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ABSTRACT

The development ohe Web 2.0 and Social Media, mainly Social Networks allowed
users to create content in the web and influence each other lives and purchasing
decisions. In this context, it can be perceived a shift in the traditional Ocompany to
consumerO dialogue to a QGuoner to consumerO dialogue, giving rise to a new
phenomenon called Social Commerce. Despite all the efforts done by researchers to
explain Social Commerce, there arell ssome conceptual differences iits
definitions, scopes and boundaries. In this vilaig, research aims at studying deeply

this phenomenon in order to propose a model that defines Social Commerce through
the analysis ofeveral existinglefinitions andthar classificationinto a Framework
proposed highlighting thesimilarities ad differences. In addition, a study about the
customer perception was carried out through a survey made in 4 countries. As one of
the most relevant outcomes obtained in this reseaothial®ommerces explained

as all the purchasing decisions resultexlusively, from the interaction between

one or more consumers. It focuses on social interaction for need creation and/or
decisionmaking, covering both online and-&tore purchasesocial Commercéas
potential to improve the actual online purchase @se@and increase customer trust.
Although it has been considered a new phenomenon, its idea is not new. Social
Commerce is related to the concept of WOM applied to commerce and powered by

Social Medias, facilitating the process for spreading informati@nlanger scale.

Key Words: Social Commerce; Sociaetorks; Conceptual Model; Framework;

Customer Brception; Fcommerce.
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1 INTRODUCTION

This section presents an introduction of the topic addressehis thesis,
justifying its pertinence and relevance. Besidegldantifiesa problem that needs to
be solved, defininghe objectiveof this research. iRally, it presentshe structure

used to organize this work.

1.1 Motivation

As the use of the Internet has evolvgthppers have transferred thesitore
shopping expgence to the online ewpience, giving rise tovhat is calledE-
commerce. Nowadays, with the Web 2ahd the diffusion ofSocial Media uses
are shifting their behavidrom a passive information consumer to an active content
creator andlistributor, resulting in the emergence of a new type of online commerce
known asSocial Commerce

Social Media(SM) and Social Commerc¢SC) are two different concepts that
are ntrinsically linked. Thinking on them as the same conteptcommon mistake.
(POWER RETAILER, 2011)

Kaplan and Haenlei(2010)define Social Mediaas a groumf Internetbased
applicationsthat allows the creation and exchange of UG&amerated Gntent
(UGC). Social Mediaenables the interactions among peopland the creation,
sharing and exchangef information and ideaslIt can take many different forms,
including Internet forums, weblogs, social blogs, micro blogging, wikis, podcasts,
pictures, video, rating and reviews, sbociokmarking andSocial Network.
(AHLQVIST, B£€CK, et al, 2008)

DespiteSocial Commercdefinition is still not clear, it is stronglyonnectedo
the usingSocial Mediato facilitate commerce. It has becoraenew phenomenon
primarily due to the increased popularity ®dcial Networkng sites (LIANG, HO,
et al, 2012)

! Web 2.0is a term used to describe web sites that use technology beyond the static pages. It allow users to
interact and cddborate with each other in a virtual community as creators of user generated content, in contrast

to websites where people are limited to the passive viewing of cof@REILLY, 2007)
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Since the launch of the first recognizaBlecial NetworkSN), Six- Degrees in
1997, multipleSNs such as Facebook, Twitter, LinkedIn, Pinterest and Google+
have become populdnternetplatforms, where people around the world congregate
and get connecte(HEIDEMANN, KLIER e PROBST, 2012)

The wse of SNehas reached an enormous schlggeneral terms, every minute
100,000 tweets are semind around 684,478 pieces of content are shared on
FacebookOther statistics shothat approximately 48 hours of video are uploaded to
YouTube and 3,600 photase shared on Instagram every min(ldMES, 2012)

The number of peoplesingSocial Networkhas been increasing every year. |
2008 in the U.S, 24% of the population had a personal profile in &uocial
Network In 2012 this number increased dramatically to 56% (EDISON
RESEARCH, 2012)Not only the number of users but atbe average time spent on
Social Network have been risingepresentingnowadays25% of the total time¢hat
a regular usr spend online.

Table 1-1 - Average time Americans spenan various activities per month

Activity 2006 ! 2012
Social Networkng 2.7h ! 7.8h
Phone, email, mail 5.7h it 4.8h

Socializing in person| 22.8h # 21h

Watching TV offline | 71.1h # 59.4h

Watching TV online 6.3h ! 23.1h

Sourcehttp://infographiclist.com/2013/03/14/tirepentstatisticsinfographic2

As can be seen iitable 1-1 peoplehave beerspending more time online,
especially in Social Network, than in OofflineQ activitiedn fact, Facebook
outperformed Google as the most frequently visited website of the week inShe U
in March 2010(DOUGHERTY, 2010)

Another fat that contributesot the increase otime online is theuse of
mobile devices thakeeps usersonneced anytimeand anwhere Chart1-1 shows
the time spnton Social Networkper month per person @acomputerand also ora
mobiledevice
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Time spent on Social Networks
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Chart 1-1 - Time spend monthly onSocial Network per person

Source: The Nielsen Company. State of the Media: The Social Media Report, 2012

Social Mediainfluences customers before, during aafter the purchsing
action (ICKLER, SCHTLKE, et al, 2009) Althoughit was originally designed for
private use( BUGHIN e MANYIKA, 2007), companieshave beerpresenting their
brands and productsh SNs to leveragéheir popularity.(HEIDEMANN, KLIER e
PROBST, 2012)According to Fortune 500 Social Media Statist{8ARNES e
ANDONIAN, 2011) 58% of Fortune 500 companies hae® active corporate
Facebook accounwhile 62% have an activarporate Twitter account.

Regarding advertising a8ocial Mediaduring thepre-sale phasejespite33%
of users find ads oBocial Network more annoying than other online ads there is
still an opportunity tdoe exploit Approximately26% of users are more likely to pay
attention to an ad that has been posted by one ofSbeial Networkacquaintances
and 17%of themfeel more connected to brand seerSacial Networkng websites.
(THE NIELSEN COMPANY,2012)

In fact, social ads can be more effective than traditional advertisement.
According toa survey conducted by Niels€d@012) after seeing social ads on
Facebook 15% of users shardd ad, 26% liked the adnd #% purchased the
product. In addition90% of consmers trust peer recommendationsmpared to
only 14% who trustcompaniesO recommendation. In this wanjine Word-of-
Mouth (WOM) has become a powerful tool to bribgand awareness amulofit to
the compnies (BAZAAR VOICE, 2012) Worldwide advertisement spending on
SNs is therefore expected to grow from US$ 5.2 billion in 2011 to US$ 11.9 billion
in 2014 (DWYER, HILTZ e PASSERINI, 20073nd SC saks are expected to climb
from $9.2 billion in 2012 to $30 billion in 201&s shown ifChart1-2.
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Chart 1-2 - Estimation of Social Commerce Market Size (in US$ Billions)

Souce: Booz& Company. Turning OLiked to OBuyO, 2011.

Social Media cardirectly influence thepurchasingphase a survey made by
Booz & Company(2011)with consumers who spend at least one hour a month on
Social Networkng sites and who have bought at least one product online in the last
year shows thd7% of the respondents would be willing to purchase physical goods
throughSNswhile the remaining 73% would not purchase due to concerns related to
security and privacy two areas that many bi§ocial Networkng sitesare already
working to improve(EECKE e TRUYENS, 2010)

In the after sales phase, an emerging trend iStiogal Cargbeing understood
as theSM tools used by companies to gaaree a successful customer care and
support online)oneexampleis the customer service vi§ocial Media On average
47% of Social Mediauses engage irSocial Careand one ouof three prefeSocial
Carethancontacting a company by phone. As shownChart1-3, this numberhas

beenincreasingrom generation to generation

Totall
P. 18-24
P. 25-34
P. 35-44
P. 45-54
P. 55-64

P. 65+

Source: The Nielsen Company. State of the Media: The Social Media Report, 2012

Chart 1-3 - Percentage of peple who prefer Social care than Traditional customer care
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Summarizing Social Mediahas revolutionized the way people commuracat
and maintain relationships. Therefpiteis inevitable thaSocial Network will start
to affect whatconsumers buy and how they sh(®OOZ&COMPANY, 2011)
Social Mediainfluencesconsumers@ecisionsasconsumers are motikely to make
buying decisions based on what they read and see in social platforms. Béssdles
no longer enough to have standard product descriptions with static text and
desciptions, shoppers areexpecing an interactive and more social experience
online. (IBM, 2009)

DespiteSocial Commerceés still nascentjts evolutionhas beerquickly and
innovationhas been &ey for the success in the industry. In tA@ble 1-2, some

examples of companiekdt are innovating in this arese summarized

Table 1-2 - Company inserted inSocial Commerce

Company Description Reference
Allow consumers to make quick purchase
1-800Flowers | | AP (BOOZ&COM
without having to leavedtebook PANY, 2011)
AirTran
_ Use Twitter to sell discounted tickets | (BOOZ&COM
Airways PANY, 2011)
Amazon & Best | Allow users to create an universal wish lis (MARSDEN,
Buy extending theidesired tanore than one site 2010)
Dell Sell products through Twitter feed (OSTROW,
2009)
Hyves Allow members to post item for sale and
Netherland | transfer as much as 150 euroother users t( (BOOZ&COM
_ _ PANY, 2011)
social platform pay for the goods available
Mattel, toy Allow friends to shop and chat together wh (MARSDEN,
manufacturer browsing 2010)

The Limited, US
_ _ All ow users to buy directly from newsfeed (MARSDEN,
fashion chain 2010)
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1.2 Identification of the problem

Social Commercés a new phenomenon that has been attracting researcherOs
attention lately.As it is an emerging phenomenofocial Commere has been
characterizedby different views and perspectives, resultingsgamedescriptions that
can be in conflict with each othdklWVANG e ZHANG, 2012)

Although the efforts done by researcheosexplainthe variables influecing
Social Commercgehow to derive and measuits value the benefitsit can bring to
the purchase proceasdits social implicatios, the academic effort to defirtgocial
Commercehas been minimal and less substantial. There are conceptual ambiguities
on the definitions, scopes and boundarieSotial Commercand several related
concepts. Furthermarseveral studies using the term without providing an explicit
definition of it.

Indeed, following the methodology applied for carrying out the liteeatur
review only few articles focused on the definitionSxcial CommerceChart 1-4
shows thepercentage of articles, related to Social Commerce in some way, which
wasread during the firgphaseof the literature review

First phase of Literature Review

25%
20%
15%

o I I

il - i I

0%l | : : : - - -
o

> (@) (@] 2
S N S éﬁ\ S & &
C/b@ o&& ¥ QC.JQ & > N 3 %é}‘ &
S < g X L & @ <
< S & N <
& & & e
{\4 \Q% %Q)Q

Chart 1-4 - Percentage of article found within each topic
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1.3 Objectives

Due to the complexity and innovativeness of SCitdnclear definions it

is necessarg study toorganizeall the relevant knowledgegading the scope 06C
in orderto guide researchers and practitiortera common patim the future.

In this way the present study seéis

(1) Propose a Conceptualddel to define SC

(2) Conduct a survey to acceb® customer perception about SC

The literatue review implemented in the next chapter aims at answering the
following research questions as a guide for achieving the expected objective, which

answers willserveas mainmputs for the development of this work.

Research Questions

. What is Social Comerce (Characteristics, models, concerns)
. How hasSocial Commercevolved across period?
. What are the existing definitions 8bcial Commerce

. What are the benefits of SC for consumers according to the liePatu

1
2
3
4. What can Social Network offer to&mmerce?
5
6. What are somexamples of Social Commerge
7

What are the steps in onlileecisionmaking Process
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1.4 Structure of the thesis

This work is organized as follow:

Chapter 1, Introduction: iexplains themotivation for the research and
identifiesa problemthat needsabe solvedvith the cevelopment of the work. In this
way, theobjectiwe of thework is defined

Chapter 2, Literature Reviewt presents the theoretical background about the
key concepts involved in this work. The main issues adedesze: Social
CommerceandConsumer Buying Behavior

Chapter3, Methodology: itexplains the methodology used to perform the
literature review and the survey. Besides, it recaptures the objectives of the research
and presents the methodology used to réaede objectives.

Chapterd, Results it presentsa Frameworkdesigned to classify SC definitions
and theclassifcation ofthe main definitios. Furthermore, it presents the Conceptual
Model developedo define SC and the outcomes of the survey.

Chapters, Discussionit perforns a critical assessment of the solution and the
results achievedpointing, also, some limitations of the work and possible future
contributions.

Chapter 6, Conclusiont summarizes thetudy developed in the current work,
highlighting the most relevanpoints coming out from the model and survey.
Additionally, the chapterecapturs the work contributions anthe topics for future
research
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2 LITERATURE REVIEW

The concepts studieith this chaptercan be divided intdwo fields: Social
Commerce and Consumeuyng Behavior.The literature review related to the first
topic is relevanto havea better understamag aboutthe scope of SCts difference
from E-commerce and Socialh8pping and the benefits it can bring fdyoth
consumes and retailes. The second topic focuses on accessing the steplved in
a Decisionmaking Processserving adasisfor the development of th&ramework
proposed in this work.

2.1 SocialCommerce

Before deeply exploreSocial Commerceit is neessaryto present some
clarification about twodrms that are closely linkeahd that have appeared in the
majority of the articles read during tHiterature review.

2.1.1 Social $opping

Some authors refer toS@cial Commerd® and ®bcial Shoppin® as
synonymous (LEITNER e GRECHENIG, 2007; TEDESCHI, 200&)thers see a
slight difference between these two concef8EPHEN e TOUBIA, 2010;
MARSDEN, 2010;BEISEL, 2006) The explanatiosnigiven below aims at giving a
general idea about the concept of SC angv@thout having the intention to discuss
them exhaustively but just to show the reader the existence of divergent ideas.

