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EBay Connects the Dots  
With X.commerce

Summary: Last week we attended eBay’s In-
novate Developer Conference, held to launch 
its X.commerce platform. On a basic level, 
X.commerce lets small businesses launch web-
sites and applications that are commerce enabled. 
The new platform broadens the capability long 
offered in the eBay auction marketplace in terms 

of functionality — bringing in e-commerce, so-
cial, SEO and other tools. But X.commerce re-
sides outside eBay’s walled garden, and it is open 
sourced so third-party developers can build ap-
plications on top of it. What will result is a pow-
erful toolset for SMBs, and a disruptive influ-
ence in the local marketing space.  

Over the past year, eBay 
has made a series of 
acquisitions that captured 

our attention. These have included e-
commerce platform Magento, retail 
inventory data provider Milo, mobile barcode scanning 
app RedLaser and mobile local ad provider Where. 

Together these acquisitions triangulate a local strategy 
and a framework to the long coveted “closed loop” in 
local. Where ads bring in users, RedLaser barcode scans 
enable point-of-sale product interaction, Milo provides 
nearby inventory, and PayPal processes transactions. 

That vision still very much applies, but it’s just one 
small piece of where eBay is going in local. The company 
gave more detail about its local direction at last week’s 
Innovate Developer Conference in San Francisco, where 
its X.commerce platform was introduced.

X.commerce is meant to be the uber platform for 
individuals and small businesses to create commerce-
enabled websites and apps. The new platform broadens 
and builds on eBay’s longstanding tools for selling goods 
through its auction marketplace.

Furthermore, X.commerce is 
an open platform for the masses of 
developers to design applications 
that can be sold to or used by the 
growing ranks of commerce-based 

businesses. That includes small and large businesses, as 
well as both e-commerce and retail. 

These are converging, asserted eBay CEO John 
Donahoe. He believes we should no longer separate 
retail and its 5 percent subset of e-commerce (according 
to the U.S. Census Bureau). He projects a $10 billion 
overall market by 2015 and believes it should be 
collectively known simply as “commerce.” 

“Almost half of retail transactions have accessed 
the Web at some point in the funnel,” he said. “Now 
consumers have the mall in their pocket. They expect 
shopping to be brought to them. It’s no longer a severed 
activity; it’s being woven into their everyday lives.”

Buried in that quote was another theme on which 
Donahoe subsequently focused: mobile. Invoking the 
RedLaser, Milo and Where acquisitions, he argued 
that mobile is the glue that will bring together user 
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engagement and ultimately commerce.
So far, eBay’s mobile apps have been downloaded 

more than 50 million times, Donahoe said, and it will 
do $5 billion in gross merchandise value and $3 billion 
in payments volume this year. The latter is a key puzzle 
piece, as transactions are the last part of the funnel.

Not Alone
Following Donahoe’s keynote, and throughout the two-
day conference, many of the other puzzle pieces were 
revealed. These include deeper infusions of eBay-owned 
companies, as well as outside partners that will plug in 
to X.commerce to add value. 

At X.commerce’s core is Magento, a low friction 
website creation and management tool that eBay 
bought in June for a rumored $180 million. Integrated 
into Magento’s workflow will be several other tools that 
boost analytics, search marketing and social media.

For example, eBay-owned product inventory 
company Milo is integrated so online stores can be more 
easily populated with rich product images, descriptions 
and real-time inventory levels. That can be helpful for 
both e-commerce and in physical stores.

Adobe will plug in as the analytics engine. This 
includes standard metrics on what items are selling and 
how. It also provides information on what to do with 
that data, such as crafting a better marketing plan to 
optimize revenues for top selling items.

Search marketing firm Kenshoo will drive traffic to 
these sites. Specifically its division specializing in local 
search marketing, Kenshoo Local, will manage keyword 
optimization and other search marketing essentials to 
build a better presence across the Web.

