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eBay Case Study:

User Flow Study & Online Ad Effectiveness Measureme

"Study of the Year 2007"

A broader perspective on the user experience is to consider the
complete internet behavior. The question is where do users
come from, do they also use the competitors’ websites, where
are the touch points with the brand?

In this study more than one thousand users were browsing freely
for one month on the Internet. Besides the user flow we analyzed
the effect of eBay online banner exposure. Established
approaches for measurement of online ad effectiveness are
often too limited as they only consider the clicks on an ad. The
pages with online ads were systematically modified: One user
group watched only 30% of all eBay online banners — the other
group saw 100% of all eBay online banners. Subsequently, we
set the amount of contact frequency with online ads in relation to
the purchase activity on eBay: More contact with online banners
definitely led to more purchase activity.

We proved experimentally that a part of the effect of online ads
resulted in an activity (a bid, a purchase respectively) only a few
days after the contact; partly without anyone clicking on an ad!
Another astounding result: We identified a user group that
frequently clicked on online ads and did not perform any further
actions on eBay.

The research provided eBay with the relevant information for an
optimal allocation of their online marketing budgets. This study
was awarded the German research prize "Study of the Year
2007" by the BVM, the German Market Research Association.
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User Flow Studies

-How do users surf on the Internet?
-Which pages do they visit?

-How long do they stay there?

Online Ad Effectiveness Studies

- Do my online banners lead to more activity of my customers?
-How many online banners do | need?

-Which banners are the most efficient ones?

i2 Server Tool: Online Experiments

The eye square tool i2 Server is used for online studies in which the
browsing experience of the participants is systematically varied:

- Experimental test designs

- Valid measurement of effects of different layouts

-Valid measurement of online ad efficiency (not only counting clicks on
banners!)




Analogue to a lab usability study in a remote usability study users
are given tasks, the task time is measured, and user behavior is
analyzed. The only difference is that users are not in a lab situation,
but are sitting at home in front of their device.

In this remote usability test users were performing tasks on the
Deutsche Bank website. They were asked to inform themselves
about career options at Deutsche Bank. Their navigation behavior
was analyzed with our tool “i2 Pathfinder".

The picture shows that users started initially on the homepage (the top-left
screen).

The blue circles are proportional to the average time subjects have spent on a
page. The blue arrows indicate the percentage of users who have moved from
one page to another. The red checkers indicate clicks on the page. The small red
arrows mark the transitions from one page to another by clicking a link.

The picture shows that most users found the career page by clicking once. But
after that they were unsure where to continue. They took different paths leading
them to the final application page (the bottom-right page). This indicates a
problem located on the career page.

Remote Usability Studies

- Authenticity: The participants browse at home on their own device in an
everyday context.

- Efficiency: Big sample sizes without long fielding times.

- Easy to grasp: With i2 Pathfinder navigation behavior can be both
analyzed quantitatively and visualized graphically.

- Complete tracking of navigation behavior: All mouse movements,

mouse clicks, and data inputs.

Tool i 2 Pathfinder: Visualizing the
Navigation Path

The i2 Pathfinder is a unique new
feature of our i2 Visualizer software:

The i2 Pathfinder is able to visualize the
navigation path of users over several
web pages: You see mouse ey
movements, mouse clicks and the path

users take (the user flow). Thus you

have an overview of what users are

doing on your web pages.




A lab usability study was conducted using eye tracking on 10 users.
The users were performing tasks on the Vodafone website: they were
asked to look for information about rates. This turned out to be a very
time consuming task! It took some users more than 20 sec to discover
the link "rates & contracts" in the drop down menu under the category
"private”. Only one third recognized that there was a drop down menu
under the top navigation!

Lab Usability Studies with Eye Tracking

During the usability test, users' eye movements are tracked in order to
locate the users' real visual attention on the website. Eye tracking can
specifically identify areas of a page which are distracting, or which users
simply don’t see. With eye tracking you get deeper insights into the
cognitive processes.

» Determine problems of overlooked elements

» Determine problems of wrong prioritization of objects on the screen

» Determine problems of irritation

» Determine which text is actually read

» Get more insights into the cognitive processes

Tool i 2 Visualizer: Analyzing and Visualizing Eye Tracking Data

The eye square Visualizer allows an in-depth and comprehensive
guantitative analysis of eye tracking data as well as countless
visualization possibilities.