Beisel (2006) definesSocial Commercas creating places where people can
collaborate online, get ahe from trustedindividuals, find goods and services and
then purchase them. Whitocial Shoppings defined as the don of sharing the
experience of shoppingtself with others. Marsden(2010) states that Social
Commerce is about adding a social layer to retailOs websitS8caia Shoppinds
about shopping using social toolus, for both authors thevo terms are different
in scope Social Shoppings a subset osocial Commerceandconsequentlyt has a
narrower scope thasC.

For Stephen and Toubi{@010) both Social Commercand Social Shopping
have thesamescope involving the creation of a community tiacilitate the purchase
or the sale of a product or service onlifibe term Social Commercés used when
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the connectiomappensamong skersin order to increase sales. In contrése, term
Social Shoppings used when theonnection is made among consumers, assisting
the decisiommaking process.

In order b allow thecomprehensiomf the rest of workthe definition ofBeisel
(2006)was chosen as general perceptiors8fgiven thatmany other authors basis
their definition on it by just complementing or restricting this iddaus in gneal
terms, SS will be understo@$the acion of sharing theshoppingexperience with
others

2.1.2 E-commerce

The follow explanationsre based othe mostcommon poirg of view about
the topic, whichmeans that these explanations ac¢ necessaryacceptd by all
researches.

The differences betwedficommerceandSocial Commercean be understood
in terms of three perspectives: business goals, customer connection and system
interaction (HUANG e BENYOUCEF, 2012) Regarding busirss goals, E-
commercefocuses on transactiofkEENEY, 1999)and maximizing efficiencyy
using strategies for sophisticated searches;cbde buying, specificatiordriven
virtual catalogs and recommendations based on cons@npst shopping behavior
(CARROLL, 2008) Social Commercehowever, focuses on brandif@LAWSON,
2008) networking, collaborating and information sharing, with a secondary focus on
purchasingCARROLL, 2008)

Regardingcustomer connection, customers usually interact ®ttommerce
platforms alone and independently from other customers, @uteal Commerce
involves online communities that support social connectie@nt@ance conversation
between custome(&IM e SRIVASTAVA, 2007)

Now getting deeper intgystem interactionf is important to remark thd-
commerce provides onevay communication,meaning thatinformation from
customers igarely sent back to companiesto other customersSocial Commerce
on the other handyrovides tweway communication, allowingnteractionwith the
company as well as among customers. In this Waey canshare information with
each other andexpress heir opiniors, doubts and concerns. (HUANG e
BENYOUCEF, 2012)
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Despiteinitial differences betweea traditional E-commercewebsite and a
Social Commercevebsite the adoption of gcial tools regardles®f the type ofthe
websit, aremakingincreasingly difficult to distinguislone from anothelExamples
of these tools areating and reviews, recommagttions, forums and communities
Thereby, nowadays-commerceandSocial Commerceverlapeach othern several
dimensions (MARSDEN, 2010) blurring the boundaries between them mainly
regarding customer connection and system interaction.

Due to thedifferent points of viewconcerningthe distinction betweeBocial
CommerceandE-commercat is difficult to define SC scop&ome authors consider
Social Commerceas a new category dE-commerce and some consideSocial
Commerceas a suirategory ofE-commerce others viewSocial Commerces a
revolution while others advocate that it is not a revolution bugvatution built on
the concepts and applications Bfcommerce(WANG e ZHANG, 2012) some
othersresearchers insteate consideing Social Commercas anextension ofE-
commerce(LIANG e TURBAN, 2012)

In order toelucidatethis issue and propose a conceptual model capable of
explain SC more clearly, a deeper research of SC literature is presented next.

2.1.3 Social Commerce

Severalauthors affirmthatthe next generation of online business will besd
on communities to attract new customarsl to leverage business resytsA\JLI,
2012) In this way, Social Commerce is a buzzword evoking aofusf two big
digital trends:Social Medisand E-commerceWhereass-commercaefers to selling
and purchasing of prodtgcand services onlin&ocial Mediaprovides ways for
users to interact. Commons ways of interaction fdee sharing, blogging, and
discussion groupsaimed atbuilding communities of people who have common
interests

The word "commerce" paired with "sociaéflects the ideas of community
level participation and saaiinfluences in the onlineommercelt is envisioned to
combine both B2C (Business to Consumer) and C2C (Consumer to Consumer)
approache§CURTY e ZHANG, 2011)
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The evolution ofSocial Mediaand other Web 2.0 tools hassignificant impact
on the wayconsumers interact with compasiandn the level of contratompanies
have over thie salesand marketing(IBM, 2011) Consumers are ngtist buying a
product or servicesanymore, they are creating contenand, consequently,
participating in thébusiness process with an active behav@rrently, nformation
provided by other consumersgsting more and more importance for the companies
than data given by marketers of products and ser\iEERRESTER RESEARCH,
2009) In this environmentas indicated by Stephen and Tou{#810) the market
power shifts from companies to customeXs.a resultE-commercewithout social
toolshas begun to beonsidered oldashioned conventional and might no longee
competitiveonline.(HAJLI, 2012)

Social Network are facilitating the shift from a Ocompany to consumerO
dialogue to a Oconsumer to consumerO dialogue once they have enabled people to
build and maintain relationships with other people and brands in a way thtéteno o
online platform has done befor& WT, 2011) Social Networks learn about
consumers through their interactions with other people and brands. The first
consequence is th&Ns are becoming a new channel for marketi®TELZNER,
2011) and CRM (IBM, 2011) The second is thaSocial Commercenas been
considered to be moraleanced than search engineacethese last ones presents
mainly two limitations: they cannot tell shoppers what their friendstteerosh@pers
think or purchasend they restrict small businesses with limited budgets for being
know. (MC CARTHY, 2007

In the broadest sensgpcial Commercés the strategy of promoting customer
interactions and participation for commercial purpds#JANG e BENYOUCEF,
2012) It has three major attributes: o@munily Interactions, Social Media
Technologies, and Commerciattvities. (LIANG e TURBAN, 2012)

The first attribute of SC indicates thatteractims arefundamentalto be
communitybasedandnot oneto-one basedSTEPHEN e TOUBIA, 2010Creating
a community is important becausensumers are interested more in other peopleOs
recommendation and Wof-Mouth referrals tan merely vendor informatiofTHE
NIELSEN COMPANY, 2012) Thus a community allows collaboration and
information sharing among individuaiacreasing consumers@st on the product or
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services. In order wordg increagsthe intention of purchasey facilitating WOM
to occur.(KIM e PARK, 2012)

The second attributémplies the use ofany social toolsin order to consider a
websiteas part of the SC worldAt last, the thirdattributerefers to tle commercial
requirement of SC, being @eminder thattogether withthe ideaof information
sharing @ Social Mediashould exist a commeial intention or implication.
Therefore, without @ommercial benefitinteractionscannot be identified aSocial
Commerce (LIANG e TURBAN, 2012)

According to a longitudinal analysis made by Curty and Zhang (2011) most of
the websites that fitinto the @ategory ofSocial Commercelo notpresent functions
for consumers to accomplish shoppinglthough some of them provide the
possibility to complete the transaction in a thirdtyavebsite,some othejust offer
product/service descriptiongictures, videos angrice comparisos. In addition,
there are mangthersthat aremerely focuedin brand awareness. This study shows
that even thougtone attribute of SC is its commercial purpose, some welibies
do not have the same goal still has beamsidering SC.

Despiteall the effort done until now to summarize andlgre the literature,
there is a lack of consensus abotite basic requirementsf Social Commercge
mainly regardingits commerce implicationsThe reasons for such disagreement
might be due to the lack of a stardlatefinition and a definedcope forSocial
Commerce

Continuing the analysis, it is important to mention thdthaugh the term
OcommerceO in the dictionary involves the exchang®ds gr services for money
or anykind of retribution websites that does not have purchase mechanisms has
been considered Social Commeras their content aims at creatingbaying
intentionor charging consumerséititudes toward the brand perception

The rationality behind this idea that not all consumers access online stores
with the final purpose of buying online. Some might ussdhgpaces essentially for
collecting impressions and opinions which can support their decisions about a
product which will be purchased in anotlveebsiteor in a brick and mortaistore
(HUANG e BENYOUCEF, 2012)To complement ah support thisargumentit is
important to remark that thBecisionmaking Process is mothan justOOordering00
and OOpayingOO0 for items, it also includes the steps before and paitehabe
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action (KIM e SRIVASTAVA, 2007) Websitesfocused on brand awargess and
product advertisement or those seekiogdisseminate informatioabout products
and service$o users offea variety of functions that assist in the demirmaking. In

this way, theyplay an important role inthe buying processregardless ofthe

presence oabsencef payment mechanism@HUANG e BENYOUCEF, 2012)

In this perspectiveadding the term OsocialO to the term OcommerceO results in a
broader definitionAs explained abovesCinvolvesnot just interactions that lead
the exchange of goods services for money but aldmose resulting inthe exchange
of ideas opinionsand information.

Due to the different perceptions about Social Commerce it is possible to find
website wih diverse characteristics, features and goals inserted in its context. Based
on the analysis proposed by many authors it is possible to classify these websites into
groups according to two different perspectives: technology used and objective
sought.

Regading the technologyperspective, websites arelassified in Social
Networks sites or in trditional E-commercesite. In this first categorySocial
Networking sites add commercial features to allow advertisements goachase
guiding people tdouy whee they usually connecOne of many examples of this
category isStarbuckson FacebookOn the other handhé second categomgovers
the traditional E-commercewebsitesthat includessocial toolsto take advantage of
the power ofSocial Networkng, helping people to connect where they usually.buy
A good example of websites in this category is Amazon.(dMRSDEN, 2010
LIANG e TURBAN, 2012)

Consideringthe objectivesought perspectivayebsites are classified based on
the businesgoal wherengagedn SC sales website or referrals website

Saleswebsitesarethose websites thatvean internal fulltransaction platform
for commercialization, from whiclbonsumers can complete the full purchase cycle
without beingredirected to third partiesBy contrast,referrals websiteare those
websites at which potential buyers can compare prices and reviewsdabenaint
retailers and explore others® recommendations and opinions for a beftase
decisions. Consumermplete the purchase cycle by necessémiyng directed to
external websiteCURTY e ZHANG, 2011)
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Despite Social Commerce does not have specific defined characteristics
Marsden(2010)introduced sixdimensions that cape associ&d toit, independently
of the groups andlassificatiors above mentioned’hose dimensionare shownn
Table 2-1 together with a brief explanation and featuradowing a nore tangible

comprehension

Table 2-1 - Six dimensiors of Social Commerce

Dimension Explanation Features

Social Mediastores, portable socii

Sharing the act of online graphs, group buying, group
shopping together gifting, co-browsing,Social

Shoppingportals

Social Shopping

Customers rating & reviews, expe

Rating and Allows people to exchang rating & reviews, sponsored

reviews productOs feedback ) OUTE
reviews, customer testimonials
Recommendatior S_lmllar to ratlng and Social bookmarking, referral
reviews but not visible to| programs, recommender system

and referrals ) )
all social recommendation

Assist product discovery
Forums and and it is organized aroun({ Discussions forms; Q&A forums
communities | a particular theme, task g retail blogs, customer commities
category

News feeds, deal feeds, mediq
sharing,Social Mediaevents, link
building

Social Media | Toolset designed to attra
optimization visitors to the website

Social applications and
Social advertising social ads linked to the
website

Social apps, sociads, shop
widgets

The proposal of these six dimensions creates more debates around the topic.
This time the focus is not ithe transactiomechanismgi is centered ihow fa E-
commercenebsites containing Rating and Reviews recommendations tooshould
be ®nsideredSocial Commerce Jochen Krisch, foundesf Exciting Commerce,
argues thaRatingand Reviews are absolutely necessary for almost any online shop
to attract customerghus it shouldnOt becluded into one oSC dimensions In
addition, recommender systems that pretend to suggpstsonalO recommendations
but, in reality, areelied heavily on automatized algorithms shouldetelated to

any of thesocial dimension.
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Alexander Graf, founder and C&O of eTribesontributes to the debes
supporting the idea th&@socialO is abautonstant dialog with customer aahong
customers. In this wayin order to classify a website &C, the siteshould be
costumeyoriented and not produdriented Thus, it should containelementsthat
encairage the communicationbetween users andompany and nofust social
elements to support sales

Regarding to the last two dimension proposed by Marsden (2@b@)al
Media optimization and Social advertisingpchen Krish also criticizes them by
affirming that the focus of &ial Commerce as itsname suggest, should belated
to commerce rather thamarketing, havingno need toinclude thesemarketing
elements into th&C dimensions Those elementsould be included in the definition
of Social Marketig instead.

Another study developed byarsden, Curty and Zhan@011)identifiesthe
expected and desired tewlogical featres to support Social Commerce, being
shown in Table 2-2. This reseach also discovered that ratings and reviews,
recommendations, promotion tags, wish lists, pictures, videos and podcasts provided

by consumers are the most adopted mechanisms for users to share content.

Table 2-2 - Expected and desired technological features

Category Features
E-commerce Shopping car/bag, checkout/payment, produc
functions visualization (images), product price, shipping

Chats, for a, groups/communities/ friends€,li

Social Channels userOs blogs, website blog, userOs profile, w

Expected

Emoticons, favorites, images, open comments, V

Content to socialize lists, podcast/videos, rankings, ratings, tags, pq

Social Networks Facebook, twitter, MySpace, Foursquare, Digg

= Organizers/ Calendars, geolocators, price comparison, RSS
2| Management tools do lists, shop lists, price alert

0

8 Mobile Site mobile version, mobile apps

3D bar codes, avatars (users), virtual reality tog

Augmented reality (fitting room, shopping Vi¢)
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Regarding the ekired featuresMobile and Augmented Reality asome
underexplored feature€CURTY e ZHANG, 2011) On the other handSocial
Networks have been increasingly exploited by brands to generate arasendrect
or indirectrevenuelIndirectrevenueis the result of a future sale thateispectedo
happen due to thénteraction, conversation, engagememid aecommendations
among userts(BUDDY MEDIA, 2011). In contrast,direct reveues are those
resulted from selling a product through SN.

