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As the “balance of power” in commerce marketing shifts toward the customer, 
successful commerce companies don’t fight the wave – they surf it. They make 
it work for them. They put their customers at the center of all they do, and 
deliver delightful, data-driven customer experiences to drive growth. 

Exceptional, highly relevant experiences can attract and retain loyal customers 
across the entire marketing ecosystem. Trailblazing commerce marketers:

• Leverage data and insights to enrich understanding of customers and 
deepen intimacy at each moment

• Create an experiential value proposition that brings their brand to life at 
each moment

• Identify critical interaction signals across customer experiences that provide 
opportunities to create deeper trust, affinity, and value

• Continually explore the look and feel of truly personalized experiences and 
the business value they can deliver 

These are the keys to winning the power shift, rather than playing catch-up. 
Having the customer in the driver’s seat is not a problem or threat; it’s an 
opportunity to create long-term competitive advantage. Surf the wave and own 
it. Start here.

WINNING THE COMMERCE POWER SHIFT
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Welcome to the Customer Driven Innovations program at MagentoLive UK 
presented by THE SHOP, an eBay Enterprise Agency.

At our agency we collaborate with clients, partners, and consumers to design 
better commerce experiences for all. The Shop, an eBay Enterprise agency, is 
where innovation meets craft, art meets science, and parts meet labor – and 
it’s all ours to share with you. We’re excited to get you involved in our unique 
approach to designing commerce. 

The question we’re asking today is: When the balance of power shifts, how do 
successful commerce companies put their customers at the center of their 
business and design their operations for rapid response? We’ll explore how to 
move beyond overwhelming complexity and create smart, nimble, customer-
delighting approaches to commerce marketing. 

You’ll work with our experts from strategy, design, user experience, analytics, 
and research who design the world’s leading commerce experiences. With help 
from our experts and your peers, explore new ideas and hopefully walk away 
with effective ways to meet your biggest challenges. 

This is your time and I encourage you to ask questions, network, share your 
own ideas, and most of all enjoy the experience of innovation together. 

Sincerely,

 

Luke Griffiths
Head of Marketing Solutions, International
eBay Enterprise 
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This morning’s journey takes you from understanding the design thinking process 
to applying design thinking via an impactful usability exercise. You’ll be able to take 
back what you learn to your teams and apply the process to your own stores!

WHAT YOU CAN EXPECT FROM THE WORKSHOP

Welcome and Introductions
 Eric Erway, User Experience Design Manager, eBay Enterprise 

Introduction to Design Thinking and Customer Driven Innovation
 Laurel Syah, Head of Creative, THE SHOP, an eBay Enterprise Agency

Usability Testing as an Integral Part of Design Thinking
 Ben Schweitzer, Manager, Usability, THE SHOP, an eBay Enterprise Agency

Workshop Challenge Introduction
 Yong Huang, User Experience Designer, eBay Enterprise

Break

Developing a Study Plan
 Yong Huang, User Experience Designer, eBay Enterprise

Facilitating Testing Sessions
 Leo Ham, User Experience Designer, Magento

Usability Analysis
 Ben Schweitzer, Manager, Usability, THE SHOP, an eBay Enterprise Agency

Results Sharing
 Keith Howard, Senior User Experience Designer, Magento

Wrap-up and Takeaways
 Eric Erway, User Experience Design Manager, eBay Enterprise

9:00 am

9:10 am 

9:30 am

9:50 am

10:00 am

10:10 am

10:40 am

11:30 am

11:55 am

12:15 pm
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DESIGN THINKING INTRODUCTION

A process for solving 
problems and discovering new 
opportunities always with the 
customer at the center:

Observing Human  
Experience

Understanding Challenges & 
Opportunities

Crafting Superior 
Experiences
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NOTES
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DESIGN THINKING LIFECYCLE

Empathize

Define

Ideate

Build

Test
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DIVERGENT AND CONVERGENT THINKING

