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blog 1
history of eBay
eBay is a great example of a company that started with a small budget to become a world-renown online organisation. eBay started operating through AuctionWeb online platform developed by found Pierre Omidyar in 1995 and officially renamed eBay in 1997. It started as a simple idea of connecting sellers with buyers in an open and honest marketplace. Buyers and sellers were already meeting in other places and platforms, but eBay was meant to create a different experience; people may have items they want to dispose of, but they can make some dollars out of them instead of throwing them away for free. The buyer may not be in close proximity, and thus the eBay came to fill that gap. That first customer of the first item was Canadian Mark Fraser, who bought a broken laser pointer. By the end of 1997, over one million items had been sold through the platform. The company survived the dot.com bubble, and it is now worth more than US$10 billion, and thousands of items are traded every day on the platform. It is a story of identifying a market gap, taking advantage of emerging technology, and taking care of both sellers and buyers. 
Blog 2
Position of eBay
The e-commerce market is not for the faint-hearted because competition is intense and is growing each day. However, the old boys still have the biggest say because they have the experience and first-mover advantage. In this case, Amazon is a tough old boy in ecommerce and controls over 40% of the market share. eBay has not been doing badly until Walmart recently surpassed it in the US market. EBay has a market share of 4.7% in the US market, making it third after Amazon and Walmart. It was second after Amazon in the previous years, and it is only recently that Walmart passed it. Does this show that eBay is losing its market share and market position? It would be interesting to learn what eBay is doing right and where it is lagging, affecting its position in the competitive ecommerce marketplace. 
Blog 3
marketing strategies applied by eBay
Companies have to apply the best marketing strategies to survive in the market, expand their market share, and seek new markets. All these revolves around the 4Ps or 7P marketing mix. The 4Ps include product, place, price, and promotion (Kottler and Armstrong, 2014). The addition 3 Ps are people, physical evidence, and process. It is how a company applies these Ps that influences performance in the market. Therefore, when analysing the marketing strategies for eBay, it is about how it has applied the Ps and how that is affecting its performance in normal times and during the Covid-19 crisis. 
It should be noted that eBay does not have a specific product, but it offers sellers a platform to sell their products to buyers from different regions. The products range from décor, collectables, beauty products to electronics and vehicles. Electronics & Accessories categories made the leading sales in the recent years, but other categories such as health and beauty, mobile phones & accessories, and video games are also popular. I would like to know the products you have bought from eBay and what your experience was. 
Blog 4
eBay’s Pricing Strategy
Price is part of the 4Ps influences the demand for a company’s products because customers are price-conscious and thus reluctant to purchase products that seem to be overly expensive. At the same time, some associate price with value where high prices are related with high quality and low prices with low quality (Kottler and Armstrong, 2014). It is pretty tricky in ecommerce, where eBay operates because the company does not sell its own products. How does a company that does not sell its own products set prices? One may ask. In the e-commerce industry, competitive pricing is the norm. For eBay, revenue is earned through sellers’ fees for listing and selling their products on the platform. With over one billion listings, eBay is assured of its revenue. To have some control on pricing, eBay sets the “bidding” and “buy it now” option; in the former, it is the buyers who place the prices they want to buy a product, and the latter, the price is somehow fixed. In addition, the company applies psychological pricing whereby shipping is done for “free.” It is clear that eBay favour the customers more than the sellers, but as is indicated by Ballestar, Grau-Carles and Sainz (2018) , it the company should utilise cashback model to attract and retain new segment of customers who are conscious about what they pay and what they get. 
For anyone who has ever bought something from eBay, were you charged a shipping fee? 
Blog 5
eBay Promotional Mix
The customers must know a business and its products for it to make sense. In addition, customers want to know why they should buy from company A and not others. To achieve this, companies apply the promotional mix. A promotional mix combines different strategies and tactics to make the customer aware of the company and its products and convince them to purchase (Kottler and Armstrong, 2014). These include advertising, direct selling, public relations, product placement, internet promotion, among others. eBay applies several of these, but internet advertising is the most popular. Among the many tactics, eBay has a “promoted listings” feature that increases the visibility of the sellers, thus enhancing their sales. On their side, sellers pay an extra fee for their items to appear on the “promoted listings.” Also, eBay has an appealing logo that is easily identified; this has played a role in making the company popular. Furthermore, since eBay's primary role is to provide a marketplace platform, its operating costs are relatively low; thus, it can maximise on promotion. There are constant sales promotions and offers such as discounts and free shipping.  
Blog 6
eBay Place -Distribution
Where can we get eBay? Where are its distribution centers? Where can we make a complaint? These are the questions place strategy. The place is where a company or its products can be found and reach the customers (Kottler and Armstrong, 2014). A place can be a physical store, office, or online platform. First, anyone with a computer or internet-enabled digital device can access eBay with an internet connection. The company’s website can be accessed in about 190 countries. Apart from the website, eBay has a mobile app that can be obtained from Apple Store and Google Play. It is estimated that about 35% of American mobile users have the eBay app. 
Yes, eBay is one of the most popular online marketplace platforms globally, but it is losing some ground to new entrants and existing large competitors. 
eBay has maintained the strategy of independent sellers and mostly for one-off items. It has shipping problems unlike Amazon, which has warehouses in many locations, making its shipping more efficient than eBay.  
Blog 7
challenges affecting eBay expansion
The truth of the matter is that eBay glory days are fading. It is lagging far behind Amazon in the US, and Walmart is also overtaking it despite it (Walmart) not being an initially online business. Globally, apart from Amazon, eBay faces competition from others such as Aliexpress, Google, Craigslist, and BestBuy. Moreover, apart from the mainstream competitors, other online auction platforms are giving eBay a run for its money; these include Bonanza, onlineauction.com, eBid, among other regional and localised platforms. It means that when you decide to sell your old phone, although eBay may be the first to come in the head, you have many other options, some of which are cheaper than eBay.  
The crowded marketplace can appear as if it is not a problem, but when looked at from another perspective, it can be an issue because it can put off some sellers. For example, there are about a billion listings, meaning that there are excessive sellers. In fact, listings are most cases, way more than buyers. Sellers have to find their own ways to differentiate themselves from competitors. This does not affect eBay directly, but it can make sellers shift to other not overcrowded sites. 
There are several other challenges associated with eBay’s international market. One is uncertainties in the market and economic situations in different regions and countries. For example, there have been uncertainties about Brexit outcomes in recent years, which could affect the company’s business between Britain and the EU. Another challenge is complexities in managing many foreign operations due to cultural and language differences and distance. It has to develop localised operations and invest in localised products, which may affect the revenue before making sensible profits. Also, government regulations in different countries are affecting the company. 
Blog 8
eBay during Covid-19 crisis
Covid-19 affected almost every sector in the world, and eBay was probably not spared. This is a bit debatable because it is expected that online businesses thrived throughout the crisis. It is assumed that since there were restrictions of movements doing online shopping is the best option. However, although many people had moved to online shopping, it was not always flowery for a company like eBay especially when flights between countries were halted. This is because shipping could not be possible. Unlike Amazon, eBay does not have physical stores in different regions; therefore, it must have been affected by the lockdowns in the different countries.
[bookmark: _GoBack]EBay did not report losses in 2020, a year that covid-19 had caused havoc. This may be attributed to its business model. In addition, apart from its traditional peer-to-peer seller-buyer strategy, eBay gave a chance to high street retailers to sell through its platform. With the success of eBay and its survival throughout the crisis, other companies may come in to copy its model since it involves comparatively low expenses and high return on investment (ROI). 
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