It is possible todemonstration the use of Social Networks for commercial
purposeby taking as arexampleFacebook. Since the first secure retail transaction
on a Facebook page-8D0 Flowers) fom $34 bouquet of flowers 2009, it can be
consider thaFacebook commerdg-commercg has emerged. Despite the business
buzz around=-commerce doubts about the possibility to generate high profits and
compelling success story persifARSDEN, 2011) Severalstudieshave been
performed in this areagritics suggest that people do not Usacebookto shop
therefore Fcommerce could not hayature (MARSDEN, 2011) On the other hand,
F-commerce agbcates point to a small but growing revenues stream in addition to
many opportunities to be further exploiteghening the doors ta promising future
for F-commerce.NMIILYONI, 2011; MOONTOAST 2011; SYZYGY, 2001

Another trend that haseenspreathg through the world in recent years is the
Internet Group Buying(WEI, STRAUB e PODDAR, 2011)A collective buying
websites such as Groupon, Gilt and VeRtasZe basically offer timed daily deals
clustered by region/location. Alorig Fcommerce, it has become, for some authors,
a synonymousf Social Commerc@VIENER, 2011; MARSDEN, 2011)

In contrast, someesearcherdelieve that considerGroup Buyingas Social
Commercehas no senselue to the fact thadpart fron membergetmemter
recruitment, it does not have anythiglgeto becalled social( MARSDEN, 2010)

All these argumesttake us again to twmsolved questions:

¥ What can be considere8C?
¥ Whatare the requirements of a website to be constieC?

In order to answer these questidins necessaryo define SC ad to delimit its
scope. To sustain the definition of SC that will be presented in Chg@testudy of
the existent definitiomof SC and theievolution across time will be carried out in

the following sectioa
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2.1.4 SCDefinitions

As previous mentionedhére is noa standard definition for the teri@ocial
Commercefinding differentexplanations and arguments coming out from a variety
of researchers. Allnese definitions are business focus (strongly influenced by the
characteristics ofthe compan), resulting in conceptual explanations that are
developedaccordingto the conveniencandbased orwhat is being sold.

To have a better understanding about $itsepe and boundaries &ocial
CommerceTable 23 summarizesome definitions founth academic dicles, white
papers and websgghighlighting mairaspects oSocial Commerce

$

Table 2-3 - Definitions of Social Commerce from the literature

# Definition Reference

Subset of Oadvertorial contentO, where content
advertisirg generated by a friend (widlsts, gift lists, pick
1 | lists, tags, recommendations) to provide consumers (BZE(;(S);L
social context and levancy to the purchases which they

making.

Creating places where people can collaborate on

2 | get advice from trusted individuals, find goods and sery (RZ%EE)L’

and then purchase them.

OThis OSocial CommerceQrésting new and mor
meaningful ways for retailers to interact with custom
3 | Seach, communication and community have the potenti (GI\CI)LZ%gg)EI
have an even more powerful impact on commerce v

closely tied togtherO

Strategy of connecting customers to customers o (DECKER
and leveraging those connections for commercial purpog 2007)

OA trusted environment where friends, fgménd (RAITO e
5 ) _ _ HEYER,
acquaintances dynamically contribute content to the ref 2007)
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and sale of goods and services though positive and neg
feedback, reviews, ratings and testimonials regarding
experiences past & present. In sh@wocial Commercés a
trusted ewmironment of which prospective consumers m
buying decisions based on the advice of a network of fri
and family, not strangers they donOt know or trustO
6 Buying and selling stuff online with frieschelping (AGRANOF
F, 2008)
; Social Commerceis about conducting commer (DERAGON,
usingSocial Networlk. 2008)
Monetizing Social Mediasites with applications tha
g | transform a profile page amSocial Networkinto an online| (GIZB(?O%)NS’
store, complete with payment processing.
Social Commerceas the concept oiWord-of-Mouth,
applied to E-commerce It is the marriage of a retaile
9 | products and the interactiai shoppers with the content.| (BM, 2009)
comes in many forms, although the most common is ol
rating and reviews.
Social Commerce enablesnsumers to browse, viey
10 | and add products to a shopping cart, within thetexd of a ('\4AOT28C';/$§)
social site, like Facebook or a blog ’
OSocial Commerce rises through trusted advic
" conversations anword-of-Mouth among your friends an (RAIMAN,
relations in Social Network, blogs, and communitie 2009)
helping to make shopping decisions and transactionsO.
OAn extension of BusinessConsumer Ecommerce
15 where consumers interact with each other as a (SHEN e
mechanism in conducting online shopping activitesh as EDER, 2009)
discovering products, aggregating and sharing pro
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information, and collaboratively making shoppi
decisions.O (p.1)
Social Commercés the use of social technologies
13 | connect, listen, uretstand, anticipate, personalizeand (AF'-QT'Z'\(/')EJ)E
engage to improve the shopping experience ’
OSocial Commerce is about leveraging word of m
y referrals to support the sales process; harnessing the (HUGHES,
of social and participatory technologies to driy 2010)
conversions.O
Social Commerce: The ability of two or more peo
to collaborate online, to share opinions and influence (JAZCOKl(S))ON’
151 other®s buying decisions
Social Commercenodels ar&e-commercanodels thal  jochen
focus on people instead of productddo marketing, nq  Krisch
16 . . _ (MARSDEN,
Social Medianon-sensejust pure commerce. 2010)
Simply definel, Social Commercas the fusion 6
Social Media with Ecommerce. More fully, Social
Commerceis a subset of electronic commerce that U
Social Media online media that supports social interact
17 | and user contributions, to enhandee tonline purchas (MAZ%?S)EN’
experience [Update] The concept oSocial Commercdas
been expanded beyortelcommerceto include the use @
social technologies in the context of re@ivhether onling
or in-store.
Csocial Commerces an energing trend in whick
_ o (STEPHEN e
18 | sellers are connected in onli@®cial Network, and wherd  TOuUBIA,
sellers are individuals instead of firmsO (p.1) 2010)
19 ORefer to both networks of sellers and network (RAD €
BENYOUCE
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buyers; it is theevolution of OFEommerce 1.00 which | F, 2010)
based on on#&-one interactions, into a more social g
interactive form of Ecommerce.O (p. 2)
Csocial Commerce is about customers having
20 | means to inte with one another in order to make bef (Zuga’g)s'("
buying decision® (p. 5)
Represents the merger of-cBmmerce and Soci:
(BOOZ&CO
21 | Media, as transactions are performed within the platf \paNY,
rather than at the retailerOsdEnmerce site 2011)
Social Commerce is an emerging category of
commerce, based on Social Media platforms like S¢ (CURTY e
22 Network services. It allows its users to participate in buy ZZIOAPIC);
and selling products andrsees through the platforms
OMeans enabling shoppers or users to do one or
of the following things: (1) See what others are researcl Josh
considering and actually buying; (2) Sharing one®s| Goldman,
23 purchases or information about a purchase; I(8¢racting R(IIEDTC,)AVI\II_EEF:z
with other shopper® synchronously or asynchronous 2011)
during the shopping experience.O
Social Commerce refers to the effectivapoyment
of Social Media tools to drive ROI, generate convers| (POWER
24 and maximize sales. 1tOs about using Social Med RE;&”:'LI)ER’
facilitate commerce.
“Its not enough to simply facilitate purchasi Ralph Risk
through Faebook, or any Social Network with a 'lil (HAVAS
- version of your online store Social Commerce must [ QAOECI;K\L
about creating a truly Social Shopping experience. Thr¢ AND
tapping into the power of recommendation and br '—'GHESPEE
awareness, giving fans special offers and ggttriends to0 RESEARCH,
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buy together, Social Commerce will carve its own nig
offering something that the traditional purchasing pro

cannot."

2011)

26

OWe define Social Commnge as a an Internéiased
commercial application, leveraging Social Media and V
2.0 technologies which support social interaction and
generated content in order to assist consumers in
decision making and acquisition of products and sen
within online marketplaces and communitiesO (p.2)

(HUANG e
BENYOUCE
F, 2012)

27

Olts major feature is conducting various typeg
commercial activities on Social Media to take advantag
online social capital. Users of Social Ma are encourage
to share product information with their friends or ¢
products or services via Social Media. Consumers may|
consult their social community to seek advice in ti

purchasing decisionsO (p.1)

(LIANG,
HO, et al,
2012)

28

Is a form of commerce that is mediated $ygcial
Media and

environments. Social Commerceinvolves using Social

is converging both online and offli

Mediathat support social interactions and user contribut
to assist activities inhe buying and selling of products a
services online and offline. It represents poter
merchandizing opportunities that combine shopping
Social Networkng activities together througbocial Media
Benefitting from the advantages of interactive rnation
technology infrastructur&ocial Commerces regarded as

new category of Eommerce

(WANG e
ZHANG,
2012)

29

OSocial Commerce isnOt engaging about transag

Social Commerce is the transaction that results f

engagementO

(BRESNAR
K, 2013)
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2.1.5 SCEvolution

The labelSocial Commercevas first introduced by Yahoo! in 2006URTY e
ZHANG, 2011) since then both the concept and the practicBamfial Commerce

hawe been constantly evolving. To better understand these changes, Wang and Zhang
(2012)conducted a study based on trade articles and academic publicatior0@®m 2

to 2011 to provide ra analysis of Social Commercedevelopnent. Table 2-4

summarizes its evolution

Table 2-4 - Social Commerceevolution

2005

Social Commerceés portrayed af-commercesites making use g
the usemgenerated platforms likelogs

Consumers rely on peers (pemmerated content) rather th
marketers (marketegenerated content) as their information sources.

Online ads should shift from attracting potential consumers to g
advice to consumers, allowing shoppers to discpveducts based on lis

by other shoppers

2006

The general trend is to incorpor&ecial Networkng functions into
shopping activities

Instead of focusing on transactions, which is believed to be the
focus of E-commerce businesses are advised poovide collaborative
spaces for shoppers to exchange shopping ideas, thereby enhancir
overall shopping experience.

2007

IT platforms expand from blogs, t8ocial Networkng sites (i.e.
MySpace, Second LifeFacebook and to usegenerated contérsites
(i.e., YouTube).

Focus on peer recommendations to trigger a sense of credibilit
trust in consumers® minds, making them more likely to purchase
recommended a products As such, the concepboial Networkbecomes
linked to the conceptsf peer recommendations, peer trust, and credibi

2008

The general trend is to incorporate shopping functions $woial
Networking sites
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It is speculated th&ocial Network are beneficial for marketing af
branding, but not beneficial iterms of making money or busine

transactions.

2009

Convergence iisocial Commercen regard to integrating online ar
offline Social Network (multi-channel concept)as well as integratin
different Social Media The IT platforms supportingocial Conmerce
further expand from Facebook, MySpace, and Twitter to ing
applications for smart phones.

More attention is also given to trying to better understan
consumers. New challenges are identified, including how to engag
collaborate with consum& and how to identify influential customers

online communities

2010

Social Commercgoes from a branding orientation to a transac
orientation. Facebook begins to make money. As such, the Fer
commercgFacebookE-commercgis coined

It merges he needs of social fun with social savings (tg

bargaining and group coupons practices)

2011

Social Commercéurther advanced to map interest graphs of peq
The info graph ofSocial Networkmapping moves from social grap
(friends) to interest graphs

The demand for niche and localized content continues and inct

in order to suit shoppers from different cultures and with different inte

2012

Expected to se8ocial Commercéo continue fromF-commerceto
g-commerce (Google+ commerce) antbimmerce (Twitter commerce)
Mobile phones in particular are considered a fertile arena for f

growth inSocial Commercembracing a mukchannel concept
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2.1.6 SCBenefits

Despitedifferent definitions given to Social Commercethere is a common
agreemenamongpractitioners and reseasmis aboutthe benefits of usingSocial
Mediaplatforms inSocial Commerce

Social Media have created a more effective communication forum between
companies and customers and todws startedo have significant impactsn
marketing, advertising, and many other corporate functions such as customer
support, product development, knowledge management, and recr(id,
STRAUB e PODDAR, 2011)Therefore,this section attempt$o understand what
Social Media(Social Network, blogs, forums, rating and reviews, bookmarking,
etc.) can offer t&e-commerce

According to Power Retailer (2011), Social Media has an impact on the
product development as it helps to understand better the customer. TRis bet
understanding is related in one side to the identificatioth@f expectations and
wants, and on the other hartdeir dislikes and distastes. This source of information
allows a more successful appcbdrom firms towards customeiaowing a greadr
fulfilling of their needs.Besides, it stimulates exreation andffers aan immediate
feedbacko the companyy eliminating the need of doingraarket researcim order
to determinewhether the customer will likehe new product or not. This last fact
allows the companies to satmme and money.