DISCOVER DEFINE DESIGN DELIVER

engage with customers

Divergent Convergent

focus & refine
problem area

be generative in
solution concepts

select, prototype
and test with

 

customers

iterative refining
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USABILITY TESTING AS AN INTEGRAL PART 
OF DESIGN THINKING

Define

Ideate

Build

Empathize

Test

iterative refining
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NOTES
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The worksheets on the following pages will help 
you solve a problem at a real online store. Your goal 
is to work in teams to develop recommendations 
that deliver an improved experience to their online 
shoppers and increase conversion as a result.
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RESERACH GOALS & QUESTIONS

What are you testing?
Why are you testing? What do you want to know?
What are your hypotheses?
What metrics will you use?
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STUDY PLAN FRAMEWORK

Interview Flow
1. Introduce Yourself
2. Ask Warm-Up Questions
3. Introduce the Scenario & Tasks
4. Debrief & Follow-Up Questions
5. Wrap-Up & Thank You

1. Introduce Yourself
• Introduce yourself, the rest of the group, and your roles in the interview
• Explain a little bit about what you’re up to without revealing too much.

 
For example:  
“Today we’re interviewing people to learn a little about them and what they care about 
when shopping for entertainment. We’ll have you tell us a little bit about yourself and some 
recent shopping experiences and then we’ll also test a shopping site. We want to learn 
from you – there are no right or wrong answers, and we’ll be testing the site – not you. 
Don’t hesitate to let us know if there is anything confusing or difficult during the session.”

2. Ask Warm-Up Questions
• Put your participant at ease by asking a few easy questions that are related to the topic.

 
For example:  
“When was the last time you shopped for entertainment online? Can you walk us through 
that experience?”

3. Introduce the Scenario & Tasks
• Explain the scenario for the test.
• Reinforce that you’re testing the site not the participant.
• Move through the tasks while providing only guidance which is absolutely necessary.
• Observe and take careful notes.

 
For example:  
“For the testing today, we’ll pretend that your niece’s 9th birthday is coming up, and you 
want to get her a couple of DVDs. Your niece really loves Disney characters and was very 
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STUDY PLAN FRAMEWORK

excited when you got her a Lion King themed board game for Christmas. 
 
Go ahead and add 3 DVDs to your cart that you want to consider as a gift for your niece. 
I will let you do this on your own and just observe, I won’t interrupt you during your 
shopping.” 

4. Debrief & Follow-Up Questions
• Ask the participant to walk you through their thought process, and provide feedback.
• Probe deeper on challenges you observed, and anything that the participant doesn’t 

naturally talk about.
• Ask any follow up questions you have prepared or that came up during your observations.
• Keep the interview conversational, but stay within the script as much as possible to 

ensure consistency and avoid asking leading questions.
 
For example:  
“Now that you’ve completed the task, let’s start over and this time walk me through what 
you did step-by-step. Explain what you were thinking off as you were going through the 
task and focus on any problems you ran into, or anything that was unclear.” 
 
“Tell me more about...“ 
“Tell me why...”
“Can you explain...“ 
“What were you looking for on this page?“
“What were you expecting to happen?”
“How did you decide to...” 

5. Wrap-Up & Thank You
• Ask for any final comments, feedback or suggestions.
• Thank them for their time.

 
For example:  
“Do you have any other comments or feedback about the task or the interface? Great, 
thank you so much for your time. This was very helpful. We’re all done.”
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STUDY PLAN WORKSHEET

1. Introduce Yourself

2. Warm-Up Questions

3. Introduce the Scenario

3a. Task 1
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STUDY PLAN WORKSHEET

3b. Task 2

3c. Task 3

4. Debrief & Follow-Up Questions

5. Wrap-Up & Thank You
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USABILITY INTERVIEW TIPS

Observe
• Unlike other user research approaches that are more discussion based, good 

usability and testing approaches use less prompts and more observation. 
You’re goal is to test if someone can use what you built, so you want them to 
use it!

