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EVALUATION CRITERIA
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Quality and 
Voice Channel FitBrand 

Standards

• Customer Interests

• Overall Quality and 
Brand Personality

• Brand Positioning

• Adheres to Brand 
Standards (Color, 
Design, Font, etc.)

• Photography and 
Imagery

• Channel Best 
Practices

• Composition

• Shareability



RATING SYSTEM
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4 Excellent – Best in Class

3 Good – Industry Standard

2 Needs Improvement – Below 
Standard

1 Poor – Ineffective



CONTENT PERFORMANCE 
OVERALL
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CONTENT OVERVIEW

• eBay’s content intentions are good—However, the execution needs 
some improvement

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice Brand Standards Channel Fit

2 2 2

• The human element shines—The best content contains emotion along 
with a lifestyle look, feel, and story

• Inconsistent standards—New eBay brand standards aren’t fully 
implemented across all of the channels

• Sales focus—It’s hard to build relationships with people when content is 
trying to drive conversion

• Fragmented experience—Channels are often broken apart by vertical 
rather than organized by mind-set



SOCIAL OVERVIEW



SOCIAL MEDIA EVALUATED 
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1.
2.
3.
4.
5.
6.



• eBay is active on all main social media platforms

• Beyond the main eBay social accounts, eBay has a social presence 
for several verticals (Fashion, Motors and Electronics)

• eBay has a decent social following, but fall short compared to their 
main competitors 

EBAY’S SOCIAL MEDIA

• 7.2M Likes

• 472,148 Followers

• 364,000 Followers
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• 43,333 Followers

• 16,512 Followers

• 4,049 Followers
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SOCIAL OVERVIEW 

• Personable channel—Social is the most articulated form of eBay’s 
voice and vision

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice Brand Standards Channel Fit

3 2 2

• Broadcasting news—Fans could be invited to contribute more often, 
which can also serve as valuable insight

• Influencers are present—These people make for quality content, but 
their equity isn’t fully leveraged

• Fragmented engagement—Vertical specific social accounts dilute 
engagement and reach rather than concentrate it

• One size doesn’t fit all—Reformatting and posting the same content 
across channels isn’t always appropriate
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INSTAGRAM

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice

Brand Standards

Channel Fit

3

2

3

Good use of hashtags 
and conversational 
style is befitting the 
Instagram channel.

Collage style feels off-
brand, but still holds 
visual appeal.

Generating comments 
is a good sign you’ve 
touched a nerve with 
fans.
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TWITTER

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice

Brand Standards

Channel Fit

2

2

2

Hashtag lets users 
know how to find out 
more in the 
Twitterverse.

Several accounts in 
addition to the main 
@ebay fragments some 
communications.

Tweets speak at 
followers, rather than 
asking and engaging.



BLOG/TUMBLR OVERVIEW



BLOGS/TUMBLR EVALUATED 

1. eBay Stories Blog

2. eBay Stories

3. eBay Electronics Blog 

4. Style Stories

5. The Inside Source

6. eBay Motors Blog 

7. Deals Blog

8. eBay Tumblr

9. eBay Electronics Tumblr

10.eBay Fashion Tumblr

11.eBay Motors Tumblr
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EBAY’S BLOGS/TUMBLR
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• Both the Blogs and Tumblr cover several of eBay’s main verticals 
(Fashion, Motors and Electronics)

• eBay has little consumer interaction on all of their long form platforms

• eBay’s Blogs and Tumblr accounts contain share functionality via 
other social platforms (Facebook, Twitter, etc.)  
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BLOG OVERVIEW 

• Good variety—Overall diversity of stories around items reinforces 
eBay’s strength in selection

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice Brand Standards Channel Fit

2 1 2

• Disjointed presence—Having 11+ different blogs leads to confusion, 
inconsistencies, and loss of interest

• Inward focus—Blogs highlight eBay items and promotions, but miss 
opportunities to address consumers’ needs and interests

• Misalignment on brand standards—New guidelines aren’t fully 
implemented

• Single vertical properties—Blogs are fenced off by product type and 
do not align with the breadth of users’ interests 
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STRONG EXAMPLE: STYLE STORIES

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice

Brand Standards

Channel Fit

3

2

3

Black & white color 
scheme is representative 
of fashion style but feels 
disconnected from eBay.

Good usage of 
borrowed equity.

Good voice and mix of 
content that feels 
unique/authentic.
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WEAK EXAMPLE: DEALS BLOG

Heavy on pushing 
product deals, feels 
more like an ad.

Content is in line with 
consumer interests, but 
lacks editorial appeal.

Stock imagery lacks 
authenticity.

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice

Brand Standards

Channel Fit

1

2

3



VIDEO OVERVIEW



VIDEOS EVALUATED 

1. eBay YouTube

2. eBay Motors YouTube

3. eBay Electronics YouTube
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EBAY’S YOUTUBE CHANNELS
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• The main eBay YouTube channel has 17,919 subscribers 

• Motors channel has 7,811 subscribers

• Electronics channel has 502 subscribers

• eBay posts new videos to the main channel fairly regularly, with 
approximately 10+ posted each month
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VIDEO OVERVIEW 

• Overwhelming volume—YouTube is filled with excellent eBay content, 
however, much of it gets lost at the channel-level experience

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice Brand Standards Channel Fit

2 2 3

• Vertical oriented voice—Brand voice and positioning is light, often with 
a heavy focus on verticals or new products

• End-frame inconsistencies—In the future, opening and end-frame 
assets could be more reflective of new brand standards

• Conflicting channels—Content on all three is good, but siloing
channels by vertical could lead to confusion or bombardment of 
subscription feed
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STRONG EXAMPLE: MOTORS “The Road Home”

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice

Brand Standards

Channel Fit

3

2

3

Good organization of 
content with playlists to 
encourage engagement 
across series.

Great use of emotion in 
content while balancing 
the purpose of Motors.

Authentic content and 
leverages the equity of 
WCC.
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WEAK EXAMPLE: ELECTRONICS

Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Quality and Voice

Brand Standards

Channel Fit

1

2

3

Limited viewership 
underscores risk of 
multiple brand 
channels.

Medium- to high-value 
production exceeds 
eBay’s overall YouTube 
site.

Good visuals and 
music help highlight 
new tech products.



OVERALL EVALUATION 
TAKEAWAYS



TAKEAWAYS
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• Bring the eBay vision to life—Use content as a proving ground for 
brand pillars, allowing consumers to experience them in a tangible and 
relatable manner.