Social sharing refers to the action gifaringinformation onSocial Network
sites. Itis consideredsuperior when compared totraditional advertising as it
provides recommendations from the most influerdra relevantpeople of all, the
prospective buyerOs friends and fanmiBOOZ&COMPANY, 2011) In this way,
Social Mediainfluence business transactions and adghificant credibility toa
website Moreover itcan increase traffion the company websites, generate brand
awareness and contribute to the identificatdd new business opportunitids. may
alsoenable businesses to predict market trends, impraoviaadketing strategieand
maximizing the effettveness of marketing cgrmaigns.(HAJLI, 2012)

These platforms can largely increase the competitive advantage of small
businesses, giving them capabilities similar to lacgepaniesonce the costs of
social customer care and social marketing are lawetomparison tathe same
activitiesperformed irtraditionalchannels(HUANG e BENYOUCEF, 2012)
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Another point to highlight is thabnversion rategpercentage of people who
see the product and decide to bayd customer safiactionincreaseon products
that offerreviewscontent(IBM, 2009). By promoting customer ratings and reviews,
brandscan engage shoppers and transfdaheir most influential customensito
brand advocatesThis brand advocas will share product feedbk with other
potential buyers, helping them to make more inforrpedchasedBZZAGENT,
2011) As a consegence, there will be a diredatmpact on revenuesboth by
increasing sales and decreasing paideturn rateYPOWER RETAILER, 2011)

Social Mediaallows a more direct interaction with consumers in a wayithat
is easier to obtain thefeedback Customer opinions arnenportant to improve the
products, cuemer servie, and merchandisesn additional benefit of this direct
interaction is thatrelationships arestrengthenedvaluable customeinsights are
acquired brand loyaltyincreasesnd product innovatiooan be fostered

It is believedalso that Social Commercavill lead businesses to have better
CRM (SAP, 2011) By making social CRM, companiesnhancetheir skills for
undestandng better their customersbeng usefulto increase sales and decrease
marketing costs. In additipwompanies are better positioned to achieve a stronger
and more differentiated market positidn, provide superiorcustomerservice,to
lower operational costs amalattain a competitive advantag@CCENTURE, 2010)

Summarizing commerce mediated bfocial Mediabrings benefits both to
consumers and firmgirst of all, ®nsumersare able tanake more informed and
accurate purchase decisidrased on information provided not only the firms,but
also from other consuens. On the agher hand firms are capable to adict potential
buyers usingpositive recommendationsf other costumersin addition firms are
able tocapturecustomers®ehavior which gives firms relevant insights about the
shopping egeriences and expectations,gieg themto develop successful biness
strategies andisconsequencgencreasaevenus.

After highlightng the benefits thaBocial Mediacan bring toretailers the
analysis willfocus onthe reasnswhy companiesare usingSocial Mediatools. In
2011, SAP conducteda surveyin orderto understand the behavior of companies
regardingthe use ofSocial Media As a result of this survay can beseen thathey
are using these platforms more for marketipgrposes than for buildingy
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relationship with cetumers.Chart 2-2 shows the most common activiti¢bat
companies egage inSocial Mediasites.

Moreover, as it is shown i€hart 2-1, it is important to remark that the
primarily objective of companies€bcial Media initiatives is not related with the
increase in sales. In contrast, it is focus on the increase of brand awararsefact
showsan alignment between companiesO objactsing SM sitesand they actual
activities performed in these welest

We promote new/existing merchandi 56%

We provide customer servic 36%

We offer coupons or other purchase incenti 32%
We engage in direct dialogue to underst 3204
customer sentimeht
We collect competitive informatid 28%

Othet

We have no active participatib 24%9

Chart 2-1 - Objectives of using Social Media sites (% respondents)

Increase brand awarenk 29%

Increase customer engagem %!
Expand customer/product ba 24%
Improve internal communicatio 11%

Othet

Chart 2-2 - Activities performed on Social Media sites(% respondents)

Since this topic will be further exploredin Chapter4, it is important to
organize the results of this analysts ensure that there is no relevant concept
missing. In order t@onsolidatehe ideasthe threestage of the purchase presses
pre-sales, sales ambstsales will be used to understath@ impact ofSocial Media
in E-commerceFigure2.1 andFigure2.2, summarizes theutcomes of the research

under two different perspectivethie company and consumer point of view.
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oal oalt 3

¥ understanding ¥ marketing ¥ communicatioh
custqmer ¥ promotion$ ¥ customer cate
r_equwement‘s_ ¥ trafbd ¥ advocacy

¥idea generatidn ¥ brand awereneks ¥ loyalty!

¥ co-creatioh ¥ feedback

¥ marketing tedt

Figure 2.1 - Impact of Social CommerceDbCompany perspective

o Furcrias L Nas! U, EuUrcrl

¥Mneed recognitidn ¥ shopping ¥Msupport

¥information experience ¥feedback
search ¥new channels for| ¥ satisfactioh

Yalternatives shopping ¥WOM!
evaluatiot

Figure 2.2 - Impact of Social CommerceDConsumer Perspective

2.1.7 SC State of Art

A survey developedby Havas Media Social and Lightspeed Reseamt
appliedamongUK Social Networlers suggestedhat whilst Social Commercéas
been considereds the next big thingt will not happen anytime sooithe majority
(89%) of peoplehave notbought anything on Faceboofet Over (38%) believed
that none of their online shopping will be conducted visoaial Networkover the
next yearandfinally 44% answered thadre notinterested in doingf, becausehey
believe that a store onSiNis lesssecure than a regulBrcommercesite.

It looks likethe main factas driving consumers to buy vi@ocial Network are
exclusivity, ease of purchasing and trust in braf@se quarter (25%) statethat
they would buy gproduct on Facebook if it was navalable anywhere else, and
11% saidthat they would do itf the product was exchive to fans Almost (17%)
believethey would buy from &ocial Networkf it waseasier than the traditiongt
commerceexperience Likewise 22% of respondents said thiey would buyin
Facebookonly from a brand they know and trugt. addition, he surveysuggested
that consumers will be less likely to spend money on-tigiet itemsb 65% of
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respondentstated that they would only spdmtween £1 and £50 on a sociaésit
such as Facebook. And védclothes, music and tickets for entertainment were cited
to be the most likely type of product that consumers would buy on Facebook, only
6% of people believethat they would buy aravel packageon the platform, for
example(HAVAS MEDIA SOCIAL AND LIGHTSPEED RESEARCH, 2011)

Rather than juspromote purchaseshnd-acebook, social technologies can be
used to improve the commerce procbeth offline and online, convertinigy into a
better and more sccial experience Some exampled of brandsengaged inSocial
Commercewere identified analyzed and then classified into eiglifferent groups

according to its purposé&he result of this process is presented below.

Social Media Store it groups all the stores involved in F-commerceand T-
commercdor instance.
¥ Delta Airlines:embedded their booking engine itacebook;
¥ Dell: uses Twitter for sales promotign
¥ Starbucks, Walmart, Carair, Best Buy, Nine West: offédrashsales
on Social Networkng platforms;
Hallmark cardssells cards on Facebagok
Channel: allows fans on Facebook to purchase products ahead of the
main launch;
¥ Moontoast: allowfansto listen music, share it with friends and buy
tracks andalbums witlout leaving Facebook;
¥ Chirpity and 8thBridge tools enabling FacebopK witter, Instagram

users to buydonate, sell things, make paymeaits fundraising.

2 http://onlinebehavior.com/analytics/sociabmmerceexamplesrom-big-retailers1288
http://socialmouths.com/blog/2013/02/05As$tateof-sociakcommerce/
http://socialmediatoday.com/index.php?g=brendanhughes/229863/sociaierce
http://econsultancy.com/it/blog/754M®1-f-commerceexamples
http://socialcommercetoday.cortddmmere-beyondthe-f-store20-notableexamples/
http://socialcommercetoday.com/directarfrmajor-brandsretailersselling-on-facebook/
http://mww.simplyzesty.com/technology/uncategorized/sec@hmerceby-brands5-greatexamples/
http://www.yourbrandlive.com/

http://www.socialpositives.com/2013/01/chirpifisociatnetworkto-watchin-2013by-cnnwhatis-chirpify/
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E-commerce with social integration
¥ Amazon, Seas, Juicy Couture, LeviOs: alldw share products with
friends and to see what they like;
¥ EventBrite: allows event organizers to plan, set up ticket sales and
promoteevents of any sizena publishthem across Facebook, Twitter
and other sociahetworking tools.

Facilitate Social Shopping

¥ Mattel: they launched OShop TogetherO which enabled people in
different locations to see what tbthers are browsingco-browse) and
to talk about diférent productsising an onscreen chat window;

¥ Wrapp: allowsa group of friends to buy a gifitr someone using a gift
card The transaction is done by all the friends together.

¥ MacyOs: helps custonter connectwhere they buy (istore). Magic
fitting roomO where you can create your deok and share with them
on Facebokin orderto ask for a second opinion;

¥ Louis Vuitton: allows sharingthe instore experience orsocial
Networks.

Build a Virtual Community: intends to helpOmotivateand give confideraOto
consumers, thu® encouragéheir purchase decisionGritics argue that thisype of
website should not be consideredSxscial Commerce even if is a place where
peopleshara informationwith a lot of affiliate linksto E-commercewnebsitesin the
other hand, advocates affirthatthose discussions may fuel sales thushould be
consideredaisSocial Commerce.
¥ Trip Advisor. theyhave recently developedrgegration with Facebook
that allows to see wth of your friends have been @ particula
location and ask them quemstidirectly through the website;
¥ B&Q: the third largest DIY store in the world, has launchedSocial
HubO Wich enables customers to add product ratings and reviews, ask
and answer each othersO questions about products,stbies ath
experiences with the products;
¥ Your Brandlive: combines live video with customer questions and

comments to create a custom brand retail store experience
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Incentivize Social Referral among othersincludes all type of goup purchasing
and cebuying websites (collective buying).
¥ Dropbox:userscan geextra free space by invitingthersto join it.
¥ Groupon:offers a deal peday witha significant discount on a product
or service. The deal only becomes active when enough people diyn up
encouaging people who sigump early to share with friends;
¥ LivingSocial a grouppurchasingplatform, givesdeak for free if the
usercan get thee friends and convince thatsoto purchase it;
¥ Twongo and BuyaPowacontinually reduces the prices when more

people sign up for a particular deal.

Trading with Friends

¥ TradeRl like eBay, but ingad of trading with merchants that the user
does not know, it is allow trading with people in its o®ocial
Network overcomingany trust issues

¥ Weedleis similar b TradePal buit is focused on procimg services
from people in its owrsodal or professional networks drased on
recommendations from pple connected with the user.

¥ Zopais a social site that facilitates pderpeer lendingd get a better
deposit ate than you would in the bank or get a better loan rate by
dealing directly with other individuagls

¥ Currency Fairis similar to Zopa but facilitates pe&rpeer currency

exchange.

Co-Creation: its aim is toencourage greater participation in productedepment.
¥ Dell: Through OldeastormGhey encourage users to outline
improvements that theyould like to seeén its products
¥ Easy fund raisin: organizers set up a facility where people could create
and sell their own online ticket booth; 25% of the ticievenue was
then given directly to charity of theshoice;
¥ NikelD: enables costumer to creaelesign; share it witlliends to see

what they think, buy and wear it;
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¥ BaubleBar:Jewelry retailerwho gives fans a choice of three deals,

then ran the mosequested deal for 24 hours.

Facilitate Offline sales

¥ Meety: New tools used for encouragimmgline communities to meet
offline. Oddbins for example facilitate wine tasting in their shops by
using services such as Meetdyow brands have a way to fatate
like-minded individuals ofans to gather at their outlets;

¥ Starbucksit integrates their promotions, discounts and produstth
locationbasedusing Social Network such ad~oursquareto reward
customers who Ocheicl© or visit their coffee shogyularly

¥ LocalResponse anGeoDealio enabls people to see the best deaisl
offers them aroundJsers browse the deals based on their location from
their smart phone or adhewebsite;

¥ Best Buy, Sports Authority, DominoOs: locati@sed checin

senicesthat reward customer who entémshe store.

2.2 Consumer Buying Behavior

The study of consumer behawsas not new and one of its focusesetatedto
the comprehensiof the Decisionrmaking Process of buyers.Some of the best
known consumer Bdsion-making models were developed in the 1@68nd 1978.
Howard developed the first consumer aigon model in 1963. Others important
models include the Nicosia model (1966), How8&tteth (869), Engel & Blackwell
(1968), Andreason (1965), Hansen (1972nd Markinmodels (1968/1974).
(ERASMUS, BOSHOFF e ROUSSEAU, 2001)

The Nicosia model was the first to stitiie focus from the act of purchasitay
a more complex consumBecisionmaking Procesdeginning with advertising an
ending with consumer feedbacdkhe act of purchasinig only me stage in the entire
ongoing decisionocess of consumers$SAHNEY, 2011)

The messages from the company initially influence the predisposition of the
consumerdawardsthe product and service. Based on the situation, the consumer will

have a certain attitude towards the product. This may result in a search for the
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product or an evaluation of the product attributes by the consumer. I6tdps
satisfies the consuen it will produce apositive response, with a decision to buy the
product ornot (SAHNEY, 2011) Figure 2.3 shows a summarized scheme of the
Nicosia Model.

Figure 2.3 - Nicosia Model

The HowardSheth model, outlined iRigure 2.4 addressed customer behavior
in the presencef multiple product choicegxplainng the way consumers compare
available products in order to choose the hbat fits their needs and desirelt
highlights the variables influencing the buyer behavior before and during the

purchaseperception, learning and attitude formation

Figure 2.4 - Howard-Sheth model

The EngelBlackwell model, showed irFigure 2.5, detailed the consumerQOs
Decisionmaking Processdy analyzing stepby-step It proposes5 steps: need
recognition, information search, evaluation, purchase and after purchase evaluation
(KIM e SRIVASTAVA, 2007)

In the first stage, the customer identifies an unsatisfied need. In the second
stageconsumer it collect information about the product and brands.the third
stage, theconsumer evaluates all the altdimas with the help of available
information.Later in stage four, the customer makes a purchase decision. And finally
in thefifth stage, consumer experiences postchase satisfaction or dissatisfaction.
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Figure 2.5 - EngelBlackwell model

In addition to the five steps dfie consumebDecisionmaking Processsome
researchers prefer todd one or more stages to give specific importanaettain
activities. For example, Miniard created a model with sevephases need
recognition, sarch for information, prpurchase evaluation of alternatives,
purchase, consumption, pasinsumption evaluation, and divestmeifhis last
phase, divestment is related to options of disposal, recycling or remarketing
(ERASMUS,BOSHOFF e ROUSSEAU, 20Q1Figure 2.6 shows a scheme for this

model.

