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Who are we? What do we want to be known for?




Since consumers can shop from a variety of
brands, we need to be relevant but also
differentiated.

Great Brands Huge Selection
At Great Value Amazing Prices Great Service
Great Shipping |
||"“ ; /’ 2\“ //,- :‘\‘l //,.
Zappos~
TESCO Walmart - < d ' amazon.com PPOS:
YARGET .... [
“Save Money. Live Better” “...And You're Done.” "Delivering Happiness”

“Expect More. Pay Less"
“Every Little Helps”



Our brand strategy is based on key areas of focus: eBay’s

emerging strategy, the changing shopping landscape, and
our customers.

Our Landscape Our Customers

amazoncom
asos

John Lewis

johnlewis.com

NET-A-PORTER.COM

GROUPON™ _

&) leboncoin.fr

What do they need?
How do they feel?

WhEE L CER GG
recommend a shopping
site to others?




shoppers, but with a focus on the shopping enthusiast.

Our new brand positioning was based on a deep
understanding of the emerging needs of general

9 eBay enthusiasts
Q non-eBay enthusiasts
! general shoppers
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Our brand personality attributes

Friendly

Inspiring

Passionate




Our research also helped us understand how our
brand’s personality is perceived by consumers,
and how this compares to other brands

Personality

Traits % Top 2 30% 40% 50% 60% 70% 80% 90% 100%

Box Agreement

amazoncomgaly | -
eh | amazoncom
amazgay [ ey |
&b Y azoncom
agh |'m -
e} azoncom
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Sensory Branding

* Visual- What does it look like?

 Audio- How does it sound?

e Touch- How does it feel?

* Smell- How does it smell?

.
a————
e

e Taste- How does it taste?



“A brand has to transform itself into a sensory experience
that goes far beyond what we see. The way a brand
sounds should never be underestimated. It can often be

the deciding factor in a consumer’s choice. ”
-Martin Lindstrom, Brand Sense




Content and tone also influence the brand’s
personality

The brand personality is communicated through tone of content. The success of this
communication will depend on our interpretation of the appropriate tone examples based
on insights we generate through research in all markets.

M

INSPIRING
FRIENDLY

Friendly

What are the connotations
of this term in France?

Does this mean the same Is this a big issue in the US
thing in UK & DE? given the maturity of the e-
commerce market there?
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What is fun?




What is friendly?




What is human?




Lots of questions, here’s another one:
Where to begin?

Start with customer feedback. How do
customers perceive our brand?

 We conducted voice and tone focus groups
in the UK, NYC, and San Francisco
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What our customers told us

US buyers

UK buyers

US casual sellers

US business sellers

UK casual sellers

UK business sellers

Consistent, everyday, natural language
Don’t want to be told what to do — prefer friendly
guidance

Wary of “generic politeness” as it comes across as
insincerity
eBay should apologize only when necessary

Positive, polite and active voice
Benefits led — but not “wacky”

Prefer conversational, natural language
Stay away from corporate speak

Professional, but not corporate speak
Everyday language

Dislike waffle
Want direct, to-the-point language



Next step, gain internal perspectives

We held “brand design dialogues” with

designers and content strategists to tease apart
what these words mean for eBay.

In these sessions, we created: ¥
v"Word affinity maps
v Experience captures
v"Mood boards




FUN iike...

VISUAL

rogre COlOTTUl simple
vibrant sopnsticated
dimensional

FEELINGS

devight pleasure
JOY wve rewardog
3 g0Od LIME positivity

FUN not like....

USY '

disruptive

chaeky fun

birthday parties

PEOPLE

cartoons charagters

WAYS OF BEING
aurky Playful sy humor
UNUSUB! 100 thegs @ Merently
creative innovative
risky smart Wit entanianmg

engaging confident
anct aCCessible

EEELY

siewg flat i
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REACTIONS / RESPONSES

laughter vess
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gifficult
too much effort

DN scar

E

EXPERIENCES

spontaneous SUrFPrisSe
unexpected wning
wmter e UNpredictable
vanety diSCOvVery fresh
personalization Custom
realism o real life uvoy
rich experiences
Interacticn WINNING gaves
thrilling Cchallenges
wwrtae SOIVES 8 problem

= emorgmg themes
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Hunch. Shapes are hand-drawn
(human) and leok cut-out. Silly and
unexpected.