• Strategize and then consolidate—Determine what accounts make 
sense and refocus resources in order to optimize engagement and 
reach.

• Clarify the channel benefit—Give people a clear reason to 
subscribe and come back.

• Leverage channels to inspire lifestyle instead of selling 
vertical—Going beyond products makes us even more relatable to 
consumers. Fuel life-commerce, not just ecommerce.



TAKEAWAYS

CONTENT EVALUATION 29

• Emphasize the human element—eBay is a marketplace that’s 
fueled by people. This is a key differentiator that can’t be lost.

• Put your fans at the center—Being interested makes a brand more 
interesting and leads to valuable insight.

• Capitalize on real-time opportunities—Make agile moves with 
social media and generate huge returns.



THANK YOU



APPENDIX



OVERALL BLOG/TUMBLR 
EVALUATION 



OVERARCHING BLOG/TUMBLR SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand 
Pillars

2.2

Overall, there’s a ton of great content to be leveraged among eBay’s blogs, and when presented 
properly, this channel will shine. However due to fragmentation, the impact is lost. Siloing isn’t 
conducive to personalization, and a wide-spread footprint dilutes community connection. Engagement 
suffers when our internal resources are focused on 11 different blogs rather than on one big audience. 
A confusing user experience erodes trust, wasting one’s time with repetition does not create value, 
and selection should mean cross vertical, not multiple versions.

Realizes Brand 
Personality & 
Overall Quality

1.8
Accessibility is threatened by fragmentation. Content is generally smart, especially when focused on a 
uniquely eBay benefit—however repetition in posts comes across as unknowing. Dynamic experience 
is threatened by duplicate posts and unpredictable post frequency. Some content inspires through 
interesting questions and ideas; however, much of it’s observational. Imagination is dampened when 
there’s a threat to buy now rather than a genuine intention to provide utility or entertainment.

Meets Customer 
Interests 1.7

Most blogs meet an interest, not interests (emphasis on plural). The blogs that succeed are not ones 
that address one interest, but many. People do not have passion that’s singularly focused; instead, it 
spreads amongst many categories. The biggest detractor to this metric is how much of the content is 
focused on eBay and not the audience.  

Adheres to both 
Brand and Best 
Practice

1.9 Headlines, logos, typography, ratios, and individual brand elements within the blog family do not 
consistently adhere to the new guidelines.

Adheres to Brand 
Photography & 
Imagery standards

2.4 Images often violate the new portraiture standard, but it appears steps are being taken to incorporate 
the approach.

Composition 2.3
Good mix of images, stories, and integration with some interesting eBay listings. Some articles could 
use clearer formatting and additional summary text to help the reader. Product spec formatting is 
weak.

Shareability 2.7 Could use a more consistent approach across all  properties with sharing mechanism. Some areas 
are clunky. Overall, sharing is available, encouraged, and integrated.

Search Optimization 2.4 Semantic URLs; good inbound linking but inconsistently applied. Could use better tagging and 
categorization throughout. Some missing meta and alt tag descriptions.

Accessibility 2.1 Blogs are generally accessible, but attention to page structure could be improved throughout for 
screen readers.

Blog Content Best 
Practices 2.4

Some creative applications of the eBay ecommerce story and a real desire to drive conversation, 
although not consistently across all blogs. Weak application of TUMBLR, abandoned sections, and 
dated feel and functions bring down score.

CONTENT EVALUATION 33Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



1. EBAY STORIES BLOG 
WWW.EBAY.COM/BLOGS/STORIES



EBAY STORIES BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 3 Blog enables discovery of interesting items; however, heavy on self-centricity, 

content is missing an objective, and outdated in look.

Realizes Brand Personality 
& Overall Quality 2 Blog contains more observation than inspiration. Delivers on accessibility; 

however, feels like an ad when there’s a heavy focus on products.

Meets Customer Interests 2 Content is outdated and item types could be more diversified. Needs a 
consumer focus.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

1 Headlines, fonts, and ratios do not appear to conform to brand standards. 
Uses Helvetica and sentence case for headlines.

Adheres to Brand 
Photography & Imagery 
standards

2
Violates journalistic portraiture style in most cases, although given the informal 
nature of the blog formatting, brand adherence does not seem to be on the 
radar.

Composition 1
Formatting often feels rushed, dated, and inconsistent. There is a nice mix of 
copy, images, and YouTube video embeds, but generally feels as if this was 
created from an earlier eBay era.

Shareability 2 Content can be shared on Facebook easily, but beyond that, options are 
limited or not tagged with content relevant to the article.

Search Optimization 2 Good linking strategy, semantic URLs, but dated content and re-use of 
existing blog content does not make this site scream, “I’m optimized!”

Accessibility 3 Structured for screen readers, no big contrast issues, and alt tags are applied 
to article images, but not to related post images.

Blog Content Best 
Practices 2

The “Remarkable Listings” content is strong and engaging. The overall design 
and formatting of this site needs work. Whole sections appear to have been 
abandoned.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Lack of inspiring content or 
imagery, e.g., flat headlines, 
pixelated imagery

eBay centric vs. people centric

Not following eBay 
Brand standards, 
e.g., Non-Universe 
Type, Color in 
header background 
and typography
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Advertorial-style writing, focused 
primarily on items and not 
customers



Strange place to embed an image 
before a headline that needs more 
explanation and clarity.

Remember: single space after a 
period. Good mix of images and 
video.

Not following eBay Brand 
standards, e.g., Non-Univers type, 
color in header background and 
typography.
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Remarkable Listings is a great 
concept. Other sections, however, 
are no longer being updated.



2. EBAY STORIES
HTTP://WWW.EBAY.COM/STORIES/



EBAY STORIES SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 3

Fits nicely with the discovery and imagination pillars. Updated look (feed-like), 
enables discovery of interesting items; however, heavy on self-centricity at 
times.

Realizes Brand Personality 
& Overall Quality 2 More observation than inspiration. Delivers on accessibility; however, feels like 

an advertorial when there’s a heavy focus on products.

Meets Customer Interests 2 Content/ item types could be more diversified. Needs a consumer focus.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

1
The landing page does not adhere to the new brand guidelines. Subsequent 
articles are from the Stories blog and other blog sources, which are evaluated 
elsewhere.