Figure 2.6 - EngelBlackwell-Miniard model

The Consumer Buying éhavior has already been investigated both in the
context of traditionaland onlinemarketplacesHowever,due to thenew trendin
online shopping, amnalysis ofthe processn the context ofSocial Network is
required

Rad and BenyoucdR010) proposed aothermodel for understandin§ocal
Commercebased on six basic stagesncerningcustomer behaviorThese stages
are:Need Recognition, Product Brokerage, Merchant Brokerage, Purchas@ébDgeci
Purchase and EvaluationltAough each stage represents a decision making step in
the purchas@rocessijt is important to notice thatot all customers follow them in
the specified ordein the following paragraphs, a brief description of each phase is

exposed.
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¥ Need Recognition: identifying the need for a specific product or service.
Even houghthis is considered the first stage in the process, the role
played by businesses in creating bramal goroduct awareness begins
before customers become aware of a need.

¥ Product Brokeraget is the stage of information and product seassid
where consumerdetermine what to buy after a need or want has been
recognized.

¥ Merchant Brokeragett is the stagewhere happens the comparison of
merchant alternatives. The resolay lead to the next stage or send the
customerto the previoustage to search more arfation that can clarify
its decision In this stage, the buyestablishes criteriato evaluaé related
producs, taking into account also tpeomotions and acesories provided
by the merchant.

¥ Purchase decisiolit is thestage of negotiation whetbe price and other
terms of the transaction are determined. There is a possibility that the
customer returns to the previous stagesotmdre analysis. Recommender
systemsare usedo suggest accessories or related products.

¥ Purchaseit is the stage ofplacing the ordr and makinghe paymentlt
also includes the process ecommenuhg theproduct to a friend.

¥ Evaluation: it is a post purchase stage involving customer service,

evaluation of theproduct and customesatisfaction with the buying
experiere. It acts as a traition stage for customers to move from being

influenced to becompotential influencers.

¥ Mutual impact ¥ Trusted ¥ Product and ¥ Product ¥MIndividual vs. ¥Formal vs.
¥ Viral reviews and Merchant bundling Group Informal
advertismerit power of awarenesds ¥ Group Purchask reviews

¥ Recommender, friends ¥ Exploratiort purchase ¥ Reviews and

systems network ¥ Synchronous Ratings on
¥Imapct of shopping reviews
social identity ¥ Motives for
evaluatiot

Figure 2.7 - Rad and Benyoucef model

In order b understand the customersO behavior and, teedsistomer process

has tobe modeled strictly, from a customerOs point of view. Thian only be
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achieved by analyzing cusherspecific activities, desions and their influencing
factors instead of services and products offered by the company
In this way, the last model considd was proposed bigkler et al (2009)
Trying to understand howocial Commercenfluences the customer process, Ickler
et al.have defined a modéhat is summarizeth Figure2.8. The modéanalysisthe
Ocustomer buying cycle® from the customerOs point ofovienovide abetter
understanding of the customers@ab@®r and needdhe model proposecbnsists in
five phases
¥ Goaldefinition: definition of goals and requirements
¥ Information:information search and seeking of adgice
¥ Selection: evaluation and prioritization oftesinatives, decision about
which products or services will be bought
Buying: purchase of chosen product or services
After sales: buying complementary products, recwmndation, and

evaluation

Figure 2.8 - Ickler model
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3 METHODOLOGY

This chapterdescribes the methodology used to condletresearch. Before
having the objectives of the researaefined a general analysis about Social
Comnerce was carried out in order to discover the gaps existent in the literature.
Based on these gaps the research objectives were proposed.

3.1 Literature Review

Before entering into the climax of the thesis, a brief search was performed
using secondary soursén order to have a general idea about the meaniiggcial
Commerce evaluating its potentigy to become the topic of this resear&esides
defining it as the topic of this reseaydther pieces of information were obtained in
this phase and usedéa as feed for the main research

(1) ThetermSocial Commercwas introduced in November 2005

(2) www.socialcommercetoday.cosithe leading online publication for news,
comment and analysis in the field®dcial Commerce

The objective of the first gbeof theLiterature review was to understand in
deeply thedeaof SC In thisway, it wasdefinedthatthe current studyould focus
on readng all articles, since 2005esulting from the search: OSocial CommerceQ in
Google Scholar, Emerald,ci&nceDrect, Springerlink, Jstor. As the result is not
always acarate, in order teelectan articlefor readingit shouldcontain either the
words Social Commece or Social Media/Networknd Ecommerce together in the
title. This inttial analysistook around one onth to be complete&nd the second
phase lasted approximately one month and a half.

After discovering someaps in the literature, the objectives of the research
were defined athafocusedresearctwasperformed. Te topics selected to be further
investicates were(1) Social Commercelefinition and scope; (2Jocial Commerce
benefits; (3)ConsumeDecisionrmaking Process

For the frst two topicsthe websites mentioned above were queriex orore
but the result was ndatatisfactory The articles foundn the second phaseere
similar to those in the first phase. Due to the fact thatre was not substantial
changes either in the number of ag&br in the subject coverethe approach for
the literature review had to be changed. New articles werdfoy exploring the
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references cited by the authors of #récles already read. During this process, the
website Social Commerce today was rediscovered and therefore further explored.

In this website, there amany reports and white papers from 2002@4.2.
Although not allthereports and white papers were directly related ¢atdipic,all of
themwere readasthey tackledindirectly, Social Commerceéefinition or the impact
of Social Mediain E-commerce. Besidethese documents, the website offdre
option to receive by email weekly posts related to Social Commerce. These posts
were relevant for the literature reviewt justbecause of their contebtit alsodue
to the commats derived from it. In general terms, the webs$its becme a
platform where experts debatiee subject matteon its forum.

For the last topicConsumeiDecisiormaking Processhe approach used was
the same as the first seardrhis time, as the topic was ntite main focus of the
research but it wouldupport thedesignof the Framework it was establishethat 12
articleswould be readThe key words identified wereonsumer behavior, consumer
decisionmaking,Decisionmaking Processm E-commerce

Table 3-1 shows the quantity and the typepspers read during the literature
review phase. In addictioghart3-1 shows more in detailedthe number of articles
and white papers reail eachtopic.

Table 3-1: Quantity of paper read

Type of paper Quantity
Articles 56
White papers 16
Reports 13
Articles in website + 30

Literature Review!

After debne the

5! . N objectives of the
1M survey
0!
R

" Before debne the

& &%Q ocJQ & %-@ & éoé“ & & objectives of the
& & &S .\Q 3 & & P survey
RN %oo& & N &£ 03’
IR §F o VS
@"\4 *0\6o Q’é\ oy
9 & ‘b.*& %CJ

Chart 3-1: Literature Review topics
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3.2 Research Objectives

The current research targets to understand the scope of Social Commerce in
order to propose a Conceptual Model capable toritbesthe term. Additionally, a
second objective is to access the customer perception regarding Social Commerce to
better comprehend its Stadé-Art.

The methodology followed to reach the objectives proposed above can be
described in five steps:

(1) Analyze he main definitionsof Social @mmercefound in the literature

andhighlight theirsimilarities and difference$orming groups;

(2) Propose a frameworkased on the Consumer Decisioaking Rocessto

classifythe definitions;

(3) Classify thegroups ofdefinitionsinto the framework;

(4) Use the classification, the framework and the knowledge acquired during

the literature review to defirféocial Commerce;

(5) Conduct a survey taccesshecustomer perception aritd Stateof-Art.

3.3 Data collection

This section attentp to describe and explain briefly the methodology used to
develop the survey.

The main objective of the survey is &aocesghe customer perception about
Social Commercegnabling tounderstad the valuethey attribute to itand to
descrite its Stateof-Art. In order to achieve tlses goals the datawas collected
focusing inthree minor objectives:

(1) Analyze the actual online purchase process

(2) Understand the importance of interaction along the purchase process

(3) Analyze the power of Social Media

In this way,the questionnaire &s divided in three parts The first partis
aimed at discovering more about the actual situatbbronline purchasesand
understanding its weak points. Based on that, an analysis will be carried out in order
to verify if Social Commere can add value to the process, solving some of its
limitations. The second step focused on understanding the importance of interaction

along the purchase procdssa consumer point of viewhe third step is centralized
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on Social Network, with a focus o Facebook and inteadto contrast the ideas
exposed in the literature with the opinions and tendencies seen in different markets.
Thus, sme statements found during thietdature review phase will be used to trace
the analysis path. The results obtaimethis last parwill allow comprehendindgpow

Social Networks arénfluencing peoplan takether decisions andf SNshave the
potential to be useals a platfornmior commerce.

Have done a preliminary draft of the suryvéywas senfor four personsin
order to receive a feedbackhese feedbacks allowed findisgme points that were
not clear andthus,neededbe improved.After the improvements, the survey was
resent to two of the previoysersons and to another tvweople The process of
correcton happened once mar€inally, thesurveywasready tobe spread.

Once thdinal version of thesurveywasdevelopedthe current study foces
onthedefinition of the target audienc order to analyze if the differences between
cultures can influence theonsumer behavior anthe successful development of
Social Commerce, the surveylivbe applied in four different countries. In addition,
it will provide a better understanding of the current situatib®Cin a worldwide
context. For this purpose, twoeveloped countries and two developing countries
were chosen. Representing the depet countries USA and Italy were selectbaé
first due to its importancie the world and the second because it is the country where
this work taking place In order b represent the developing countri®&azil and
Colombia were chosen. sABrazil is the home country of the researcl&outh
America received specific attention chgithis survey. Among the countries in South
Americg Colombia was selectedue to itsincreaing relevance in terms of
technological improvement inside the region (Global technological fdex

According to studies (L2, 2010) the GenerationY, also known, as the
Millennial Generation othe Internet Generations tre future of prestige wheit
comes to Social Commercthey have a strong preference for digital content and
social interaction. This generation was bbatween 1977 and 1994, beimg2013
persons betweeh9 to 36 years oldn this way, due to time cotmaint and lack of
resources tinterviewa larger samplehe current work targeted to reach at least 200
persons belonging to Generation Y in each courtayinga significant sample of
the population thabetterrepresents the future of Social Commerce

3 http://www.mintic.gov.co/index.php/mnews/2073colombiamejorasu-posicioreninforme-dekforo-economicemundial

-que-mide-el-desarrolletecnologicede-los-paises
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After a month of running the survey in each country, a total of 938

respondents were reached, being describ&alohe 3-2.

Table 3-2: Profil e of the respondents

Country | Participants| Age range | Age Average| Male (%) | Female (%)

USA 213 19-35 25 47% 53%
Italy 242 17-36 24 47% 53%
Brazil 251 16-37 26 50% 50%

Colombia 232 18-33 25 48% 52%
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4 RESULTS

This chapter presentsahesultscoming out fronthe researchlhe first section
includesthe analysisof the definitions ofSC, the proposedrrameworkto classify
them and théinal classification of the main definitienThe secondection presents
the Conceptual Modalsed to define Social Commerdeinally, the thrd section
showstheresults of thesurveyperformed in this work

4.1 Classification of SC definition

As a starting pointbefore reading this section, it is highlgcommended to
recapture all definitions exposedin Section 2.1.4 in order to facilitate the

comprehensioasthe definitions will be referenced but notwneitten.

4.1.1 Grouping the definitions

By reading the definition of Social Commeydes ease to notice that many of
them have the same scope, changing just the way they were written. Therfste, a
analysiswascarried outin order to grougsimilar definitions together aneéduce the
guantity into a more useful set of definition&fter grouping them, a comparison
among each grougioneto have a better understanding about their differences.

To help with the analysis of the similarities and to guarantee an unbiased result
a computer program was used to access the words used thenrdefinitions of
Social CommerceFigure4.1 presents the result of this process, thenber showed
in bracketsndicates the frequency of the words.

commerce

media
online

social

Figure 4.1 - Most common words used to define Social Commerce
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Bearing in mind there ar29 definitions of Social Commercand conglering
the quantity of the wals that appeared the most, it is possible to affirm that o
similarity among all definitioa is that Social Commerce is related to the use of
Social Media. This characteristic wgrthless for dividing them into groups bigt
useful to get insights about the scopé&otialCommerce

Another common point foundhis timenot detected with tb previous method
but after reading carefully all definitionis that Social Commerce uses Social Media
to support interaction.

Continuing the analysis, it can beticed that other import words are: Online,
Purchase (buying), Consumers (customers), Networkspntinerce, Shopping,
Decision, Interaction, Friends, Experience. Relying on these words, each definition
was analyzed and dividedtinone groupTable4-1 shows the result of the analysis.