1 repin

hunch.com

Theme: Reality/Realism, Accessible by
Anyone. Mets de la Creme. Recipe site
turns the boring prep into something
interactive and fun by showing you
from the angle of the cook what it
would look like. Makes the process
come to life.

1 repin

metsdelacreme,.com

Fun experiences

FiRepin TFLike

¥iComment

Theme: Unexpected and
Realism/Reality. Inconvenient Truth iPad
app. Educational and can play with the
images and the real-time. infographics.
Unexpected fun - can blow onto the
iPad to move the wind turbine to see it
transiate into energy.

Theme: Thoughtful Discovery. Dorling
Kindersley (DK} travel books. Knows
travelers well, engaging and
entertaining how it shows maps,
museums, etc.

Epin

Uploaded by user
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-%mﬂ

Treasure island Music Festival. Well
organized (didn't have to choose
between stages). Lots to do if didn't
want to listen to music. "Unlike Outside
Lands which is chaotic, unorganized
and a mass of people.” - Tiffany

treasureislandfestival.com

Theme: Unexpected & Thoughtful. Lego

website. They didn't have to make their
site g0 entertaining as if you were
playing a game and the characters are
meving around, but they did.

lego.com

T

Theme: Unexpected. Kate Spade bleg is
colorful with unexpected, quirky
elements. There is a play on words like,
supercalifragilipstick™.

katespade.com

Theme: Realism/Reality. Digital Pop-Up
Book {iPad app). Taking something
mundane and making it more
funfinteractive te learn. Engaging
because it prompts you to read.

Uploaded by user

DRAW AN ARBOW 10O NOVE

Theme: Unexpected. Agencynet. Draw
different shapes to navigate through
the site.

agencynetcom
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Theme: Realism/Reality. Agencynet. A
different way of navigating brings
things to life that are typicaliy flat.

agencynet.com




Fun mood board

Fun like how?

Some things we've heard
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FRIENDLY e...

VISUAL INTERACTION DESIGN PERSONAL INTERACTION
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Zuility. Inviting - pictures are the
doorway into the site. They have
extended this experience onto their
app. "l feel happy when engaging on
the site.” - Tanaya

£pins

zulily.com

Friendly experiences

Wag. Awning feels familiar. “you could
imagine that it's right around the
corner.”

wag.com

TiRepin TiLike

Yelp. Greeting feels personalized and
can change - "Come here often™ is
remotely flirty. "Someone wants to be
your friend” vs. "Confirm™ is more
human.

¥iComment

Vo Sranciat Me, o i one place I

Mint. Removes a lot complexity
associated with finances. "like a
friendly helper™ Lots of white space
conveys simplicity.

4 repin

7]

mint.com

Bootleg. Mission; To make you squeal
and change your life via your feet. "A
very old school approach - friendly,
she's handpicking the stuff, it feels
special.” - Myra

shoeblog.com

Soap. Fonts are "bubbly™.

soap.com

TOMS shoes. Inviting and welcoming.

comment

toms.com
y Lindsey Hooper You can
AN wear them with everything™
Love Toms

Lululemon. Inviting - they focus on
building stores within their community
and host free yoga events and
speakers. Tone can be sassy since
they know who they're talking to.

lululemon.com

Groupon. They have a sense of humor.
Copy is funny. Silly (need to have trust
before silly can work).

groupon.com



Friendly mood board
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HUMAN ike...
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emotive having feoling
emotional epressvo

VISUAL

authentic real
realism g

HUMAN not like...

neutral

fabricated racades
fake
wwa hcticious

perfect

PERCEPTIONS

casusl approachable
e dJown-to-earth
wrrghe oy WAIrM weeeming

friendgly/ welcoming
WRING oraceus see OPON

SOUND

cancd communicative
cnmermanw fOrthright
Iransoanert fvemas

TION

obtuse

>OUND

mure isoiated

uncommunicative

WAYS OF BEING

asny IMmperfect mortal
makes mistakes sometameas
ﬂawed ol wwers goin! o Ll
tuney sense of humor
empathic aware
understanding e
oot ot your mescn fOIQIVING