Use Free Exploration First (when appropriate)
• When appropriate, start by asking the participant to use your prototype 

through what we call “free exploration.” This exercise will reveal what they to 
uncover and comprehend through natural engagement. 

• Once the natural engagement is observed, move to asking directed tasks.
• Finally, ask for pointed feedback by explaining the intent and seeking honest 

comments.

Be Objective & Encourage Critique
• Testing what you personally designed and asking for feedback can be hard. 

Be open to being wrong and use that to fuel your iterative process.
• Encourage your participant to be open and direct in their feedback. Often 

we empower the participants by reinforcing that they are in charge… “You 
won’t hurt our feelings. We want to improve, so your honest critique is 
important.”

Pay Attention
• Don’t just listen but also closely watch their behaviours, physical reactions 

and how they interact with your prototype. Decision-making happens 
quickly and sometimes automatically, as a result users can’t always articulate 
their behaviour (and sometimes they mis-articulate). 
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NOTE TAKING WORKSHEET

2. Warm-Up Questions

3a. Task 1
Observations Comments
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NOTETAKING WORKSHEET

3b. Task 2
Observations Comments

3c. Task 3
Observations Comments
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NOTETAKING WORKSHEET

4. Debrief & Follow-Up Questions
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SPEAKER PROFILES

Eric Erway
User Experience Design Manager, eBay Enterprise

Eric is a User Experience Design Manager for eBay Enterprise. Eric joined 
eBay Enterprise in January 2015, bringing more than 17 years of experience 
designing and developing world-class products and services at Dell, AOL, and 
PricewaterhouseCoopers including several US patents pending. He is currently 
leading the UX and design strategy for Retail Order Management.

Leo Ham
User Experience Designer, Magento

Leo is the UX Designer responsible for user experience research, user testing 
and user-centered design for Magento and eBay Enterprise web properties. 
He holds a Bachelor’s degree in Cognitive Science from the University of 
California, San Diego and a Master’s degree in Human Centered Design and 
Engineering from the University of Washington.

Keith Howard
Senior User Experience Designer, Magento

Keith is the Senior User Experience Design Manager for Magento 2 and leads 
Magento’s User Research program. Keith’s passion is making the complex 
simple and intuitive, and is always looking for new insights. He has extensive 
experience in application design and eCommerce with companies like Google, 
Dell and eBay.
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SPEAKER PROFILES

Yong Huang
User Experience Designer, eBay Enterprise

Yong is a user experience designer for eBay Enterprise’s Retail Order 
Management (ROM). She is passionate about creating simple and elegant 
solutions to complex problems. Yong joined eBay Enterprise in January 2015 
from Dell, bringing 5 years of solid industry experience in designing complex 
enterprise software and online applications. She also holds a Master’s degree 
in information studies from the University of Texas at Austin.

Ben Schweitzer
Manager, Usability, THE SHOP, an eBay Enterprise Agency

Ben is a research manager for the User Research team at eBay Enterprise with a 
focus on eCommerce and multi-channel shopping experiences. He has helped 
clients refine and innovate their websites, apps, emails and other customer 
touch points. Ben also co-founded the first NYC UX Researcher meetup to 
foster learning and collaboration among researchers from different industries 
and has taught courses in interaction design and research methods at the 
University of Baltimore.

Laurel Syah
Head of Creative, THE SHOP, an eBay Enterprise Agency

Laurel is a creative leader with 22 years of experience bridging strategy 
and design, innovation and execution to unlock the potential of the latest 
technologies for brands such as eBay, Alex & Ani, Aetna, Kraft, Samsung, Delta 
Airlines, Holiday Inn, Levi Strauss & Co, and Wells Fargo, among others.
Currently, Laurel leads the creative vision for THE SHOP and oversees 
commerce design solutions across its roster of 2,100 clients. Laurel is also 
leading a Design Thinking initiative to ignite customer-driven innovation across 
the organization.