Table 4-1 BSocial Commerce definition divided in groups

Words used Scope # Reference
. . . 1 BEISEL, 2
Using Social Media (BEIS 005)
. 2 (RUBEL, 2005)
E-commerce| tools in Ecommerce
6 (AGRANOFF, 2008)

Purchase sites to support
19 (RAD e BENYOUCEF, 2010)

26 | (HUANG e BENYOUCEF, 2012
(DERAGON, 2008)

purchase decision

8 (GIBBONS, 2008)
. Commerce irSocial | 10 (MATSUMOTO, 2009)
Social Networks with
Network 18 (STEPHEN e TOUBIA, 2010)
Purchase comgete payment
mechanism 21 (BOOZ&COMPANY, 2011)
22 (CURTY e ZHANG, 2011)
27 (LIANG, HO, et al, 2012)
4 (DECKER, 2007)
Use of Social Media | 14 (HUGHES, 2010)
Online, tools to support online
Purchase or offline purchase L (MARSDEN, 2010)
decision 24 (POWER RETAILER, 2011)

28 (WANG e ZHANG, 2012)
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Interaction Transaction as a resul
Costumer’ of interaction between| 3 (GOLDSTEIN, 2006)
company and custome
5 (RAITO e HEYER, 2007)
9 (IBM, 2009)
. 11 (RAIMAN, 2009)
Interaction Tra_nsactlo_n as aresu
Decision " | of interaction among | 12 (SHEN e EDER, 2009)
customers 15 (JACKSON, 2010)
20 (ZUJEWSKI, 2010)
29 (BRESNARK, 2013)
Connect to customer t
listen and understand
them, anticipating and 13 (ALTIMET ER, 2010)
_ personalizing shopping
Shop_plng offers
Experience Shopping together | 23 Josh Goldman,
Offer something that
traditions purchasing | 25 Ralph Risk
processing cannot

Althoughit is already possible to i@ a general idea abo8bcial Commerce,
there are stilsome aspects to be understood, i further exploration efforts.

(1) Among whom SC intends to promote interaction?

(2) What is the business modelSg?

(3) What arethe objectives souglior those engaged BC?

Up to this point the study was dealing with similaritiesSoicial Commaere,
but in order to findthe answes to the issuementionedabove,it is necessary to
focus on the differences among the definitions.

Even if the scope o8C is not well defined, finohg an answer for all the
guestions based on the definitsogathered isnot difficult. Regarding the first
guestion, SQoromotes interaction between companies amlsemersand among
consumersSocial Commerces addressed for consumers and it can be performed by
a company (B2C) or by an individual itself (C2@nsweringthe second question.
Concerning the third questionhe main purposes o5C are to sell to build a
communityandto create a new shopping experientable 4-2 summarizesll the

information explained above.
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Table 4-2 - Differences in Social Commerce

Issues Addressed Differences

) Among consumers

Interaction .
Between companies aednsumers
. B2C
Business Model

c2C

Build a community

Objectives Promote sales

Creating a new shopping Experee

Resuming the group divisions made in Tablg, 4t is important to remark that
despite having the same objectwgithin each group, they still are nobmpletely
homogeneousside The heterogeneity is related to the pased bycompaniedo
reach the final objective. Therefore to analyze the differences between Social
Commerce definitios is important to understand all possible waysathieve a
desired goal.

Regardingwebsite focused on building a comnity, the community can be
built for interadcion among customersr to establishdirectly dialogue between the
company and its customelts. the first case, the objectivetis promote information
sharingto increaseconsumers@ust ; products and m brand. In the second case
the objective is tainderstand better costumer needs, getting feedback from them and
even providing customer care.

Concerningwebsite aimed at selling, the main differerm@mong themis
related to the channelsed to conducsales.Social Media tools can be used to
promotepurchase online or in Brick and Mortar storé®sr online salestican be
done by addingSM tools in the Ecommerce website, or by addingcBmmerce
functions,e.g transaction mechanisms, to Social Netwotkscontrast, for offline
sales, SM tools can hesed to promote the circulation of coupons, discounts and
promotions codes.

Considering websitetargetedat creating a new shopping experiendeisi
possible to innovate the traditionahline purchase process three different ways.
The first one ha#s focus on the purchase phaaltowing people to shopogether.
The secondvay is topromote integration betweetompany and customers. This
integration has d@roader purpose, it is more thgust understandingustomersO
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needs and getting their feedkacit is about acquiring a large amount of information
to provide personalized offers for each coso. The last alternative is by joining
many features together - Social Shopping personalized offers, ewreation,
multichannel interaction andcet- in order to offer adifferentand nore complete
experience thatraditional purchasing press is not abléo offer. To facilitatethe

comprehensioonf these idegd-igure2.2 outlinethe analysis done so far.

Shopping Experience

Transactions Community
///’ ‘\\\
_ § \\
7/ ~N N\
[ ( Connect Customers
" \_ toclient / interaction
New experience \
— Online or Company

Social "\ | in-store interaction

L\\Shoppingx/’

;//"'

N\
N A

Figure 4.2 - Scope of Social Commerce

After all similarities and differences in Social Commerce definitions have
been identified, the next phaleuseson the proposal of theramework

4.1.2 The Framework

The Frameworkdesignedin the current study idased ornDecisiormaking
models ancttempts tanalyze thesequence of steps the custorsigouldgo through
in orderto reach successfully the desired outconié® choice of a processthe
base of the Framewaslies in the fatthat the difference between definitions is not
just present in the final purpose of the organizab@elling, buildng a community
or creatinga new shopping experienéebut it can be foundall along the pathhat
companies takéo reach these objeetis. Based on Section 2.2 where @asumer
Buying Behaviorwas analyzed, th®ecisionmaking Procesgan besummarized

into a five phase processes, showeHigure4.3.
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Figure 4.3 - ConsumerDecisionmaking Process

As was showed inetion 2.1.6Social Commerce has an impact in all of these
phasesTherefore based orthe information gathered in both sections the result is
presented in the scheme showe&igure4.4. This schemavill be used as a starting
point to desigrthe Framework

¥ need recognition ¥ shopping ¥ Support
+5,-./0123,/-$45206 7% experience ¥ Feedback

¥ alternatives evaluation ¥ new channels for ¥ WOoM!

¥ co-creatioh shopping ¥Communicatioh

Figure 4.4 BImpact of Social Media in theDecisionmaking Process

To complement thenformation presented ifigure 4.4, the outcomes of the
analysis about the similarities and differences in Social Commerce definition (see
Figure4.2) will be used to guide the design of fhkameworkas well.

The firststageto be exploreds the Prepurchaestage This phaseovers three
steps of the purchasing process: Need recognition, Information Search, Evaluation
and Selection of alternative3raditionally, companies focus on marketing and
advertisement in order to create a need in their costumérsldm to establish a
competitive advantage. In fadh create a competitive advantag®re and more
companies are involving customers in the development phase not just to provide
them personalized solutions but to increase their involvement duringuthiegb
process. Therefore, before thiease oNeed Recognition, a phase called&@eation
will be addin the model. Another change thaitl be proposed is to merge the phase
of Information Search and Evaluation and Selection of alternatives in jushase p
calledDecisionmaking
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The secondstage is the #rchase Social Media can transform the traditional
model of buyinga productinto a new shopping experiencéhis new shopping
experiencdanvolves the mixture of the online and offline dimensi@as wdl as the
creation ofa platforms allowing sharing the action of buying with friends or even
allowing people to buy where they connect.

The Postpurchasestagecovers all activities that happen after the product is
sold. Social Media can be use to suppmustomer care, to get feedback from
costumers or to built eemmunity either to encourage WenttMouth referrals or to
establish a dialogue between company and customers. In this way, this phase can be
explained based on these three main fonst suppat, feedback, and community.

The analysis of the main phases of ecisionmaking Procesprovideda
complete overview about tiferameworkbut some small changes need to be made
before presenting the fingbroposal. TheFramework is developed fromthe
conpanyOs point of viewhus the first change is to rename the phase ONeed
Recognition® based on the customerOs perspective for ONeed CreationO mol
appropriate for the companyg#sspective. The second change ibriak the idea of
a processdisconinuing the notion ofa sequence of steplsat need tde followed
one after the othiebut keepingthe dimensions that should bevered by each phase.

After have doneall the modificatios and adaptationsFigure 4.5 presentsthe

Framevork proposed.

\/
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Figure 4.5 - Framework

4.1.3 The classification

Oncethe framwork has been defined the next step targets to classify the groups
of definitions. But for cssifying them it is necessaty describein more details
each one of the group considered. In otdeclarify possibles doubts derived from
similar descriptions #gamain objective of each group sva identified.
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A website that fits into the description of one group busdu®have the same
purpose of it cannot be labeled with that namhable4-3, presents a explanation for
each cluster.

Table 4-3 - Social Commerce groups explained

Group Focus Description

Online  stores containing  paymen
Social Network Sal mechamsms, inSocial Network. The tansactiong

ales
commerce are performed within the platform rather than

the retailerC&-commercesite

E-commerce websites that uSecial Media

) tools to support social interaction (collaborati
E-commerce with

_ Sales | advice, infamation sharing) in order to assi
Social tools

consumers to makéetter decisions about th
purchases they are making.

_ Businesses that use social totspromote
Socialtoolsto ) ) _ )
Sales | purchass, either online or in a brick and morf
support purchase
store

Aimed at promoting WOM referrals ar
interactionamong customers, mainlyith trusted
individuals to increase trust in products a
Community buiél | Interaction| brands. The community can also be built a
communication channel between company
custoners. Transaction is a consequenceof

interaction

Focus on thenteraction betweegompany
and customers (listen, understand, persong
Shopping Shopping | provide special offers for fas) and among
Experience Experience customers recommendatio, information share
WOM, sh@ping togetier) to improve shopping

experience.
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Due to the importance of Facebook and the new trendaaiimerce itis
important to explaisome points to avoid misunderstandinglthoughall Facebook
storesare classifed ag-commnerce regardeless of their purposepncerningto
Social Commercét is necessary to diferenciate them. If the stor&anebookhas
the objective to sell, i.e., @ontains a transaction mechanisms that allows customers
to purchase a product or a serweghout being redirectioned to another website it
shouldbe considered OSocial Network commerceO, otherwise it should be classified
into OFcommerce with social tods or OCommunity builtd depending on the
objective sought. The same is valid for the otBecial Networks, for instance
Twitter and Google+.

Another aspects that aveorthy to mentionis aboutSocial NetworksO profiles
used for marketing. In a first scaih may seem that there is no group to classify
them but marketing inSocial Network recéves a specific mae, Social Marketing
and it relieson social interaction either to increase brand awereness or to promote
new products across the community. Therefore, the focus of Social markseting
merdy, advertisementjt is alsoto create a cmmunity to promote interaction.
Thereby this type oBocial NetworkO profiles should be classified iG@@ommunity
builtd

Additionally, for better understandine classificatiordoneit is importatto
explain that each dimension of the selling process considereds essential,
desirable or unexpected depending on the purpose of the group. An essential
dimension is &pecificrequirement for the group. Therefore, all essential dimensions
togetherimpose the specific areas that a website should coverorder to be
considered part of the group. These prerequisites amndsethat really differentiate
one definition from the otherAsit can be noticedhere is no definitionhatexactly
matcheghe same essential dimensions. One the other hamdjrallle dimension is
not mandatoy but is expected to be segnthat group. They are not the main focus
of the group but their existance will support the achievement of the final goal. At
last, an unexpected dimensions are the ones that are not expgechexrl preseed
which does nomean they are undesirable. They can be used as a mechanism of
differentiation, adding value to the business.

Once all considerationhave beermade, Table 4-4 presents the result of the

classificatia.



Table 4-4 - Classification of Social Commerce Definition

Pre sales Purchase After Sales
Social interaction for: How purchases are made? Focus
Dimension|  Co- Need | Decision| Social : . On Social .
Clusters creation | creation| Making | Shopping Online | Offline Networks Support| Feedback| Community

Social Network commerce

E-commerce with Soal tools

Social tools to supposales

Community build

Shopping Experience

Caption

Mandatory dimension
" Expected dimension

Unexpected dimension
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In the same wayhat all moded and methods proposed requiedidation, the
Frameworkdeveloped and the classification made also need to be valittatder
to prove the consistence of the work dosome examples ofocial Commerce
collected n the Sectior2.1.70f the Literaure Revieware going to beised

The first stepof the validation process to select one website of each group to
represent the whole groufss just one website will be chosen geection should be
done carefully fomot invalidating the final resulThus, aprelininaryanalyzeof all
examples availablen each groupwill be carried out toverify whether the grougs
homogeneousr not. In case of heterogeneity, the group will loévided in sub
groups and one examptd each sulgroup will be chesen. Table 4-5 shows the

result of the fisrt phase.

Table 4-5 - Social Commerce examples

Group Examples Sub-group | Site selected
Delta Airlines,Dell, Starbucks, SN with Hallmark
Social Media Walmart, Carrefour, Best Buy, payment cards
Nine West, Hallmark cards: sel
Store SN without |  Starbucks

cards on Facebook, Channel
Moontoast Chirpity, 8thBridge. payment | (on Facebook

E-commer .
90 e_ ce Amazon, Sears, Juicy Couture
with social . x M Amazon
. . LeviOskEventBrite.
integration
Facilitate N | Multichannel|  MarcyOs
act I. Mattel, Wrapp, MacyOs, Louis
Social Vuitton Social |
Shopping Shopping Mattel, Wrapp
Build a _ _ Foaus on sell B&Q
Viurltual TripAdvisor, B&Q, Your >
_ Brandli Focus info . .
Community andlive chare TripAdvisor
o Cloud
Incentivize Dropbox,Groupon, Services Dropbox
Social LivingSocial, Twongo and
Referral BuyaPowa Group Groupon
buying

Trading with Tradepal, Weedle, Zopa,

. . — |
Friends Currency Fair Tradepa
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Co-Credion Dell, Easy fund raisinNikelD, NikelD
BaubleBar

Meetup, Starbucks
Facilitate LocalResponse and GeoDeali

Offline sales Best Buy, Sports Authority,

DominoOs:

GeoDealio

The second step i® analyzeall the selected websites in more distand
classify them into theFramework In order to perform a more discerning
classification, attributes related to each dimension in the model were identified
beforehad. These attributesumarized infable4-6, establish someharacteristics
moreconcrete and ease to identify, facilitating the classificalibwe. results of step
two is presenteth Table4-7.