*Density Distribution

- Fixations
olndividual and aggregated fixations
oDifferentiation between various types of fixations (express,
pictorial, textual)

- Areas of Interest
oTransitions: Gaze transitions between areas of interest
oVisits: Number of visits on an area of interest
oSequences: Reception sequence between areas of interest

The picture shows the
aggregated eye tracking data of
the 10 users in a density
distribution. Areas which were
looked at most are red. Areas
with less attention are green;
areas with no attention are blue.
You see that the face of the girl is
attracting most of the attention!
(the "face effect")

The transition arrows show the visual
movements of the users. The size of the
arrow indicates how many users are
moving from one area to another. There

is no traffic to the top navigation bar.
Users orientate themselves using
pictures, not text.

The picture shows different types of
perception: The most intensive
perception (red part in the circle) is
on the teaser boxes at the center of
the page; no intensive attention on
the main menu!

Visualization of Perception Types:

Our eye tracking analysis in the eye
square Visualizer shows how deeply the
elements of the stimulus are processed.
The circle diagrams show the fixation
types and the percentage of users.



"I would like to take the opportunity to comment on the professional
support provided by eye square during our project. Your persistent
support was decisive in the project's success. Both the reports as
well as the final presentations were very well received at our
Business Unit. As one says so elegantly in eBay jargon, 'Gladly
again';-))"

Martin Heckmann, eBay

"I would like to say Thank you once more for the fantastic
cooperation. It was a real pleasure to cooperate with you all! The
results of the usability testing were a great convenience for us and
they will be implemented at the moment."

Flavia Waas, stellenanzeigen.de

"Your recommendations are excellent. We didn‘t ask you only
because of your expertise but also because in our team the two
positions of the page functions were discussed very controversial.
Your arguments for the page functions at the bottom of the page

have convinced us all, so we have moved forward a significant step.

Many thanks for that."

Juergen Kuebler, Basler Versicherungen (Baloise)

"It is always a great pleasure to work with eye square. The eye square
studies help us to continuously improve the usability of our website. |
especially appreciate the recommendations that we can directly apply to
the design of our website. Many thanks for that!"

Ricardo Rubio Gonzalez, Yahoo

"This highly innovative approach helped us to better understand our
users' Internet behavior and hence provided us with the relevant
information for an optimal allocation of our online marketing budgets."

Frank Zorn, eBay

"Thank you very much for the presentation. | have just taken a look at it
and | am really enthusiastic!!! | found the results very impressive. And |
am sure that for all of my colleagues it will be highly interesting to see
the presentation, too."

Nina Loew, Lastminute.com

"The methodology we used in this study was very efficient and helped us
with a topic that we had discussed extensively before. With this work it
was easy to convince everybody in the team what to do about the input
options in our selling form. eye square's work was very valuable and has
clearly contributed to the quality of our current designs."

Till Goehre, mobile.de



MARKET LEADER IN USER RESEARCH:
We were one of the first companies in Europe that started
conducting usability research; for more than 9 years we have been
carrying out worldwide studies for global players.

PSYCHOLOGICAL BASED METHODOLOGY:
Our methodology is based on neuro-cognitive psychology.
Combining behavioral and interview data we acquire deeper user
insights. We listen carefully to users' opinions but we never forget
that human behavior is also strongly driven by unconscious
processes.

POWERFUL IT SOLUTIONS:
Our in-house development team permanently develops research

technology. Especially for online research we offer innovative tools.

eye square GmbH
Schlesische Str. 29-30
D-10997 Berlin
Germany

Fon: +4930698144-0
Fax: +49 30 69 81 44 - 10
www.eye-square.com
eye@eye-square.com

STRONG ONLINE TOOLS:

eye square offers you tools for remote usability studies, for user flow
studies, and for online banner effectiveness measurement.

MARKET LEADER IN EYE TRACKING:
Since 2000 eye square has been conducting eye tracking studies.
Our software i2 Visualizer offers countless possibilities for
guantitative analysis of psychological key data of perception and
visualization in easy to grasp images.

TAILORED SOLUTIONS:
We believe that every project is different and needs a tailored study
design. Our researchers and developers adapt methodology and
research technology according to our clients' needs.

Our clients amongst others are:

eBay, Yahoo, Google, Deutsche Bank, Deutsche Telekom,
Mazda, Ford, Dell, Intel, Fujitsu Siemens, studiVZ, P&G, Henkel,
Rewe, OSRAM, LG Electronics.