INTERACTION DESIGN

adaptive ceww we
Svolulion cemtant change
tactiie tewry plvydicality

UnNaware gunt

shialiow nderstanding

NTERACTION DES
stiff cianiy

atock dead mor
complexity

EXPERIENCES

dosymenatie Multi-faceted

multi-dimensional
wonn AIVETSE inconsitent
NOt CNO RO NS all wvpw it

personal personable
conmmcted DEESONATED carmadere
ety mey knows who | am
wrss ot Connaizion. ENCGAGING

PEOPLE

QOO0 LAMArITAN s
SUROFMBN  sesimatonm B

= omecging thames

mechanical




FiRepin || TiLike || FComment
How to create
a good experience
~ d
C
d o V¥

Theme: Communicative, Friendly/
Welcoming, Personal. Cloudberry -
Interactive Design firm in NYC.
Conversational tone.

cloudberrycreative.com

Theme: Communicative, Having Feeling,
Personal. Path iPad app - Smart journal
that helps you share life with the ones
you love — your thoughts, the music
you're listening to, where you are, who
you're with, when you wake and when
you sleep, and beautiful high quality
photos and videos. All activities
consolidated irto a timeline. The
presentation is warm and inviting,
heyond a paper scraphook. "Being able
to see a video of your friend's kid ride a
hike for the first time is emotional " -
Alex

itunes.apple.com

Human experiences

Theme: Authentic, Physicality,
Imperfect. Old, hand-painted postcards
- "Have a friendly, hidden beauty" - Jeff

Uploaded by user

Theme: Authertic, Approachable,
Aspirational Human. CampLuxe - online
store that ranges luxury outdoor &
camping products - "glamping” (luxury
camping). Navigation has a casual feel
centered around things people do:
relax, eat, etc.

c .m\pluxe.‘: om.au

“Oatmeal (D) o

Thorkaghing o 3 Thorksgving os o

kid Vs adult

Theme: Physicality, Multi-Dimensional.
Virtual Instruments - Experiences
presented from the perspective as if
you're playing them. Can touch and
interact like you would the real
instrument - using more senses (touch,
sound, visual). Instructional video
shovws a human playing.

Uploaded by user

™ CLIENTS FROM HELL
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Theme: Authentic, Communicative.
Clients From Hell - "the dirt of reviews",
genuine, camaraderie. An extra range

Theme: Imperfect, Multi-dimensional,
Communicative, Authentic. Toronto
Trending - Real-time updates on what
people are talking about from food to
nightlife to shopping, etc. Aggregates
Twveets. Fun, quirky, weird.

trending.seetorontonow.cor

Theme: Authentic, Approachable,
Physicalty. Apple Store - The store is
designed to allow you to interact with
the products. The staff are easy,
helpful and go-with-the-flovy, but not
uptight. When you need help. there's
always an army of people to help you.

store.apple.com

Sc
to’



Human mood board
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Then, we created content examples




Fun

&> ;," ™ )
Widgets, Analytics, & No Appisanisland. We  Customer Service is from
Facebook. Oh my. love our partners Mars. Marketing is from
Get Satistaction has s full suite of  (@IMost) as muchaswe  Venus. We love them
S e e love our customers. both.
participate. moderate. and From Salesforce.com to the Building a customer community
measure the value of Social Web, Get Satisfaction isn't about asking “what can your
conversations happening inside integrates with the systems you customers do for you?" but
your community. currently use in order to extend rather “What can we do

the value of your Community intc  together?” The answer to that
Learn More > your CRM. blog. or helpdesk. question provides value to
Marketing & Social Media.

Learn More > Customer Support. R&D. and

your customers.

N
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Friendly

. * Order before Iom PST for FREE Next Business Day shipping on all Clothing. Leam More ?

24 /7 Customer Service (800) 927-7671 .’, Live Help Log In / Logout My Account My Favorites Blogs Help

Zappost

POWEREDDySERVICE®

TALKTOUS °©

We have answers right now!