Table 4-6 - Attributes of each dimension

Dimension Attributes

Co-creation Personalization, coreation, suggestion

Promotion, special offers, discounts, recommender syst

Need Creation Popularity Listsmarketing email, advertisement of produg

Chats, discussion boar@giestion & answers)QShare, like,

Purchase decisior tweet, +1 Pin itD buttonAsk a friend

Online ShoppingCart buy button

Offline Checkin functions, promotion code, coupoun, mobile ap

Social Shopping | Platform allowing to share the action of buying, refer a frig

On Social Buy button on Social Network (without been redirected
Networks another website)

Support Functions for customer care

Feedback Rating and reviewsomments, Tell us your opnion

Community Social Network profiles, forugrfollow us, blog
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The laststepis to insert each website intme of thefive clusters previous
defined- Social Networks commerce;&mmerce with Social tools, Social tools to
support sales, Commity build, Shopping Experience using as thecriteria the
mandatories dimension this way, it will be possible toheck if the classification
of the websitegnatchthe classification of the clustandif the five clusters were
enough to explain all the cas@$e resul of this phasean be seen ihable4-8.

During the validation phase,gap regarding the clusters defined was found.
Initially there were five clusters but the analysit the examples showed the
necessity ofcreating a new one that involved just tBecial Shoppingexperience
itself and o other requirements. Adding this new group, called OSocial 8h@ppo
the existing clusters, the current study came up withore complete and reliable
classificatons of Social Commerceéefinitionsthat helps in the development ahe
next steps offte researchThe final classification of Social Commerdefinition is

shown in Table4-9.



Table 4-7 - Classification d the selected examples

Pre sales Purchase After Sales
Social interaction for: How purchases are made? Focus
creation | creation| decisions| Shopping | O"in® | Offine | {8 JORE! | Support| Feedback| Community
Hallmark cards X X
Starbucks X
Amazon X
MacyOs X
Wrapp X
Mattel X
B&Q X X X
TripAdvisor X X
Dropbox X X X
Groupon X X X X
Tradepal X X
NikelD X X X X X X
GeoDealio X X X X X

Table 4-8 - Validation of the Framework




Table 4-8 BValidation of the Framework

Pre sales Purchase After Sales

Social interaction for: How purchases are made? Focus
Social Networks commerce | |
Hallmark cards X X X
Community build I " " I
Starbucks X X X
Dropbox X X X
TripAdvisor X X X
EC with Social Tools | | "
Amazon X X X X
Tradepal X X X
Mattel X X X X
B&Q X X X X X
Social Shopping |
MacyOs X X
Wrapp X X X
Shopping Experience | " " | g |
NikelD X X X X X X X
Social tool to support sales | | "
Groupon X X X X X
GeoDealio X X X X X




Table 4-9 - Final classification of Social Commerce

Pre sales

Purchase

After Sales

Social interaction for:

How purchases are made?

Focus

Dimension
Clusters

Co
creation

Need
creation

Decision
Making

Social
Shopping

On Social

Online | Offline Networks

Support

Feedback| Community

Social Network commerce

E-commerce with Social tool

Social tools to support sales

Community build

Social Shopping

Shopping Experience

Caption

I Mandatory dimension
" Expected dimension

Unexpectedlimension
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4.2 The Conceptual Model

The analysis andlassification of the websites into tlkf@ameworkdesigned
was essential to reflect more about the meaning of Social Commerce. Combaing this
information together with everything that was learmedhe literature review it is
possible to explain whagxacty, is Social Commerce.

From the beginning, it is important to say that, in contrast to many definitions,
SCshouldnOt be seenasynonymouf:

¥ A specific ypeof website
Social Shopping
Purchasethrough Facebook or oth&ocial Network
Group buying

Creation ofa new shopping experience

K K K K K

Spacefor shoppers to interact and exchange information for a better
decision making

¥ Interaction among Busineasd nsumers

¥ Engagement or Goreation

¥ Marketing inSocial Networkto increase brand awareness

All that was mentioned abovés related to Social Commercauitbcannot be
used to define it, being justays to promote or facilitat®8C. Social Commerce is all
about interaction amongonsumerslt is also related to the concept \&ford-of-
Mouth powered by theSocial Media Therefore, & purchasing decisions resulting
from the interaction between one or more consunhatplays the role of initiatoror
influencer are considere&gbcial Commerce.

It is important to highlight that an organization may relate to diftere
audiences simultaneously, for exampleonsumers, others companies and
government. However, in the particular case of Social Commerce, the main concern
is the @nsumers The company can interact with its custers during the selling
process (online omistore) or can have a omey interaction with them through
advertisementEven thougtthis process involvethe participation of consumers it is
not enougho be consideBC as it should bdased on the interactipexclusively,
among consumersn orde to provide a graphicachemeabout whatwasexplained
previously,Figure4.6 is introduced to illustrate in brief the scopeSaf.
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Figure 4.6 - Social Commerce scope

Social Commerce should be seen as a dynamic process without a settled
starting and eding point.The process starts from an initial state of small relevance
and, depending on the number of people involved in the process can remains small or
become larger. The consequences might be beneficial if consumers start to act as
advocates or mighte disastrous if the opposite happens.

Social Commercshares some characteristics of the traditional bugmgess
but has its focus on the interaction with other people to creagsvaneed oto be
usedas information source for the vaaluation of altenatives. As a consequenoé
these interactiona purchase decision will be taken.

It is important to remark th&C is not limited to the online environment. The
purchase can be done either online or in a store and the interaction can happen
through thdnternet or personally.

Another point to clarify is that interaction between company and consumer is a
key element for social CRM, social marketing andcosation but is not ady
element for SCasit can happen even without theterference of the compg. In
spite of not being necessary, this interaction can be good in the sense that the
company can create content for people to talk and sociahzéng upn a sale

Having provided all the information necessary for understanding the base of
Social Conmerce, the model developed in the current study is bast#teanalysis

of thelevel structure showed iRigure4.7.
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Figure 4.7 - Structure of analysis

The first level embod& Social Commerce as a purchase process. Moving
towards a more detailed level of analysie current study attempts to differentiate
Social Commercérom others types of Commercdeighlightingthe social attributes
involved n the process. A further biledown of the structies stresses the key
elementausedto clarify and explain the procedsinally, the structure proposes the
identification ofsocial tool¢o support and promotocial Commerce.

Once the structure of analysis have been settledd curent work proceeds
with the elaboration of th€onceptual Modelshowed inFigure 4.8, aiming at
defining the Social Commee process.

A brief description of the model suggests that Social Commerce can be seen as
a process involwvig five steps and it can be influenced by some factors called
Facilitators. In this way, Social Commerce shifts its definition into a wider concept,
requiring some changes in the initial Framework, showd€lgare4.5. The idea b
three phasespre sales, sales, and after s&esntinues to exist in the model but the
dimensions considered important in each phase needed to be redesigned. The main
reason of these chandess in the facthat theFrameworkwas developed to clags
the definitions of Social Commerce and not to provide a conceptual defiaftion
According to this, the dimensions that are not essential to define Social Commerce
were excluded ofhe model and thosmost relevantvere classifiedis facilitatorsor
split within the levels of analysis.

A more detailed study is necessary to explain each tdvahalysisand the
facilitators involved in the proces$hus, the completbreakdownof the model is
presented in the following sections.
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FACILITATORS
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Figure 4.8 - Social Commerce Conceptual Model

4.2.1 Level 1. Purchase process

The first level assures that Social Commerce is, in fact, a process, involving the
three main phases of a traditional purchasing process. In genera) tieenbree
phases considered are: fw@chase, purchase, pgairchase. In order to provide

more information about the process it is recommended to review the S&@tion
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4.2.2 Level 2: Social Cycle

The second level adds a social dimension to the purchase process. It consists in
five phases: Content creation, individual iasktion of the content, social
integration, purchase decision and pwmstchase decision. The first three phases
belong to the prpurchase stage, while the others two belong to the purchase stage
and posfpurchase stage, respectivefgenerally the so@l cycle starts with the
creation of content. This content, at some point, will reach an individual, provoking
integration and conversation. As a consequeagaurchase decision will be made,
leading to a pogpurchase action.

4.2.3 Level 3: Key elements

Thelast level includes all the elements used to explain the phases in level two.
Trying to explain them separately and out of context it is difficult and, therefore, a
integrated analysis is required to link botltevels In this way, the following
investigaion begins with the description of each phase in level two, targeting the

identification of the elements that play a significant role in the process.

4.2.4 Integrated analysis

The process starts in the gyarchase phasd@he first stepof this phasaes the
creation of content to socializegonsisting on texts, images, video, or other
information that can be sharetliring a conversatiomwr throughpostsover the
Internet This content is created by the companiesthe form of advertisemenr
by the consumerin the form ofUsergenerated ContentJGC is defined as the
material available online that is produced by the users, for@rauestioranswer
databasesyidecs, photos, personal blogs, podcasts, forums, consumevisfsr
Social Networkpostsandwikis.

The content will start spreading greventually it will reach an individual. In
order toemphasizehat this process can hapdawth in the online universe amthe
real world the category of individual was dded into two: virtual person and
natural person. The individwglplay an important role in thprocess, acting as
intermediaries between companies and other individuals and segavaat will be
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consideredsocial Commerce from what will not. Messages coming from companies
and reachingdirectly, a consumer can be treated as advertisement or commerce but
not SC. For this to happenthe message should arrive to the consuthesugh
another individualwhoeverit is, a previous buyer, a potential buyer or a pers

without buying intentionFigure4.9 explain in detaib summary othediscussion.

Commerce

Company «—> | Consumer

Social Commerce

Company — Consumer

Figure 4.9 - Relationship in Social Commerce

Continuing the process, people will respond to what was seen, read obyeard
interacting with it. It is wortia to mention thathe interaction is not limited to a
conversation between peoplg can also comprise the attention givenctrtain
content if this contentaffect or change the individual perception or behavior.
Accordng to this, interactions can occur in three different ways: between an
individual and content, between consumers, or among individuals belonging to a
community. The interaction between an individual and content doesnOt involve
another individual. It canazur, for example, when a person see a post on Facebook
and get interested about the product or the service. The interaction between
consumers, normally, happens when the potential buyer is looking for information to
make a better purchase decision, stgrthe interaction with other persons in order
to gather knowledge and evaluate alternatives. Finally, the last type of interaction
takes place within a community, where a group of people is connamedda
common interest and collaborates by shariegigdand information.

As already mentioned, consumers could have an existen} indgeding the
interaction intentionally. Contrasting to this case, a consumer can enter in the process

without any purchase intention, being driven to the creation of aneed due to its
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interaction in the proces§Vhat reallymatters athis pointb purchase stag®is that
a purchase écision of buying or not buying a product wdllise as result of tkse
interactions.

The laststep covers the actions performed after flhechase, known as the
postpurchase stagdhe individual, after testing @roduct or receiving theervice,
evaluates its degree of satisfactwith respect to its expectationSonsequently, the
consumer is able to decide whether to create more cphtdping future buyersm
their decisioamakingand feeding the Social Commerce cyclical process or not. The
creation of contentan be done through the WOQMy creating mordJGC or by
collaborating within a community. In this wathe Social Commere praess is
recycled assuring itsontinuity and dynamisnit is important to consider that some
individual will stop its participation in the process, some will remain and new

entrants will appear, updatirmgnd restarting the process

4.2.5 Facilitators

Once theprocess has been explained, gestion focusesrothe analysis of the
facilitators of Social Commerce. A facilitator, as its name suggests, is any type of
tool that even withouttaking a particular position in the procebslps tosupport

and promot&C.

Summarizing, the most important tools are listed below:

¥ Social Media this facilitator groupsmainly, Social Networks. Additionally,
it covers blogs, forums, wiki, videos and photos sharing platform, podcasting
and bookmarkers. This category alscludesSocial Mediastore engagegd
for example in F-commerce.The following figure summarizes how Social

Media facilitates Social Commerce.

: : Creation of Purchase

Figure 4.10- Influence of Social Media inSC
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¥ Community Buildwebsites sites focused ro building virtual communities,

connectingconsumers orcompanies and consumerShese communities
focus on instigating the collaboration among members in order to share ideas,
information, solve problems and doubts. i aimed & contributing
motivating and givingconfidence to the participants, encouraging them to
take purchase decision§he following figure summarizes how building a

community facilitates Social Commerce.

Information Purchase

sharind decision

Figure 4.11 - Influence of Community build websites in SC

¥ Companyclient interactionit refers to any contact between the company and

the client,whicheverreason, being for advertisement, ppstchase support,
feedback and/or customer insigiihe following figure summarizes how this
interaction facilitates Social Commerce.

Satisfaction;
E—- Purchase

decision
awereneds

Figure 4.12 - Influence of Company-Client interaction in SC

¥ Mobile apps applications usto keep people always connected, facilitgti
integration andalso purchasesThe main group of apps irhis category
involves the ChecinOsappsbased on customer location to promofgiine
sales. The following figure summarizes how mobile facilitates Social
Commerce.

I"HSS%& ($)! 2,1&3-/%!

(S*(CH(* - 0$%1-& (#3! *Qo&(/(#3!

Figure 4.13- Influence of Mobile apps in SC
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¥ Co-creation toolsTools use teencourage participation of consumershe

product development. It attempts to reach a higher level of engagement and
consequentlya higher probability ©sharing this experience with others,
attracting new entrants in the proceBse following figure summarizes how

Co-creation facilitates Social Commerce.

Purchase

Co-creatioh Engagemert decision

Figure 4.14 - Influence of Co-creation tools in SC

¥ Social Shopping Tooistools that allow sharing the action of buying with

another individual, for exampleeal time chattingco-browsing and share
buttors. The Pllowing figure summarizes how Sociah&ping facilitates

Social Commerce.

