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Agenda

• E-Commerce Business Models & Strategies

• Digital Marketing & Advertising

• Social, Mobile and Local Marketing



THIS IS WHAT MARKETERS 
DO TODAY!

What Marketers do today …..

Marketers bombard customers 
with irrelevant messages. 
Not targeted, not relevant.

WEAPONS OF MASS DISTRACTION.

Enough is enough.

A
D

V
ER

TI
SI

N
G

EM
A

IL

SO
C

IA
L

M
O

B
IL

E

W
EB



The SAP Marketing Solution 



E-Commerce & E-Business



Major Trends in E-Commerce

• Business trends include:

– All forms of e-commerce show very strong growth

• Technology trends include:

– Mobile platform has made mobile e-commerce 
reality

• Societal trends include:

– Increased online social interaction and sharing



Unique Feature E-Commerce





Growth B2B RevenuesGrowth B2C Revenues

Growth M-Commerce Revenues



E-Commerce Revenues





Periods Development E-Commece



• Business model
– Set of planned activities designed to result in a 

profit in a marketplace

• Business plan
– Describes a firm’s business model

• E-commerce business model
– Uses/leverages unique qualities of Internet and 

Web

E-Commerce Business Models



Key Elements of a Business Model









The Digital Marketing Roadmap



Online Advertising Spending





Types of Display Ads





Average Time Spent per Day 



CRM System



Online Consumer Purchasing Model









Marketing Analytics and the Online Purchasing Process
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Wordcloud: Online Advertising



Social, Mobile & Local Marketing



Social Marketing Process
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Figure: Engagement at Top Social Networks





Kia GT Ride

#LikeAGirl

https://www.youtube.com/watch?v=hIplIEj1-M8&frags=pl,wn
https://www.youtube.com/watch?v=XjJQBjWYDTs&frags=pl,wn


Domino´s Pizza

https://www.youtube.com/watch?v=YJYQjh9W5l0&frags=pl,wn


Honda #Pintermission

https://www.youtube.com/watch?v=eloAPdsn3IM&frags=pl,wn


Growth of Mobile Commerce

Mobile versus Desktop Marketing



Retail M-Commerce Sales



Online Ad Spending Worlwide



Top Mobile Marketing Firms



Top Mobile Ad Spending by Format



Augmented Reality

Timberland Augmented Reality Campaign

McDonald´s “Fry Defender” Campaign

Burger King: “Burn the Ad” Campaign

https://www.youtube.com/watch?v=5TZmQPdhpak&frags=pl,wn
https://www.youtube.com/watch?v=5TZmQPdhpak&frags=pl,wn
https://www.youtube.com/watch?v=KFUZqlgUJ2k&frags=pl,wn
https://www.youtube.com/watch?v=lhXW8_7CaHM


• Based on Text Analysis

– Unstructured Content  Structured Content

• Recognition of polarity (=emotions)

• Assigning to sentiment class

– Strong Positive ++

– Weak Positive +

– Neutral 0

– Weak Negative -

– Strong Negative --

– No sentiment

Sentiment Analysis



• Reflects any filters from the Filter Panel in an aggregated view

• Display options:

– Number of Posts

– Average Sentiment

– Interests, Tags

• Rising Trend

• Declining Trend

• Trend

• Sentiment

Analysis Panel



 Comparison of Sentiment Ratio and Average Sentiment

• Sentiment Ratio (SR)

𝑆𝑅 =
𝑊𝑒𝑎𝑘 𝑃𝑜𝑠𝑖𝑡𝑖𝑣𝑒 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡𝑠 + 𝑆𝑡𝑟𝑜𝑛𝑔 𝑃𝑜𝑠𝑖𝑡𝑖𝑣𝑒 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡𝑠

𝑊𝑒𝑎𝑘 𝑁𝑒𝑔𝑎𝑡𝑖𝑣𝑒 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡𝑠 + 𝑆𝑡𝑟𝑜𝑛𝑔 𝑁𝑒𝑔𝑎𝑡𝑖𝑣𝑒 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡𝑠

• Average Sentiment (AS)

𝐴𝑆 = 𝑃𝑜𝑠𝑡𝑠 𝑖𝑛 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡 𝐶𝑙𝑎𝑠𝑠 ∗ 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡 𝑆𝑐𝑜𝑟𝑒 𝑉𝑎𝑙𝑢𝑒

 Sentiment Score Values

o Strong Positive (++) 5

o Weak Positive (+) 4

o Neutral (0) 3

o Weak Negative (-) 2

o Strong Negative (--) 1

Analysis Panel



• The Sentiment Ratio only considers positive and negative polarity

• The Average Sentiment includes neutral posts

• From the Average Sentiment, the system calculates a Sentiment Trend (ST)

𝑆𝑇 =
𝐴𝑣𝑒𝑟𝑎𝑔𝑒 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡 (𝑙𝑎𝑠𝑡 24 ℎ𝑜𝑢𝑟𝑠)

𝐴𝑣𝑒𝑟𝑎𝑔𝑒 𝑆𝑒𝑛𝑡𝑖𝑚𝑒𝑛𝑡 (𝑙𝑎𝑠𝑡 7 𝑑𝑎𝑦𝑠)

Sentiment Ratios and Trends

ST



– Sentiment

• Average Sentiment

– Display the average sentiment for social media posts for a period 

– Identify any effects of switching campaigns on the sentiment scores

Average Sentiment



• KPIs for Campaigns

– Success

• Top Categories and Top Channels

– Display categories and channels were most frequently 
assigned to the campaigns

• Post Sentiment

– Display the number of social media posts for the 
sentiment scores

• Top Interests and Sentiment Score

– Display interests which were entered for the campaigns 
and for which the highest number of social media post

KPIs for Campaigns