“You can select the products you want to advertise, [and] 
then select Google, Facebook and others,” said Kenshoo 
Local General Manager Sivan Metzger. “That triggers a 

John Donahoe, eBay president and CEO, at Innovate Developer Conference in San Francisco
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chain of events that leads to a Google ad or a Facebook ad, 
customized and optimized to those interfaces.”

PayPal is also not surprisingly integrated into 
X.commerce. This happens through a new feature called 
PayPal Access, which could do for commerce identity 
what Facebook Connect did for online authentication.

Like Connect, sites can offer users the availability 
to authenticate themselves and their information by a 
simple sign-in. From there, all credit card and shipping 
information is authenticated. No more typing in all that 
info, which is very relevant in mobile contexts. 

F-Commerce

The last big integration to be announced was that of 
Facebook. It was positioned as a grand finale to the parade 
of technology partners, but we believe many of the above 
integrations will end up being more meaningful.

Katie Mitic, Facebook director of platform and 
mobile marketing, took the stage to rehash the virtues 
of the open graph — the fabric of social connections 
stitched together by the “like” button. At Facebook’s 
recent F8 conference, it announced it will broaden the 
like button into an array of options. 

These include “read,” “watched” or whatever better 
captures a given activity. X.commerce will integrate such 
buttons that are more relevant to commerce and retail 
(think: “bought,” “want,” “love” and “recommend”). 
Buttons will be planted throughout the Web. 

The idea is that these buttons, when pressed, will 

facilitate “social shopping” when they are bounced 
around the news feeds of the 130 people to whom the 
average Facebook user is connected. That is hoped to 
lead to more back links, traffic and thus sales.

Mitic cited examples such as Levi’s 50 percent surge 
in traffic on cyber Monday last year, all coming from 
Facebook. American Eagle meanwhile saw 57 percent 
larger basket sizes from Facebook referred users after it 
integrated the like button on its site. 

“We call this idea of having people at the center of 
your experience ‘social design,’ ” said Mitic. “Moving 
us from an information Web to a social Web; from the 
‘what’ to the ‘who.’ ” 

This is an interesting integration but leaves us 
somewhat skeptical. The user intent of social media is 
generally looking at pictures or reading about a decidedly 
trivial but sometimes serendipitous stream of activity. 
This isn’t necessarily aligned with commercial intent. 

It begs the question of whether social media and 
commerce are an unnatural mashup. We’ve seen other 
examples such as Facebook Marketplace (powered by 
Oodle), but that’s a different format. We’ll have to wait 
to see how this comes together.

If there is a killer app, eBay is going about it the 
right way. Like all of the above, the toolset is offered 
to legions of third-party developers to build value. 
Based on the size of the developer ecosystem and the 
gravity of a company like eBay, we don’t doubt that a 
few will.

“There are infinite applications to be built for retailers 
and consumers everywhere,” said Matthew Mengerink, 
eBay general manager of platform. “It might be someone 
here that builds the definitive invention that changes 
shopping because it puts people at the center.” 

Final Thoughts: Closing the Loop
This all fits into eBay’s vision to create a closed loop, and 
it is not alone. Google is doing something similar by 
building a pathway that starts with search and ends with 
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transactions via Google Wallet. And like eBay, there’s a 
lot in store to realize that vision. 

One big factor differentiating eBay and its vision 
(besides size, brand equity and SMB relationships), is 
its developer community. Some 4,000 developers at the 
Innovate conference, and many more far-flung, will use 
this toolset to build merchant applications. 

What will result is a continued acceleration in mobile 

and local search innovation. More specifically, we’ll see 
powerful toolsets built for SMBs and an underlying 
platform that will be a disruptive influence in the local 
marketing space.

“There’s enormous acceleration in the pace of 
change,” said Donahoe. “We’ll see more change in the 
way consumers shop and pay during the next three years 
than we’ve seen in the last 15.” MLM