SEARCH BY: Size, Narrow Shoes, Wide Shoes, Popula

SHOES

CLOTHING BAGS & HANDBAGS AT HOME BEAUTY

Live Help
ALPHABETICAL BRAND INDEX % Chat Online Live
SHOP WOMEN'S
Ciothing = Not A Fan Of The Phone?
“ Send Us An Email
Shoes
Accessories
Need Answers?
Boots ? Check Out Our FAQs Page C
Denim
SHOP MEN'S

28



Inspiring

ey . .. ...
|

=

Ko o Family treasures bring
surprises

‘| make enough on eBay o pay
the little bills. It's so much fun!”

Cash in your stuff What'. - 77zgera'd'ne

What’s selling now

Quick  Sell and ship
St i 3wy g

.o o % %ﬁ
O
~ @ ©
Seliing Tips B as S i B
° G Get frve boses & nors
f Seller Tips .. Lo

Family treasuros bring
surprisos

- IRgmwdrw

el Mescurces  Shpperg Cecdter Sehwr Soucetom 1000 & ety Siorws  Internatond Sehag

ooz ey Secoty Cata QuoesToda Fofoar e alay Wt ez Sne ez aQey oMo ova Preoms tes faasioer Tl G et you BN

TAS AAJALS el L ST AL L LR A e e

Sagy e RIS el . A SIgm Tadared Sea
Laar Soreamancs = Privacy Pelcy



Fun

P ayP al ) B |)nited States (Enlish) ~

- Home Personal Business Developers

Get to Know PayPal  Pay Online Send Money  GetPaid Products & Services

#!

aiizzoent oo

Email address PN o .

| | SN Hidden Powers
: Shop at millions of online stores

without risking your identity.

PayPal password
| |

Goto
'Myaccount ||

Problem with login?

Shop with confidence. Learn how...
New to PayPai? Sign up.

+100 million

nennle 1se PavPal warldwide
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NOT so Smart

A .
d] Live HE|[D Get help from eBay Customer Support
If vou have a question about selling on eBay, we're here to assist yo i
You might also be interested in information about: | | \
e . . . This is only
» Fees for listing and selling an item. o
/Iclicked on a \ superficially
= What's allowed on eBay and what's subject to certain restrictions. friendly.

“live help” link
to get here. So Does it look like

why is the
Y Related help topics eBay wants me

button at the _ to call? Or is this
bottom of the = Rules for sellers — overview just lip service?

page under the * Rules & policies

header “Need k j

help?”
Kmore P eed more help?

\ Ex3

{ 5:00am - 10:00pm Pacific Time, 7 days a week }

= Rules for listings
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Let’s see some examples!

FUN is

FUN is NOT

That page is not available, but Doug is.
Page not found, and an engineer just lost his wings.

Error 404: Page not found

FRIENDLY is

FRIENDLY is NOT

Here’s how it works. Don’t worry—we’ll guide you every
step of the way.

You shouldn’t have bought an item from a seller with less
than 100 feedback. You can only return an item if the seller
lets you.

HUMAN is

HUMAN is NOT

Rats! We can’t find that page. In the meantime, here are
some links that might help.

eBay is proud to announce a new product feature for
sellers. eBay Selling 2.0 is designed to be the greatest selling
tool of all time.

SMART is

SMART is NOT

Getting a refund is a simple. Here’s what you need to do:
1- Ship item to seller with our easy return label
2- Get money in your PayPal account

Are you sure you want to return this item?

INSPIRING is

INSPIRING is NOT

What to know what’s hot for spring 2012? Let our style
director point you to the trends that everyone will be
wearing this season.

We have millions of items from millions of sellers, a million
different rewards programs, and a million different ways to

buy. All just for you.



It’s all about context!

Content Type

Key Voice Attributes

Friendly

Greeting to member

Navigation

Personal reminders

Buying and selling
reminders

Selling (no activity)

Community content

Quick links

ltems of interest

Fun

Trustworthy

Human

Smart




Our next step: Creation of
actual guidelines

How to make this global? Will we
have US, UK, and DE guidelines or
sections?

What will this be?

* A pdf? Some sort of online tool? \
* Integrated with a CMS? Acrolinx? \



Then: rollout, evangelize, and adopt!