Adheres to Brand 
Photography & Imagery 
standards

2
Inconsistent application of images reflects inconsistent application across 
properties, but given array of products and channels, some discrepancy is 
understandable

Composition 3 Composition of each piece varies. This site rolls up content from all the other 
blog sources. The actual landing page looks appealing.

Shareability 2 Limited number of share options in upper right corner. Logos are formatted 
incorrectly for FB share. You should be “liking” this page, not sharing it.

Search Optimization 2 There is no logical organization of this section. There is a no way for a user to 
know that this is a roll-up page of all the company’s blogs.

Accessibility 3 Structured for screen readers, no big contrast issues; alt tags are applied to 
article images, but not related post images

Blog Content Best 
Practices 2

This is only a pass-through page that does not add value to the user looking for 
specific information. However, there is an element of discoverability. Not 
optimized for mobile.

CONTENT EVALUATION 39Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



AUDIT SAMPLES

Duplicate content from the 
“Stories” blog, and also pulling in 
from “Style Stories”.

Related items pertinent to page  
content and not the consumer’s 
actual interests & behaviors.

Lack of detail in a sub-head 
description.

Off-brand layout in simple “feed” 
template.

Click-through leads to “Stories” 
Blog, Electronics Blog, “The Inside 
Source”, etc., creating 
disconnected user experience.



The article links to other articles 
instead of linking to the listings.

This article is about 5 remarkable 
items with a unifying theme. The 
headline does not convey this.
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Limited sharing options.



3. EBAY ELECTRONICS BLOG
HTTP://EBAYELECTRONICSBLOG.COM/



EBAY ELECTRONIC BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2

Content is smart and innovative due to nature of subject matter. All connected 
channels siloed to electronics, which limits the imagination. Heavy focus on 
products and lacks a genuine human element.

Realizes Brand Personality 
& Overall Quality 2 Content is dynamic, as it’s updated often and pertinent to season and product 

releases. Lacks a majority of aspirational brand traits (imaginative, inspiring).

Meets Customer Interests 2 Relevant for the enthusiast, however is limited to basic categories (photo, 
mobile, video games).

Adheres to both Brand and 
Best Practice design, layout, 
color & typography 
standards

2 Does not appear to follow brand standards for headlines, font, and ratios.

Adheres to Brand 
Photography & Imagery 
standards

3 It varies from article to article, but generally the photos are striving to align with 
standards, and the action shots are large and vivid.

Composition 3
Good mix of copy, images, videos. Could use captions and subheads and other 
summary copy to help frame and explain subject matter more effectively. Also, 
because electronics rely on specs to sell, more attention to specification 
formatting is needed.

Shareability 4 Full suite of options make it easy to share articles and follow eBay's electronics 
social channels.

Search Optimization 3
Articles are well-structured and drive to the eBay site. Keywords are usually in 
the links and the headlines include, generally, descriptive clues about the article. 
The navigation should be more tailored to tech enthusiasts.

Accessibility 3 Some global elements (links and images) require descriptive alt text.

Blog Content Best Practices 2
Writers show enthusiasm for subject matter and there is some valuable technical 
information for aficionados. However, some sections have not been updated in 
more than six months. Other tech blogs outshine this one.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



AUDIT SAMPLES

Flat visual appearance, off-brand.

Links siloed to electronics-only 
pages.

Majority of content is product 
focused, wrapped with some 
attempt at human centricity.



There is no clear correlation 
between this title and the name of 
the blog. 

The navigation doesn’t establish 
domain authority in electronics.



The fluff of this first paragraph 
could be cut for most tech readers.

This headline could use a verb. 
Headline style is all caps in the 
new brand guidelines.

Who is she? Where is she? Where 
is she going? Why do we care?

Summarize and pull out what’s 
great about the laptop so I know at 
a glance. Add a clear CTA to view 
the product.



Formatting specifications in pre-
defined tables for desktop and 
mobile would improve reading 
experience.



4. STYLE STORIES
HTTP://STYLESTORIES.EBAY.COM/



EBAY STYLE STORIES SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 3

Brand pillars of discovery, selection, trust, are present but could be further 
integrated within content. Brand ties aren’t immediately apparent; black and 
white fashion style feels foreign.

Realizes Brand Personality 
& Overall Quality 2

Good balance of content, however lacking a level of aspiration versus 
observation. Fashion advice is accessible as it often ties to shoppable items 
and influencer recommendations. 

Meets Customer Interests 2 At a high level content is relevant, however not as geographic/granular as other 
fashion pubs (e.g., west coast vs. east coast)

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Headlines, fonts, ratios all seem arbitrary and not aligned to brand standards; 
Missing official favicon.

Adheres to Brand 
Photography & Imagery 
standards

3 Images are strong and some of them are in line with the portraiture approach; 
still a bit posed on occasion.

Composition 2
Despite the stylish look of this blog, the information hierarchy on the article 
pages can be a little confusing. Identify elements of the page more clearly for 
Q&A's, pull quotes, sidebars, etc. Also distinguish headlines, subheads, 
questions, links, and other attributes more clearly; don't underline links.

Shareability 4 Good use of icons at the top and bottom of the article with embedded statistics 
about how many people have shared to a specific channel.

Search Optimization 2
No meta descriptions; good approach to keywords in links and most headlines, 
although they could be more descriptive and semantic. Could use better 
structure in mark-up.

Accessibility 3 Good except side rail content includes headers with no text and missing alt 
text.

Blog Content Best 
Practices 3

Good use of ensemble fashion and collections to drive people to specific 
listings. Compelling content for the style-conscious makes this blog tailored 
perfectly to the growing fashionistas on the eBay platform. Just needs some 
attention to detail.

CONTENT EVALUATION 49Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



AUDIT SAMPLES

Borrows equity but eBay benefit 
isn’t immediately apparent.

Black & white color scheme is 
representative of fashion style but feels 
disconnected from eBay.

Good mix of content that feels 
unique/authentic.



A caption or sidebar could 
more clearly describe the 
elements of her outfit.

This pull quote is functioning as an 
answer in the Q&A section, which 
is bad practice.

The formatting of the Q&A should 
be designed and then used as a 
template for all Q&A’s.



5. MOTORS BLOG
HTTP://WWW.EBAYMOTORSBLOG.COM/



EBAY MOTORS BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2 Focused on discovery and passion of cars, however doesn’t connect with 

community.

Realizes Brand Personality 
& Overall Quality 2 Lacking a clear connection to eBay’s key differentiators. Text heavy content 

tends to overwhelm; images are mostly steel and lack humans.

