
The brief summary of a heuristic evaluation on

GXO & Registration
 within the purchasing framework
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The Goal

As an organization, we have not aligned on our understanding of what the 
first-time user experience should look and feel like. More specifically, we 
have not reviewed the strategy around a first-time user going through the 
purchasing experience. This means that there could be gaps, overlaps, 
misdirection, and accidental aspects of the flow that the user is 
experiencing.

Since the recent merge between payments and customer connections, we 
now have the opportunity to holistically inspect how guest checkout (GXO) 
and registration impact the first-time user purchasing experience.

This deck will identify issues throughout the end-to-end first-time user 
purchasing experience, highlighting guest checkout and registration, in order 
to define recommendations, focusing on stimulating new buyer growth.
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What We Did
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We conducted a heuristic evaluation of 
the purchasing experience.

Heuristic Evaluation: 
The systematic inspection of a user interface, at 
many different levels, using a set of principles.

Its purpose is to identify usability problems. 

The output is a collection of user issues defined in 
terms of the user’s tasks and goals.



What We Did @ eBay

05

8
purchases made to familiarize

15 

identified use cases

300+ 
call outs on the purchasing flow 

(see process deck for further details link)



The Existing Purchasing Flow
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This gives us the ability to point out the distinct sub-processes and identify 
where the process splinters off, otherwise known as decision points.

This is a bird’s-eye-view of the 
purchasing process as it exists today.



Tracking

ContinuationBuying

This process can then be broken down into three 
phases that the user experiences: buying, tracking, and 
continuation.

The Existing Purchasing Flow
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This helps group similar sub-processes and understand what the user 
behavior should be, even if eBay’s user experience (UX) makes them behave 
differently.



Key Issues

08

By analyzing each phase of the experience, in concert, three main 
categorical issues were identified:

01 Inconsistency 02 Miscommunication 03 Crippling limitations



Key Issues
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Inconsistency

01



Inconsistency
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Each sub-process looks like it was made by a 
different team. This makes the process feel 
disjointed.

These visual differences create a variety of user 
behaviors for similar tasks.

This lack of cohesion is not representing a single 
brand identity.



Inconsistency
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Behavioral differences increase user effort. 

Password Requirement dropdown Geolocation Button context

Differences include, but are not limited to, the 
password requirement dropdown, geolocation, and 
button context shown above.

Autopopulated

User Input



Inconsistency
Transactional Registration

GXO

Post Transaction Registration

Post Transaction Email Registration
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There is no clear pattern for how users should 
complete similar processes, representing a unified 
identity.



Key Issues
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Miscommunication
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Miscommunications
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The user’s intent is to go to checkout when they 
click or tap “Buy it now” or “Proceed to Checkout,” 
yet users are taken to the Sign In page.

Why are we asking users to sign in, if we know they 
are new?

Which route should the user take? Sign in, Register, 
or Guest Checkout?
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The Checkout Success page does 
not have any clear next step.

There is also no way for the user 
to reference their purchase from 
the this page.

It does not confirm the user’s 
order.

Miscommunications
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Guests cannot get to their order details until they 
have memorized an access code from the post 
purhase email.

Then the access code input is de-prioritized, under 
sign in and register.

If the user chooses to sign in or register here,  the 
item will not be linked to their account.

Miscommunications



Key Issues
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Crippling Limitations
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Crippling Limitations

During GXO, users cannot submit payments, gift 
cards, or coupons without completing their address 
information first. 

Users cannot access their third-party payment 
vendor information, if changes need to be made.

And we miss out, by not using a payments first 
model, bringing in possible user data from existing 
accounts.
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Crippling Limitations

Users cannot track order details directly after 
purchase. 

Tracking is made more difficult for guest users, as 
they are required to wait for an email with an 
access code.
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Crippling Limitations

We do not allow users to sign in 
through existing social accounts, 
which could define a simpler 
experience.

…

…

…
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Crippling Limitations

While we try to use language to 
frame an incentive for users to 
register, we do not actually offer 
any practical incentive for users 
to register or return.

How can we make users believe 
that returnng is wort while?
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Crippling Limitations

We are not remembering information about our 
users that could help us identify and re-identify 
user patterns, creating a more fluid experience for 
our users.
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Whats does this mean for our users?

A User’s First Impression
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A User’s First Impression

These issues are collectively undermining the user’s experience.

Users are experiencing friction 
and splintered processes, so they 
drop off before completion.

Buying

Users are frustrated becuase 
they have paid for something 
that they cannot reference.

Tracking

Users are given no incentive to 
keep buying on eBay, so they stop 
buying with us.

Continuation



25

They wouldn’t.

So why would someone want to come back, if purchasing is a headache?

A User’s First Impression
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What can we do about it?

Recommendations
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Thinking holistically

The first-time user journey needs to be remapped, designating key 
decision moments, getting rid of multiple pathways, and meeting 
buyer expectation.

Example of a possibility:

Recommendations
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Miscommunication

We need to focus on the user’s satisfaction during their first and next 
purchase, and then bring in other business needs. While every 
pathway is important, it’s misguiding to promote them all at once.

Recommendations

Goal 1 Goal 2 Goal 3
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Inconsistency

Introduce the brand across the experience, to define one visual 
identity. Making the end-to-end experience look like one process.

Recommendations
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Crippling Limitations

Remove information source barriers, allowing users to bring in their 
social identities.

Recommendations
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Crippling Limitations

Identify key user needs and build them into an incentivisation system.

Recommendations



Appendix



Abbreviations
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BIN: Buy It Now

CTA: Call To Action

GXO: Guest Checkout

Nav: Navigation

UI: User Interface

UX: User Experience

VOD: View Order Detail



Guest Checkout
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Goal: Allow non-members to make purchases.

Placement: The guest checkout page encompasses all parts of the process, 
after the user has chosen to buy an item as a guest.



Post Transaction Registration
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Goal: Register first time users that have completed a guest purchase.

Placement: User has entered information as a guest, limiting excess intake, 
easing the registration process to just a password from checkout success.



Post Transaction Email Registration
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Goal: Register first time users that have completed a guest purchase.

Placement: User has entered information as a guest, limiting excess intake, 
easing the registration process to just a password from the guest email.



Goal: Register first time users.

Placement: Using purchasing as an incentive for users to complete the 
registration forms.

Transactional Registration
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