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Strategy
• Corporate: used by companies to plan and execute their business 

goals

• Functional: customized to a specific industry and is used to back up 
other corporate and business strategies

• Operational: A plan of action implemented by a firm that describes 
how they will employ their resources in the production of a product 
or service



Strategy to eStrategy

• Deployment of enterprise resources to capitalize on technologies 

• A.K.A enterprise level strategy

Tchibo

• corporate-level business strategy of building new retail stores in 
selected European cities

• e-business strategy of selling products on its Web site.



From Business Models to E-Business Models

• is a method by which the organization sustains itself in the long term using 
information technology

• time-tested components as critical to appraising the fit of a business model 
for the company
• Customer Value
• Scope
• Price
• Revenue source
• Connected activities
• Implementation
• Capabilities
• Sustainability





Menu of Strategic E-Business Models

• Each level of the pyramid indicates a number of opportunities for the 
company to provide stakeholder value and generate revenue streams 
using information technology

• Because no single, comprehensive, ideal taxonomy of e-business 
models is available, we categorize the most commonly used models 
based on the company’s level of commitment





Activity-Level E-Business Models

•Online purchasing

•Order processing

• E-mail

•Content publishing

•Business Intelligence (BI)

•Online advertising and 
public relations (PR

•Online sales promotion

•Pricing strategies

• Social media 
communication

• Search marketing



Business Process–Level E-Business
Models
• Customer relationship 

management (CRM)

• Knowledge management (KM)

• Supply chain management 
(SCM)

• Community building

• Affiliate program

• Database marketing

• Enterprise resource planning 
(ERP)

• Mass customization

• Crowdsourcing

• Freemium

• Location based marketing



Enterprise-Level E-Business Models

•E-commerce

•Virtual worlds

•Social commerce

•Direct distribution

•Content sponsorship

•Portal

•Social network

•Online broker

•Online agents

•Manufacturer’s 
agents

•Purchasing agents



Pure Play

• businesses that began on the internet, even if they subsequently 
added a brick-and-mortar presence.

• Challenges: 
• must compete as new brands and take customers away from established 

brick-and-mortar or online businesses

• The key to pure play success is offering greater customer value. For example, 
Rakuten.com increases customer value by using a content sponsorship model 
combined with direct sales.



Performance Metrics

• Web analytics is the e-marketing term for the study of user behavior on 
Web pages. Companies collect data as users click through pages and take 
actions, such as registration or purchase.

• These data for Web analytics are collected in several ways:
• Web site server logs record the user’s IP (internet protocol) address, which browser 

the visitor is using, his or her location before arriving at the company site, the time of 
the day, and every click-through of the user while on the site.

• Cookie files are small data files written to a user’s hard drive when visiting a site.

• Page tags are one pixel on a page that is invisible to users (a pixel is one dot of light 
on a computer screen).

• Geo-location, uses many different technologies to locate an internet-enabled device 
(and its owner) at its physical world address



Four Perspectives

•Customer perspective

•Internal perspective

•Learning and growth perspective

•Financial perspective



Social Media Performance Metrics

• Social media metrics are different from most standard Web site 
metrics because users interact with branded social media in many 
different ways. for example 
• (1) most people will become aware of a viral video (awareness/exposure),
• (2) fewer will like or dislike and post positive or negative comments about it 

(brand health),
• (3) fewer still engage more deeply with the brand by sharing or using social 

bookmarking to tag the video (engagement), 
• (4) even fewer visit the video sponsor’s site to read about the products and 

purchase one (action), and 
• (5) the smallest number are loyal customers who post collaborative type 

comments that the company





Awareness/Exposure Metrics

•Unique visitors
•Page views
• Impressions
•Number of searches
•Search engine ranking
•Number of followers, 

registration or 
subscribers



Brand health metrics

•Share of voice (SOV)
• For example, iStrategyLabs found the SOV for shoe brands over a one month period 

in 2009: Nike (57%), Adidas (22%), Converse (15%), New Balance (4%) and Under 
Armour (2%) (“Social Media Share . . . ,” 2009).

•Sentiment
• On August 11, 2012, we typed “Nike” into the social media search box at 

socialmention.com and got the following results (number of mentions): positive 
(116), neutral (409), and negative (27). The site calculated brand strength at 27 
percent due to a 4:1 positive to negative conversation.

•Brand influence



Engagement metrics

•Content viewership

•Tagging, bookmarking or likes

•Membership or follower

•Number of shares

•Content creation



Acton metrics

•Click through to an 
advertiser’s site
•Contact form 
completion or 
registration
•Event attendance 
online or offline
•Purchase 



Innovation metrics

•Number of ideas 
shared in 
company’s social 
media site
•Trend spotting
•Google trends
•Trendsmap



Measurement tools

• Example:
• Google Alerts
• Google 

analytics
• Alterian
• Sysomos
• Radian6
• TrackUR
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