Meets Customer Interests 2 Focuses mostly on the “enthusiast”, daily driver and DIY interests are ignored.

Adheres to both Brand and 
Best Practice design, layout, 
color & typography 
standards

2 Headlines, fonts, and ratios do not appear to conform to brand standards. Uses 
Helvetica and sentence case for headlines. Missing official favicon.

Adheres to Brand 
Photography & Imagery 
standards

2 Most photos feel canned due to the nature of auto show settings. Generally 
speaking, however, the car photography is of a high quality.

Composition 3
Content is supplemented by lots of imagery - feels like a full experience. Content 
drives user deeper into listings. More breakout graphics/tables about car specs 
would enable users to make quicker decisions about the cars, especially in the 
review section. Breadcrumbs are weak as only page affordance.

Shareability 2 Top sharing options are highlighted at the top of the article on desktop, but  
sharing options are cut off on Android and iPhone, and gone on the iPad.

Search Optimization 3
Post titles are <h2>, would normally expect them as <h1>. Good interlinking 
approach to main site and site is regularly updated with interesting content. 
Some duplicate links.

Accessibility 2 Missing alt tags and no <h1> for screen readers; no huge contrast errors.

Blog Content Best Practices 3
Content is aimed at and written for motor enthusiasts. A fairly active community 
comments on articles and there is pretty effective social and core site 
integration.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



AUDIT SAMPLES

Comments and community appear to be 
under-engaged.

Lots of shiny steel, but devoid of human 
element.

Ad space conflicts with subject matter 
focus (new cars versus classics).

Social buttons are 
siloed to motors 
channels.



Let the content drive users to 
your site, not through banner 
ads.

These recent comments are 
relevant only to other articles.

Easy to share and easy to find 
listing. Plus good car enthusiast 
content backs it up.



6. DEALS BLOG
HTTP://DEALS.EBAY.COM/BLOG/



EBAY DEALS BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 1 Lacks emotional content to connect with; this is basically a second page to 

highlight daily deals—potentially confusing

Realizes Brand Personality 
& Overall Quality 1 Highlights deals, but doesn’t inspire. FOMO is a key element here instead of 

creating greater accessibility.

Meets Customer Interests 1 Doesn’t deliver on an interest/idea around saving online, only tactically with 
item based promotions

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Not using correct fonts, headlines, or ratios according to guidelines.

Adheres to Brand 
Photography & Imagery 
standards

2 Not using journalistic portraiture.

Composition 2
Nice chunking of content and good information presentation of pricing and deal 
timing. Duplicate breadcrumbs is a strange touch on the category landing 
pages. Not really a modern deals site, feels dated, redundant.

Shareability 4 Full featured sharing across the main channels. Global social buttons drive to 
eBay core (FB) or Deals channels (Pinterest).

Search Optimization 3 Good inbound strategy. Don't need to make headline for each listed items links 
if the link appears in the body copy.

Accessibility 3 Confirms to accessibilities tool validation check except logo could be converted 
to text instead of image.

Blog Content Best 
Practices 2

This is clearly a utilitarian blog appealing to a certain type of utilitarian user 
looking for deals. But more robust deal tracking software is probably the 
preferred way to track deals through notifications and personalization sites.

CONTENT EVALUATION 57Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



Heavy on the pushing product 
deals, feels more like ad.

Content is inline with consumer 
interests, but lacks authentic 
lifestyle appeal.

Stock imagery lacks authenticity.



Duplicate links look 
unintentionally like spam.

Safe to assume these deals are 
on eBay; Use the headline to 
instead describe a deal here or in 
a subhead.

Good job capturing savings and price for 
deal-conscious consumers but a blog 
may not be the place for this. Apps and 
technology tools track deals more 
effectively.



7. THE INSIDE SOURCE
HTTP://THEINSIDESOURCE.TUMBLR.COM/



INSIDE SOURCE TUMBLR BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 3 In line with positioning, somewhat weak on the community/connection 

elements.

Realizes Brand Personality 
& Overall Quality 4 Delivers on majority of brand pillars / personality traits—imaginative, dynamic, 

smart, inspiring. Could have more of a face/persona.

Meets Customer Interests 3 Content is diversified, seasonally and culturally relevant, unique & re-postable.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Headline style (sentence case), font (Helvetica), and ratios do not appear to 
conform to brand standards.

Adheres to Brand 
Photography & Imagery 
standards

2 Adheres to journalistic portraiture style more recently, but still lots of posing and 
posed shots.

Composition 3
Smart, sophisticated TUMBLR that uses white space and design restraint to 
good effect. Additional copy might help bring additional flavor to the TUMBLR, 
but definitely the best one of the lot.

Share-ability 2
Each piece of content can be shared to the big three social networks (FB, 
Twitter, Pinterest). Might make sense to leverage “Share This” widget already 
used across other properties. Also, shareable blurb write-ups are not 
personalized per article.

Search Optimization 2
Some optimized inbound links while others use frowned upon “click here” 
approach. TUMBLR theme being used does not appear to be SEO-friendly as 
posts can’t be crawled by crawling tool.

Accessibility 1 Only <H3> used (no structure to site for screen readers). Missing alt copy for 
images and contrast issues are being reported by the WAVE accessibility tool.

Blog Content Best 
Practices 3

The overall design and approach to curated content make this TUMBLR stand 
out from its peers despite some optimization issues. Lots of engaging posts and 
relatively high levels of engagement judging by number of notes and “hearts”.

CONTENT EVALUATION 61

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Seasonally relevant content that 
links to specific Collection.

Editorialized posts 
allow for intrigue.

Differentiated imagery creates 
contrast.



It’s possible to mask the subdomain and 
use TUMBLR theme customization to make 
this site feel more blog-like if desired.
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The investment in curating content makes this 
TUMBLR feel smart and often sophisticated.

Remember to optimize inbound links to eBay and 
to spell “brooch” correctly in tags (versus “broach”).

Good following without 
much apparent promotion 
on eBay site. Some posts 
have more than 400 “likes”.



8. EBAY TUMBLR
HTTP://EBAY.TUMBLR.COM/



EBAY TUMBLR SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2 Content is aggregated and has a nice balance of variety, but it ultimately lacks a 

human-centric focus.

Realizes Brand Personality 
& Overall Quality 2 Pulls in from multiple verticals, but not multiple brand pillars. Overly focused on 

items and lacks a voice with smart, imaginative eBay traits.

