in this together.”

Audience

Passionates

Page

Product page

Findings

Users provide the element of fun

through their individual expressions

Audience

Passionates

Page Type

Member list

Findings

User-generated content takes center

stage and provides the personality

Best practices audit
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Brainstorm attributes
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FUN

Example

baby shower games

sitcoms Sacha Baron Cohen

YouTube

roller coasters BASE jumping
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Brainstorm results

• Controlled environment

• Open environment

• Personal environment
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Collaging
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Concept boards

Controlled Environment

This board represents an

experience that is fun, but

also trusted and known. It’s

meant to be an immersive

experience where you can

lose yourself and have fun.

Personal Environment

This board represents your

own personal space where

you are free to express

yourself and be open and

comfortable.

Open Environment

This board represents an

environment that is shared

with other people. It’s a

place where you go to be

with friends, family or people

with similar interests.
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• Objective: gauge relative appeal and emotional impact of alternative design

concepts

– Identify which approach best connects with people emotionally

• Sample: Total of 35 eBay buyers (top 5% and next 25%)

– Chicago and Boston

– Men and women 18-50 years of age

– Passionates, Expert Value Finders & Convenience Oriented Enthuisasts

• Qualitative Research Method: Laddering-style interview to uncover

emotional responses to three alternative concepts presented on boards

• Design Process: Team focus with Visual and Content working together

• Concepts tested: Controlled, Personal and Open environments

– Presented as an unbranded overall experience

Objectives and methodology
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Executive Summary

• The Controlled environment best

connects with people emotionally.

• It is an immersive experience but

safe and trusted.

• Reminds people of positive

experiences and family fun.

• Thrilling and adventurous, but

safe. This feeling of safety

enhances the fun and thrill

because they can relax and let go.

• The Disney/Amusement park

connotation in this board was too

literal for some, and seen as too

child-like.  However, the written

description of this board was well

received.
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Doesn’t
appeal
at all

Extremely
appealing 

Concept O- Version 1 Concept P Concept C

Visual Appeal Continuum

Place each visual concept on a continuum from left to right (left means doesn’t appeal to respondents

at all, right side means the concept is extremely appealing to them).  Which one do you most identify with?

Why did you select this as connecting best with you? Why? Next most? Why? Least most?  Why?

“This is peaceful
and someplace I
would want to go.”

“It’s just not
something that I need
in my life at this point.
It’s not something that
I would want.”

“I don’t relate to it at
all just because it
looks like high
school kids.  It's
been a long time.”

“It is a little
confused and like
it’s trying to be
diverse and like an
art student.”

“Looks nice and
someplace I would do
with my wife.”

“It is fun and you can
forget about things- be
childlike.”

“You have options like
if you want to go to the
concert or perhaps you
have kids, you can take
them to the teacup
ride.”

Concept O- Version 2
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•

Case study
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Qualitative voice research

Understand user reactions to 3 voice variations:  current, fun, and

conversational.



28 eBay Inc. confidential

How it acts

INTERACTION
DESIGN

How it sounds

VOICE

How it looks

VISUAL DESIGN

User experience design at eBay
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User-generated

content
makes it possible

and makes it fun

Site marketing content

Interface content

makes it happen

inspires it to happen

Content touchpoints in product
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User

generated

content

Marketing

content

Interface

Content

Example:  View item page content types
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Compare descriptions of the same product….

Voice example
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Voice example

From Apple.com
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Voice example

From Apple.com From Circuit City.com
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Voice example
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Global voice
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Conversational voice
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Fun voice
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Results

“Computer generic- not as
inviting. A lack of creativity or
thoughtfulness.”

“Still a little too casual.  This is
a business.”

“That’s kind of like who are
you?  What are you doing
here kind of thing.”

Doesn’t Fit with eBay

“It is very impersonal.”N/A“It is off putting and is a smart
remark.”

Liked Least

“Most like an invitation.”“Feels the most personal,
casual and fun.”

“So it’s kind of a fun way of
playing on the words, but
providing you have a sense of
humor and you’re okay with
it.”

Liked Best

• Boring

• Clear

• Helpful

• Fun

• Friendly

• Human

• Annoying

• Inappropriate

• Different

Top Attributes

“This is more professional but
pleasant and friendly.”

“It seems like something eBay
would say- kind of relaxed.”

N/AFits with eBay

“Very business like and
straight to the point.”

“Very positive, uplifting is the
first feeling I get to it.”

“They are on a fine line and I
wonder if they are serious
about their business.”

First Impressions

NCF


