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StubHub 
San Francisco, CA 

Fastest-growing segment of eBay. 

$704M revenue ($3.1B gross) in 2017, +6% over 2016.  

Approximately 1M unique visitors per day. 

English-based content localized in 28 languages. 

Content Strategist (contract)

Brought in to support StubHub’s browser 

experiences (desktop & mobile web).

October 2016

Manager, Content Strategy

Promoted to manage StubHub’s Product Content 

Strategy team (web, Native apps, professional 

seller tools, developer tools). Maintaining role as 

browser experiences lead strategist.

February 2018

Content Strategist (staff)

Hired as content lead for StubHub’s browser 

experiences.

November 2017
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Major 
League 
Baseball 
Mobile 
Ticketing

Case study
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Before: Messaging that made customers question if they received their tickets.

In Spring 2017, StubHub was 

facing a growing problem. 

Support calls were spiking from 

customers who’d purchased 

mobile tickets for MLB games. 

MLB’s fraud-prevention tactics 

prohibit the display of a live QR 

code until 48 hours before the 

event. The current experience 

tried to make this point, but 

instead made people feel they 

couldn’t access, resell, or 

transfer tickets to people they 

were taking to the game - which 

wasn’t the case. 

Reducing 
customer 
anxiety. 

Major League Baseball mobile ticketing
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The team included a cross-

functional group with different 

insights, responsibilities, and 

areas of expertise.

The players.
Major League Baseball mobile ticketing

Engineering

Customer support

Design

Partner (Primary)

Partnerships

Product
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Input. Iteration. Feedback. 

Optimization.  

Message 
evolution.

Major League Baseball mobile ticketing Seller has delivered the tickets, per team restrictions, your barcode  
will show at 48 hours before the game.

Your ticket will be ready 48 hours before the game.

You’re good to go. 

Your mobile tickets are in your account. To prevent fraud, we can’t show a scannable ticket  
until 48 hours before game time. Check back here before you go to the game.

Your Ticket(s) are delivered, QR code will be visible 48hrs prior to event

You’re good to go. 

Your mobile tickets are in your account. Due to team rules, we can’t show a scannable ticket  
until 48 hours before game time. Check back here before you go to the game.

Feedback from internal teams: Fraud?! Ewww. Too wordy.

Feedback from the Yankees: “Blame us? Uh, no.” 
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After: A more complete and reassuring message for our customers.

After understanding the 

specific customer concerns 

and the metrics we were 

trying to improve, we put a 

more reassuring message 

in place. The revised 

messaging sets the right 

level of expectations 

around where customers 

can find their tickets if they 

want to resell or transfer 

them and includes details 

around MLB’s fraud-

prevention measures.

The right 
level of 
detail. 

Major League Baseball mobile ticketing
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Customer support saw a 3 point 

reduction in contact rate for 

MLB mobile tickets (66 fewer 

contacts per day), bringing 

numbers back in line with 

average call volume for mobile 

ticketing across all event types. 

Operating costsSupport contacts

- 3% - $277,000
Over a six month MLB regular 

season, the reduced contact 

rate and “make it right” costs 

saved StubHub about $277K.

“Make it right” costs

- $877/day
The amount StubHub was 

crediting unhappy customers 

dropped by $877 per day.

Understanding the issues 

our customers were facing 

and collaborating with our 

partners internally and at 

Major League Baseball 

(who had final approval 

authority over all copy 

changes) proved 

successful. 

The results.
Major League Baseball mobile ticketing
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Voice, tone, 
and brand 
alignment

Case study
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Humanizing 
the brand. 

In February 2017, I 

organized and led a week-

long workshop with our 

US-based Content Strategy 

team and our partners on 

our Localization team. 

One of our main goals was 

to take StubHub’s brand 

attributes - too vague to 

use as guidelines for tone & 

voice  - and turn them into 

a persona with a relatable 

voice reflective of StubHub. 

Brand, tone, and voice

StubHub’s brand attributes.
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Where to 
begin? 

To start, we gathered a 20-

person group from 

Product, Design, and 

Marketing, because brand 

is a reflection of who we all 

are. 

Then, we brainstormed and 

shared our thoughts on 

other brands that had 

these traits.  

Lastly, we drafted short 

messages and keywords 

around different scenarios.

Brand, tone, and voice

An emerging vision and vocabulary. 
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Synth. Lots 
and lots of 
synth.

We clustered and 

unclustered. Discovered 

trends across attributes. 

Cross-checked that we 

weren’t straying too far.  

Then, we elaborated. But 

just a bit.

Brand, tone, and voice

Boiling it all down.
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Now that’s 
more like it. 

What we ended up with was a 

tool that helped us identify how 

our messaging should feel. We 

accounted for some volume 

adjustments due to cultural 

differences around the world, 

but we now had a shared 

personality. 

If you were to bump into 

StubHub at a party, this is who 

we’d like you to meet. 

Brand, tone, and voice

StubHub’s product persona.
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We strive to be…

Dialed in 

Magnetic and fun 

Energizing 

Trustworthy 

Proactive 

People say we’re…

As part of StubHub’s 

“Brand Tracker” 

assessment - a measure of 

how people perceive the 

StubHub brand - we asked 

people what comes to 

mind when they think of 

StubHub.   

Here are the most recent 

results (Q3, 2017). For the 

most part, we’re executing 

on our vision.

So, how’d 
we do?

Brand, tone, and voice 

Informative 

Approachable 

Witty 

Honest  

Insatiably curious
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Breaking 
bad news, 
nicely. 

Stuff happens, sometimes. In 

the past, StubHub took a more 

matter-of-fact approach to 

these messages. This year, we 

injected a little warmth, levity, 

and encouragement when the 

unforeseen happens. 

Unforeseen events and empty states
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Offer an 
alternative. 
It doesn’t happen often, but 

there are times when StubHub 

doesn’t have inventory.  

When our customers can’t find 

what they’re looking for, we try 

to anticipate the next question 

on their minds and keep 

people engaged by turning a 

dead end into an opportunity.  

Unforeseen events and empty states
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There’s a lot more we could talk about - IA work, testing and research, 
org-wide content ecosystems… the Oxford comma! 

Let’s talk about it all. And about how I can help your team.
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JEFF RIVERS

jeff@jeffrivers.com 
707-315-2327 
https://www.linkedin.com/in/jeffrivers/

mailto:jeff@jeffrivers.com
https://www.linkedin.com/in/jeffrivers/