Meets Customer Interests 2 With enough time & digging one could find interest; however, it’s not informed 
by interests.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Does not adhere to headlines, fonts, ratios, etc.

Adheres to Brand 
Photography & Imagery 
standards

3 Appears to be following image standards in more recent posts.

Composition 3
Content is chunked nicely and generally feels appropriate for medium. Lots of 
great images. Could use videos and GIFs for TUMBLR feel. The navigation is a 
bit confusing as it takes you to other TUMBLRs. Would be great to have an 
eBay TUMBLR description in the header to describe its purpose more clearly.

Shareability 3 Drives to the big six eBay channels. Has limited sharing per post (FB, Twitter, 
G+).

Search Optimization 3
Good tagging approach for Tumblr. Inbound links to eBay site are consistent 
and well chosen but could include more keywords in the links. Meta description 
is good but <title> should be more descriptive for search engine results. No 
<H1>. Don’t' get cute with URLs.

Accessibility 2 Not ideally structured for screen readers, but this is a limitation of the medium. 
Some contrast issues in secondary navigation.

Blog Content Best Practices 3
Could use infinite scroll and GIFs and videos to feel more like a part of the 
quirky TUMBLR community. Content is generally very compelling and 
expresses the infinite potential for unique storytelling through the eBay platform. 
Quirky and fun.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Mix of content coming from 
multiple sources, a good 
aggregate.

Mixed size creates hierarchy.

Post images are native to the 
blog, creating more content pieces 
to engage with.



Good use of three-image 
approach for a Collections 
promo.

Optimize to “View the full Goonies 
memorabilia collection” for people 
searching for “Goonies” movie 
memorabilia.

Although not native to Tumblr, a 
headline here would help user and 
searching in Tumblr.



9. EBAY FASHION TUMBLR
HTTP://EBAYFASHION.TUMBLR.COM/



EBAY FASHION TUMBLR SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2 Focused on fashion discovery, however lacks an emotional incentive to 

connect; no focus in messaging for this tumblr.

Realizes Brand Personality 
& Overall Quality 1

Lacks ties to the brand personality; content feels devoid of differentiators. 
Mostly repeated posts from other blogs; façade of posts create 
unnecessary steps

Meets Customer Interests 1 No post engagement implies a lack of interest/attention

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Does not adhere to headlines, fonts, ratios, etc.

Adheres to Brand 
Photography & Imagery 
standards

2 Tends to use collage style images in lieu of approved guidelines.

Composition 2
This is a pass-through site to the eBay Style blog. Composition is dependent 
on the content from that blog. Composition is generally lacking, although this is 
mostly due to the use of older TUMBLR theme.

Shareability 3 Drives to the four eBay fashion channels and you can share to those same 
channels.

Search Optimization 2 Inbound links are helping the eBay Fashion blog, but the TUMBLR itself is not 
optimized. Would prefer semantic links to mask link shortened links.

Accessibility 1 No <H1>, No alt tile for the eBay logo, contrast issues, empty links, missing alt 
text.

Blog Content Best 
Practices 2

There is a schizophrenic quality here between really sexy and conservative. 
Would consider leveraging a fashion theme and get some more GIFs into the 
mix. Commit to an on-brand style.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Duplicate content from Style 
Stories blog.

Lack of sub-title / description 
leaves audiences guessing.

No hierarchy in layout creates 
competition amongst posts. 



Collage image style and 
posing violates guidelines.

Consider tagging with the name of 
clothing, designer, season, etc.

Use a consistent approach to 
capitalization and formatting.



10. EBAY MOTORS TUMBLR
HTTP://EBAYMOTORS.TUMBLR.COM/



EBAY MOTORS TUMBLR SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2 Focused on autos, however lacks an emotional incentive to connect; posts feel 

automated due to duplicates.

Realizes Brand Personality 
& Overall Quality 1

Lacks ties to the brand personality; content feels devoid of differentiators. 
Mostly regurgitated posts from other blogs, façade of posts create unnecessary 
steps.

Meets Customer Interests 1 No post engagement implies a lack of interest/attention.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Does not adhere to headlines, fonts, ratios, etc.

Adheres to Brand 
Photography & Imagery 
standards

3 Appears to be following image standards in more recent posts.

Composition 2
This is a pass-through site to the eBay Motors blog. Composition is dependent 
on the content from that blog. Composition is generally lacking, although the 
images are nicely chosen, well-curated. Would be great to head a Motors
TUMBLR header.

Shareability 3 Drives to the 7 eBay Motors channels. Can share to 4 of those channels.

Search Optimization 2 Inbound links are helping the eBay Motors blog, but the TUMBLR itself is not 
optimized.

Accessibility 1 No <H1>, No alt tile for the eBay logo, contrast issues, empty links, Missing alt 
text.

Blog Content Best Practices 2 This should feel more like infinite scroll car porn. A more experimental theme 
would be appropriate to capture passions of motor lovers.

CONTENT EVALUATION 73Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



Duplicate content from Motors 
blog—posts are a façade for 
original.

Lack of sub-title / description 
leaves audiences guessing.

No hierarchy in layout creates 
competition among posts. 



Good attempt to adhere to 
brand image guidelines.

Considering tagging specific to the 
type of car, year, features.

Make it clear where the link is 
headed with keyword-rich link.



11. EBAY ELECTRONICS 
TUMBLR HTTP://EBAYELECTRONICS.TUMBLR.COM/



EBAY ELECTRONICS TUMBLR SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2 Focused on electronics, however lacks an emotional incentive to connect; 

posts feel automated due to duplicates.

Realizes Brand Personality 
& Overall Quality 1 Repeated content from other blogs, façade of posts create unnecessary steps 

and clicks.

Meets Customer Interests 1 No post engagement implies a lack of interest/attention.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Does not adhere to headlines, fonts, ratios, etc.

Adheres to Brand 
Photography & Imagery 
standards

3 Appears to be following image standards in more recent posts.

Composition 2
This is a pass-through site to the eBay Electronics blog. Composition is 
dependent on the content from that blog. Composition is generally lacking, 
although the images are nicely chosen, well-curated. Would be great to have 
an Electronics TUMBLR header.

Shareability 3 Drives to the six eBay Electronics channels. Can share to 4 main channels 
(FB, Twitter, G+, Pinterest).

Search Optimization 2
You can use link shorteners to measure click-through metrics, but the links 
themselves should include keywords and be relevant to the article. In general 
this site is being used as a pass-through to the eBay Electronics Blog so it 
should be helping the blog. The TUMBLR itself is not optimized.

Accessibility 1 No <H1>, No alt tile for the eBay logo, contrast issues, empty links, missing alt 
text.

Blog Content Best 
Practices 2 This site has nice tech images, but is not truly leveraging the TUMBLR 

medium. Needs new theme, new approach.

CONTENT EVALUATION 77Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



Competing posts due to 
same size.

Duplicate content—façade 
post click through creates 
unnecessary steps.  

Imagery feels stock and generic.



Additional summary content might 
improve click-through rates.

Could better align with brand 
photography standards.

Semantic links help the user know 
what they are clicking on.



SOCIAL EVALUATION 



EBAY SOCIAL SCORECARD

CONTENT EVALUATION 81

Criteria Rating Notes

Coherent with Brand Positioning & 
Brand Pillars 2.3

Despite being a very personal channel, eBay’s social outlets tend to be inward-
focused and personalization lacks because of this. Connection is inherent to 
social and it looks like people are interested in following eBay. Why people 
should connect could probably be more clear, which will lead to further 
engagement. Until then, it looks as if social is not a holistic part of eBay’s 
overall communications strategy.

Realizes Brand Personality & 
Overall Quality 2.2

Content is rich and plenty—however, there needs to be more diligence in 
assigning the appropriate topics to certain channels. Accessibility is present, 
however could be amplified by tailoring to the appropriate channel. Social is 
also dynamic—leveraging real-time trends, but could be improved with more 
frequent real-time reactions. Imagination is teased, but aspirational is an area 
for growth.

Meets Customer Interests 1.8
Social needs to be more social—interact with those who have displayed 
interest by following you and ask them what they want. Social is not just 
another broadcast channel, consumers have full control over your brand.

Adheres to both Brand and Best 
Practice Photography & Imagery 2.3 Most images are pulled from listings or blog sites, so social channels are 

basically beholden to what others are doing given current content strategy.

Adheres to both Brand and Best 
Practice design, layout, color & 
typography standards

2.6 The design, layout, color and typography standards are constrained by the 
channels, so this is mostly a non-issue.

Channel Alignment 2.5 Despite leaning on blogs for content, the content is usually appropriate for the 
social medium.

Cadence/Frequency 3 Posts are frequent and spread out in appropriate intervals for most channels.

Stock and Flow 2.6 There is a good mix of off-the-cuff pop culture material and content specifically 
designed to drive to listings or blog posts.

Influencers 2.4 For a company of eBay’s prominence, a more thoughtful application of 
influencers across the channels is merited.

Direct Messaging & Response 2.2 eBay is not embracing the notion of social being a two-way dialogue between 
brand and customer.

Shareability 2.8 Most of the channels create content worth sharing, with Facebook, Pinterest, 
and under-used Vine leading the way.

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



1. EBAY FACEBOOK
HTTPS://WWW.FACEBOOK.COM/EBAY



EBAY FACEBOOK SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2

Connecting with and enjoying the things that matter is delivered on—however, 
true personalization is lacking. Much of the content has eBay’s agenda in mind, 
rather than satisfying the desires of our fans.

Realizes Brand Personality 
& Overall Quality 3

Content is good; however, a true brand personality isn’t yet actualized on 
Facebook. The page content is interesting; however, the way it’s presented 
feels removed. 

Meets Customer Interests 2 When control is handed to fans, then it will truly deliver on interests. Because 
Facebook aggregates multiple categories, it is close to broad appeal.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Images rarely conform to the guidelines. There’s an imbalance of canned or 
lack spontaneity, but there are still some great photos that fit with brand.

Adheres to Brand 
Photography & Imagery 
standards

2 The main banner doesn't conform to the brand standards.

Composition 2 Short, insightful posts with strong images generally define the eBay FB page. 
The weak CTAs keep it from perfection.

Shareability 3 Good cadence and regular posts; frequently refreshed with interesting content. 
Good use of blogs and cool listings.

Search Optimization 3 Good mix of timely pop culture references and planned posts pulled from the 
blog universe.

Accessibility 2 Don't see company spokesperson integrated in FB, although using celebs to 
help with good causes is in play.

Blog Content Best 
Practices 1

It doesn't appear that anyone from eBay is joining in on the 
conversations/comments to further the dialogue and add to brand's perceived 
authenticity in social channel.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Engaging content piques the 
user’s interest to find out more.

A clearer call-to-action would drive 
more click-throughs to the site.

Three-image style integrated into 
Facebook post feels on-brand.



2. EBAY INSTAGRAM
HTTPS://WWW.INSTAGRAM.COM/EBAY



EBAY INSTAGRAM BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 3

Posts that focus on “eBay Finds” are a true celebration of uniquely eBay 
elements and native to Instagram. Enabling more of this type of content is 
key in order to make “meaningful connections”.

Realizes Brand Personality 
& Overall Quality 2 Pharrell is a brand ambassador, but should not be the brand. Posts heavily 

borrow his equity. Overall content feels dynamic and imaginative. 

Meets Customer Interests 2
Shines best when content reflects consumer mind-sets. Posts that feature 
followers are excellent, and overall content spans many topics to be 
interested in.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 Images rarely conform to the guidelines. Most images feel canned or lack 
spontaneity although some do.

Adheres to Brand 
Photography & Imagery 
standards

2 The main banner doesn't conform to the brand standards.

Composition 2

Doesn't really take the Instagram best practices to heart:
"Post photos that users can’t see anywhere else – behind the scenes photos 
or sneak peeks of what’s to come. Don’t be afraid to experiment, and pay 
attention to what users like and comment on most" 
Mostly matching luggage from other eBay channels.

Shareability 3 Pretty regular pattern of every other day.

Search Optimization 2 Seems to be mostly canned from other properties. Nothing really posted in 
reaction to a cool event or backstage access.

Accessibility 3 Leveraging some key partnerships through the images being posted.

Blog Content Best 
Practices 2 Don't see eBay having a dialogue with followers.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Collage style feels off-brand, 
but still holds visual appeal.

Good use of hashtags and 
conversational style befitting 
Instagram channel.

Generating comments is a good 
sign you’ve touched a nerve with 
fans.



3. EBAY TWITTER
HTTPS://TWITTER.COM/EBAY



EBAY TWITTER SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2

Personality feels forced in the medium. Meaningful connections on Twitter are 
different than on Facebook; content should reflect this. Identify content 
objective to better position around brand pillars.

Realizes Brand Personality 
& Overall Quality 2

Brand could be more dynamic by interacting natively on Twitter. Content would 
be smart to include collections imagery. Consider defining a voice and style for 
the handle.

Meets Customer Interests 2 Occasionally, leverages hashtags; Influencers are leveraged occasionally; Pop 
cultural happenings are an opportunity to leverage.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 It's a mixed bag on the imagery. Some looks natural, others are simply using 
canned product shots. Consider updating main banner.

Adheres to Brand 
Photography & Imagery 
standards

3 Fits with the channel.

Composition 2
Inconsistent use of URL shorteners; otherwise, effective witversation or get 
out. h hashtags, CTAs, and general fun conversational tone. Make it more real
time. More relevant. Get in on the conversation.

Shareability 2 A little heavy on the frequency. Save your best stuff and don't be afraid to 
repost it at peak traffic times.

Search Optimization 2
Conversational pop-culture referenced material with a good deal of planned, 
drive-me-to eBay posts as well. Not a very dynamic brand newsroom 
approach for such a big brand.

Accessibility 3 Pretty good spokesperson and celeb integration for positive brand association.

Blog Content Best 
Practices 3 Not a lot of back and forth on the main eBay feed, but this seems to be 

handled by the @AskeBay handle

CONTENT EVALUATION 89Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



Hashtag lets user know how to 
find out more in the Twitterverse.

Several accounts in addition to the main 
@ebay fragments some communications 
(@AskeBay, @eBayElectronics and 
@eBay_Fashion).

This picture captures the subdued, 
cool style eBay is going for. Nice.

Telling followers, rather than 
asking and engaging.



4. EBAY GOOGLE+
HTTPS://PLUS.GOOGLE.COM/+EBAY/POSTS



EBAY GOOGLE+ BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2

Leveraging Google+’s audience affinity for technology is a wise move and flexes 
the smart and innovative qualities of eBay. Some content feels more 
broadcasted rather than calculated. 

Realizes Brand Personality & 
Overall Quality 2 Mixed tone prevents a bold and tangible personality; however, writing captures 

interest.

Meets Customer Interests 2 Leveraging the circles capability—a native Google+ function—would allow the 
page to further target influencer audiences.

Adheres to both Brand and 
Best Practice design, layout, 
color & typography standards

2 Main banner seems to use old brand style and tagline. Other images come from 
blogs and listings and are not being re-done to fit into brand guidelines.

Adheres to Brand 
Photography & Imagery 
standards

3 Constrained by platform, so no major issues.

Composition 2
This needs to be more aligned with a techie persona. Content should come 
mostly from eBay Electronics Blog or from tech listings that will generate 
nostalgia (N64, Atari, Intellivision, etc.).

Shareability 3 Good cadence and regular posts - About 2-3 times a day.

Search Optimization 2 Seems to be mostly planned from existing blog properties and new Collections.

Accessibility 2
Need to identify influential tech bloggers or bloggers from the Electronics blog 
who might have clout to establish a voice here if Google+ continues to be worth 
pursuing.

Blog Content Best Practices 2 There aren't enough comments to require dialogue.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Content is appropriate for the 
audience, which skews techie.

Spelled “superheroes”.

Original, authentic art from a 
master. Score.



5. EBAY VINE
HTTPS://VINE.CO/EBAY



EBAY VINE BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2 It’s right for eBay to experiment with the channel; however, investment and 

thoughtfulness is required to do it right. Vine needs an objective.

Realizes Brand Personality 
& Overall Quality 2 Content format is right; however, subject matter could push eBay less and 

promote unique eBay ideas that are relevant for Vine users more.

Meets Customer Interests 2 Channel could be more interactive in order to gauge audience interests

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

3 Logo is up to date – old tagline online.

Adheres to Brand 
Photography & Imagery 
standards

N/A Mobile app doesn't offer extensive customization, limiting branding 
opportunities.

Composition 3 Very creative Vines. Well done and well produced. Clever videos.

Shareability 3 Only 5 posts, but has a regular cadence so far since starting in April. Late to 
the game.

Search Optimization N/A Too soon to tell

Accessibility N/A Too soon to tell

Blog Content Best 
Practices N/A Too soon to tell
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



A very technical, creatively 
adept use of Vine. Such cleverness deserves some 

recognition…Tough medium to 
thrive in without promotion.

Short. Pithy. Clever. Perfect for 
Vine.



6. EBAY PINTEREST
HTTP://WWW.PINTEREST.COM/EBAY/



EBAY PINTEREST BLOG SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 3 A great channel for inspiration and content is evolving; however, it must 

continue to explore new categories and potential boards. 

Realizes Brand Personality 
& Overall Quality 2 Quality can be improved by taking a stylistic note from collections. Content is 

right, but the storytelling is missing. 

Meets Customer Interests 2 Following is lacking compared to similar boards—invest in the community 
more and gain momentum via on-site integration.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

3 Images look mostly natural and placed in context. This is improving with 
more recent pins for the most part, although exceptions remain.

Adheres to Brand 
Photography & Imagery 
standards

3 Seems to adhere for areas that can be controlled.

Composition 4
The focus on fashion and a female audience is spot-on. The boards are a bit 
eclectic and could possibly be better organized, but it really has a great, 
Pinteresty feel.

Shareability 4 Good rhythm to publication approach.

Search Optimization 4 Good mix of planned pins and some that drive to other sites besides eBay to 
add element of authentic curation.

Accessibility 2 Lacking influencer presence, could consider more guest 

Blog Content Best 
Practices 3 Pretty good at following worthy pinners, but not necessarily an active eBay 

voice in the community.
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4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



More description would help 
convince and convert.

Image in a natural setting would 
feel more on brand.

Having the price on Pinterest is a 
great way to entice the buyer.



VIDEO EVALUATION 



EBAY VIDEO SCORECARD
Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 1.8

eBay fuels passion with appropriate subject matter; however, could do more 
to connect with audiences by positioning it in a more compelling way. Content 
feels more promotional and broadcast oriented. Trust is eroded when content 
isn’t clearly outlined and time is wasted on fluff. Ultimately, value is the most 
clear when video focuses on utility and entertainment.

Realizes Brand Personality 
& Overall Quality 2

There are pieces of content that deliver wonderful quality and hit on 
personality. Brand personality isn’t fully realized due to the over-focus on 
category. A story arc is needed to engage and tell the fully articulated eBay 
story.

Meets Customer Interests 2
Occasionally, some content appears to have general appeal, and then some 
is force-fed to audiences/subscribers. Online video isn’t interacted with like 
traditional TV; Strategy should be tailored accordingly.

Adheres to both Brand and 
Best Practice design, 
layout, color & typography 
standards

2 There are closing poster frames that violate guidelines. Otherwise, intro 
frames appear to align with guidelines.

Composition 2.3
Not fully leveraging YouTube in-video tools; videos are generally short and 
digestible and grouped into playlists that could use some refinement and 
additional tagging.

Share-ability 2.3 A natural extension of “engagement”, share-ability falls flat here.

Engagement 2.3 Not enough storytelling or compelling narratives. Very linear and not 
engaging.

Production 2.7 Varies depending on channel. Motors and Electronics seem to put more 
investment in quality of production.

Accessibility N/A Would need to provide transcripts on eBay site; not an embedded feature in 
YouTube.
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Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



1. EBAY YOUTUBE
HTTPS://WWW.YOUTUBE.COM/USER/EBAY



EBAY YOUTUBE SCORECARD

CONTENT EVALUATION 103

Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2

Currently the eBay YouTube channel skin is focused on the collections/3.0 
launch. After the initial impression, there isn’t a lot reinforcing eBay’s brand 
pillars and positioning. 

Realizes Brand Personality 
& Overall Quality 2

The human, warm, innovative personality of eBay in lacking is appearance, 
feels very promotional with the text-heavy banner. The content is good, but 
overall lacking a focus.

Meets Customer Interests 3
It appears that eBay is addressing interests with video, mostly from the 
utilitarian approach (how-to’s, etc.). Could use a balance of more 
entertainment-based content as well.

Adheres to both Brand and 
Best Practice design, layout, 
color & typography 
standards

2 Seems to conform with the logo and font, but the introductory poster frame 
feels off-brand.

Composition 2
Most videos are short and well-paced, but none in 2014 are attracting 
substantial views. Poster frames and closing logo sequences are included, but 
in-video annotations and CTAs are missing. 

Shareability 2
Content is not compelling enough to merit widespread sharing. Videos from 
earlier years are tracking with much higher viewership. Could set “Share” as 
default view at video detail pages.

Engagement 2 Lukewarm content without compelling narratives derail the 2014 eBay 
YouTube experience.

Production 2 Mixed bag of low-value production with Studio B voice actors and repackaged 
webinars.

Accessibility N/A Accessibility is built into the YouTube player. If legally required, eBay should 
add links directed to video transcripts.

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit



It’s definitely authentic, and 
seems to resonate w/ sellers, 
although production value is low.

This video received very positive 
feedback for its usefulness, 
despite its duration.

This is one of the longer videos 
you’ll ever find on a brand channel. 
Good info for budding sellers.



The clip art in this poster frame for Buyer 
Guide videos feels off-brand.



No clear theme or method to the eBay 
YouTube experience is readily apparent.



2. EBAY MOTORS YOUTUBE
HTTPS://WWW.YOUTUBE.COM/USER/EBAYMOTORS



EBAY MOTORS YOUTUBE SCORECARD

CONTENT EVALUATION 108

Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 2 Perceived as eBay, but doesn’t champion a specific positioning or brand 

pillar.

Realizes Brand Personality 
& Overall Quality 2

Some of the content is great, for example “The Road Home” connects with 
audiences by focusing on veterans and their dream cars. However other 
content isn’t as reflective of personality.

Meets Customer Interests 2
Lack of clear organization/objective for the channel leaves the audience 
asking “why”, e.g., content relevant to dealers shouldn’t be mixed with 
consumer content.

Adheres to both Brand and 
Best Practice design, layout, 
color & typography 
standards

2 On-brand poster frames and layover titles - but closing frame is logo on 
black background.

Composition 2 Music can overwhelm voice in the mix. Overuse of electronic house music 
could alienate the average customer looking for information about cars.

Shareability 2 Content does not have the dynamic, unique, human qualities typically 
associated with shareable content. 

Engagement 2 More flash than substance in most of these videos.

Production 3 Solid editing, transitions, use of occasional graphic, and general feel is high-
quality.

Accessibility N/A Accessibility is built into the YouTube player. If legally required, eBay 
should add links directed to video transcripts.

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Content this year has focused 
on Auto Shows and a 
sweepstakes. 

Not a lot of how-to content this 
year to help eBay Motors buyers 
and sellers.

Good cross-promotion to the blog.



3. EBAY ELECTRONICS YOUTUBE
HTTPS://WWW.YOUTUBE.COM/USER/EBAYELECTRONICS1



EBAY ELECTRONICS YOUTUBE SCORECARD

CONTENT EVALUATION 111

Criteria Rating Notes

Coherent with Brand 
Positioning & Brand Pillars 1.5

Heavy focus on products. Content appears to have been dynamic in its time 
(events, recent announcement coverage, etc.). However, it looks like there 
hasn’t been new content uploaded for a year.

Realizes Brand Personality 
& Overall Quality 2

Aligned in regard to innovation/imagination of the future, although the content 
lacks a relatable, human element. Mostly focused on selling electronics 
products. 

Meets Customer Interests 1.5 No long-standing consumer interest/appeal. Most content is topical/time-
sensitive. Not much lifestyle appeal—mainly niche.

Adheres to both Brand and 
Best Practice design, layout, 
color & typography 
standards

2 Appears to have the right font and color scheme in opening poster frame, 
but closing frame places logo on black backdrop.

Composition 3 Short, well-produced, and generally instructive. Could use annotations and 
CTAs in-video.

Shareability 3
Good job conveying "sexiness" of tech products. For true fans, there is some 
sharable content in here. (See the Sennheiser headphone video, for 
example.)

Engagement 2 There is a real enthusiasm evident in the video work done for this channel 
and has good potential for engagement.

Productions 3 Smooth transitions, good audio levels, and generally solid production values.

Accessibility N/A Accessibility is built into the YouTube player. If legally required, eBay should 
add links directed to video transcripts.

Criteria Key:

Quality of      
Work and 

Brand 
Voice

Brand 
Standards

Channel Fit

Rating Key:
4 – Excellent 3 – Good
2 – Needs Improvement      1 – Poor



Good visuals and music help 
highlight new tech products.

Medium- to high-value production 
exceeds parent’s YouTube site.

Limited viewership underscores 
risk of multiple brand channels.



The logo on black violates new guidelines