Involvement
of others in
the proceds

Social
Shoppingd

Shopping
together

Purchasing
decision

Figure 4.15- Influence of Social Shopping Tools in SC

¥ Social Referralslt occurs when one consumer calls another individual in

order to join an activity or purpose. There are specific websites that target to
incentivize social referralsincluding all type of group puwhasing and
collective buying websitesThe following figure summarizes how Social

Referrals facilitates Social Commerce.

Involvement of

Social others in the

Purchasing

Referral$ process decision

Figure 4.16 - Influence of Sodal Referrals in SC
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¥ Rating and Reviewdt is the most basic and used tool to add a social layer to

the traditional E-commerce websige This tool helps to increase the level of
confidence on products, services and sellers. It is important to remargythe k
role that ratings and reviews play in websites specialized in C2C commerce
such asBay, being one of the uniqueays to guarantee the quality of the

product sold and the trust on the selldre following figure summarizes how

Rating and Reviews fadihtes Social Commerce.

Assures :
Rating and connectivity Evgrlggﬂgtr} of Purchase
R (not on real service/seller CeEeer

Figure 4.17 - Influence of Rating and Reviews in SC

4.3 Survey Results

In this sectionthe results coming out of the survey are exposedaaatyzed
The structure of this sectiondasvided into three steps following the configuration of

the survey.

4.3.1 Step 1: Traditional online purchasing

As a start point, the objective is to discovemwhhappy are buyers with the
actual onlinepurchasingprocess and verify how Social Commerce can awerits
weaknessesThe survey shows that more than 90% of consumers are satisfied or
very satisfied with the actual online purchase process. But, despite the high
satisfactionconsumers still have some complains alout

The majority of complaintsubmtted were recurringand similar among all
countries,Table4-10 summarizes thenin generaterms the main complains were
about trust, returned products, payment and delivery conditions. Three out of four
can be, directly or iirectly, minimized by Social Commerce, the only one that
cannot is the delivery conditions once it is strictly related to the company policies
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Table 4-10- Main complains about the actual online purchase proess

Phase

Category

Complain

Pre purchase

Product

More detailed description about the prodgmainly in the
apparel sector)

More information about the return and exchange policy

More information about the vendor and/or the precedence ¢
product

Better and more photos showing the real attributes (colo
dimensiort ) of the product

More photos and videos of the products posted by othe
customers

More reviews from other customers

Possibility of testing/seeing/touching/feeling the product

More discounts

Site

More simplicity in the search

Less advertisement

Tool for compare products

Better recommender system

More privacy regarding all customerOs information

Decision
making

Interaction with other people

Ways to contadhe seller to clarify any doubt (Q&A directly t
a person)

Augmented reality to better visualize the product

Possibility to customiza product

Purchase

Payment

Transparency during the payment (no hidden fees)

Easier and safer transaction

Agility in the purchasing

Possibility to purchase without register

Delivery

Shipping price

Faster and more precise delivery date

Possibility to scheduled delivery date

Possibility of tracking the product
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7 Customer service nme interactive

& | Support

% Better customer service in solving problems
o

7 Clear policy for returning a product

& Returns

More agility and trust to change a product

Many people buy online products that they saw first in a store and found
online for a cheaper pec Othersuse the Internet jador gathering information,
going to a store to purchase the producthe reason for that, according to the
survey, it isthe lack ofguarantee that theebsite/selle is reliable orthe producis
really what it seems to bas it is not possible t®eeor touchit. In order to solve this
problem, consumers are claiming for more informatigrhotosand, especially,
feedback from other customers. These feedbacks would help consumers to increase
thar credibility eitheron thewebsite, seller, produdffered orserviceprovided. In
addition, it would helghemto bemore aware about what they are buyihge two
points benefits also the business itself, azantribute for increasing both online
sales and customer satisfaoteind decreasing thrate of returned products.

Social Commercean mitigatethe problems of credibility and awareness
because for ito happens necessary interaction among peppdsulting in advises,
recommendation or feedbacks that will increasesumers@ust and lowertheir
uneasiness about the post purchase actions

Another reason for discontentmerg that consumers would lik® havea
faster paymentprocess being by purchasing without register or without inserting
credit card details in ewerpurchase.With the rise of Social Commercehe
integration between -Eommerce websites and Social Netwottkas increased
permitting a quicker purchase proceige to the information already saved within
the Social Netork accountavoiding the need ofegister or inseig credit card
details in every acquisitiorhus, Social Commergcence morgprovidessolutiors
to improve the online commerce.

Recommender systems have become extremely common in recent years. It
produce a list of product recommendans that usermay have an interest in. This
system is another factor of dissatisfactias can be seen @hart4-1. Although it
attempts to provide good suggestiganst few users find it useful. Some respondents
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mentioned tht recommender systems should be improved but the privacy issue

should be always taken into account, mainly in the USA.

Recommender Systenis

60%d
509
40% 1 1 8 1 8§ B
30% | B USA!
209d ¥ ' ]
10% Italy!

0% Brasill

They provide It attempts to  1Od prefer to This makes my | have never Colombid

useful provide good discover thingscustomer rights  seen this
information suggestions but on my own!  feel violated function!
according to myrarely catch my
needs so | bnd it attention!
helpful!

Chart 4-1 - Perseption about Recommender System

4.3.2 Step 2: Interaction

The objective ofstep two is to analyzeby a consumer point of viewhe
importance of interaction among consumers along the purchase prGhassi-2,
attempts to compare the degree of relevance that customers see in interacting with
anothercustomeduring thepre-purchase anthe purchase phase.

Importance of interaction to!"

4
Customize a product )__/0## : : : : :
! 12.34/# . . | | .
!I 56/6784.# | | | | |
Gather information YrH [ [ [ [ | . .
about the product - Jo# [ f f f ( 9:20#,7,62-.<-#
you are planning to /12.34/# | | | | |
buy! 56/6784 # | | | | | .
| ,7,62-.<-#
| i f [ f f (
) ’ ,~-[0# f f f f (
Discover about new 12.34/# [ [ [ | | *67.=>.-#
products! 56/6784 # | | | | :
! [ ,7,62-.<-#
I Ve f f f f ( ?6-#47,62-.<-#
Take the bnal = JO# ' ' ' ' '
12.34/# | | | | |
| | | | |

decision of buy or not 56/6784.#

a product!
I s | | | | .
N ,--[0# f [ [ [ (
Buy a product! 12.34/# f f f f (
I 56/6784.# | | | | |

I"# " %" &I"'# I'"# (I'#

Chart 4-2 - Importance of interaction in the pre-purchase and purchase phase
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According to the respondents interaction is really important during rihe p
purchase phase and it is mainly used to gather information about the products. In
contrastinteraction is seen as not so important when buying the product. In this way,
the new trend oBSocial Shoppings notyet well recognized among ceamer and
Chart4-3 reaffirms it. It is important to remarkhat Colombiaand USA, at some
guestions, presented a particular behavi@enerally, interaction hasalso its
importancefor discovering about new products and customizing a prodiuutt,
Americansdo not see the same value onGn the other hand, Colombia tlke
country thatassignsmore valueto Social Shopping, showing more interest in
interacting with people during the purchase of the product.
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*+ #-#./01#23+44/5621 2 #/5#83/2# 7 QAR #<=8#-8#,+ 1 245+ & . /0L#8+#23+4#  J+.+D</@#
7/83#9:/15;2#<=8##B./51#23+44/5610);;#E@ .=1#8+#+5./51# @.+51>#
7]. #5+8#;+#/8#1BA41:/15C1#7/. #<1# 23+44/56>#
+5./51># 2/D/.@:#8+#6+/56#8+#
@#23+44/56#D@..>#

Chart 4-3 - Interest in Social Shopping

A further analysis of theesults exposed by the survaows highlighting that
the participants prefer to do traditional shopping with friends than doing it alone.
However, when the context changesl &éime shopping is done online, the number of
people willing to do shopping in group reduces significantly, being more the persons
that prefer to do shopping alone than with friends. Despite it is difficult to understand
this behavior, it can be suggestédttthis dramatic change can be explained due to
the lack of technological tools (such as apps, chats and so on) that motivate people to
purchase together. In addition, the results exposed the idea that traditional shopping
is a completely different expemnce than online shopping and fthrat reason
preferences changggnificantly from one to another.
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4.3.3 Step 3: Social Network and Fcommerce

The stepthree focuses on Social Network, especially on Facebook. Before
each Chart, a statement will be presentedrder to trigger the analysis, contrasting
the ideas exposed in the literature with the opinions and tendencies seen in different

markets.

Statement 1: Opinions from peers are still the most trusted information for

purchase decisiongBAZAAR VOICE, 2012)

Which sources of information do you take into account before
acquiring a product/service?

1009
90%
80%d
70%
60% B

50% 2 B I - | USA!

40% o ' B O W

30% ——— Italy!

20% Brasil

10% - rasil

0%! _ _ _ _ _ Colombid
Friend Friend Ratings andInformation Directly Otherd

advices Advices reviews provided by visiting the
through through available onthe company store!
Social traditional the internet

network channels

Chart 4-4 - Source of information used during theDecisionmaking Process

Regardinginformation searchingall countries exceptColombig prefer to
use ratings and revievevailable on the Internet &éisst source fordecisioamaking
In fact, it is aligned withmany research works and studies available in the literature
thatsupport the importance of ratings and reviews. In contraghtr countriedfjrst
source used by olombia is the opinions provided Wgiends through traditional
channels having more or less the same relevance of information provided by the
company or the sellers.

In addition friendsOadvices through Sal Network wasmentioned in all
the countris, as the less important souréer information searching It can be
understood that either users havenOt discover that SNs can be used for this purpose ol

they do not consider it as good platform for gathering trustable information.
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Statement 2:When askd why they connect with brands on Facebook, consumers
say itOs to shop and for dedI8M, 2011)
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Chart 4-5 - Reasons for interacting with companies online

Over the last yeaysnteracting with brangithroughSocial Mediahas become
common. Based on the survey resudiigproximately an average 40% of people
feel more connected to brands that are involveSidaial Network. In addition, he
main reasons/hy users interact wh brands online is teeceive discount and to read
reviews or comments of other customers. In USA, people interact also to learn more
about the brandcurrent products andew launchesWhile in Italy, Brazil and
Colombia the interaction are more likelp thappento submit concerns and
complaints about a product or service

To complement the analyzthe IBM Institute for Busmess Value surveyed
more than 000 consumers worldwide thscoverwhat drivesusersto engage with
companiesin Social Media. The study also expose that the main driver for
interacting with companies is the opportunities of obtaining discounts. However, as
second driver the IBM report results stemlthe intention of purchase, fact that is

different from theoutcomes of theurrent suvey.



85

Statement 3 Peer recommendations seem desirable because they would trigger a
sense of credibility and trust in consumersO minds, which in turn would make them
more likely to purchase the recommended produ@®ANG e ZHANG, 2012)
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Chart 4-6 - Posts on Social Networks

According to many papersharing opiniors, desirs, and preferencesver
social channelbas beeraninherent part of many peopliees. Howeveraccording
to the survey performedsers do not have the habit of sharing productssandces
on Social Networksexisting justaround 5%of peopledoing it frequently (see
AnnexB). This small percentage may lead to misleading assumptions ab&@MNshe
potentialfor promoting Social Commerce In this way, to avoigjudgmentit is
important to take into account also its capacity to influence peopleadbe seen in
Chart 4-6, people pay attention to posts done by friends and are nikalg to
purchase something if a friend has recommendékhérefore, ifan increase in the
number mentioned abouVeappensover time Social Networkswill have a great
potential to trigger Social Commerce

A further analysis of theesults exposed by ¢hsurveybringsthe ideaof SNs
advertisementneffectivenesdnto question Future researchetking into account
not only advertisements done my companies but also those done by friends should be
performed in order to understand better if this perceptaabeen changing.
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Statement 4:More and more of us are now hearing about things from friends on
Facebook and less and less are hearing from brands on Faceb{@krten, T,

Forbes*)

Post driving sale$
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204+ 2 5B B B
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Chart 4-7 - Posts asa driver for sales

As can be seem Chart 47, Social Networks posts have already driven
people to make online or-gtore purchases. Although the rate among people who
have bought a product or a service after seing a post on Facebook is still low, it
significantly increases when the post is done by a friend. It is reletivabserve
that this situation is not valid for Brazilvherethe percentage of posts that lead to
salesis more or less the sanme both situation Additionally, Colombiahighlights,
once againa different attitute in comparison ather countries, showing laigher
potential forpurchasingho matter thegent who posts the information.

It is relevant to remark that the survey results confirms the statement
introduced in the Forbearticle and reaffirms the necessity of further researches

regarding advertisement on Social Networs.

4 http:/iwww.forbes.com/sites/tomiogeron/2011/04/12/wisgacebooksfuture-asan-e-commerceplatform/
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Statement 5:1t appears that the main factors dring consumers to buy vi&ocial
Networks are exclusivity and ease of purchasifgiAVAS MEDIA SOCIAL AND
LIGHTSPEED RESEARCH, 2011)
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Chart 4-8 - F-commerce perception

At this point, a deeper analysis focused Bacebook will be done aimed at
understanding its potential for doing commerce. The situation -obnkmerce
changes from country to country and although the number of people that are not
interested in buying through Fdimok is high in all countries, Colombia shows a
higher inclination towards-Eommerce.

Among those people who are willing to joicBmmerce the tendency is that
they would be more interested in buying a product or a service on FaceboK if it
cheaper peasier to buy, ashownin Chart4-8. However, it is notdlly alignedwith
the statement found in the literature that indicates exclusivity as one of the main
driversfor commerce orSocial Network This inconsistency can belated to the
different scope of exclusivity considered in both cases. The survey covered the idea
of products that can be found just on Facebdokcontrast, he statemenhas a
broader sensanvolving not just the idea previous mentioned but alsoattee of

exclusivityto fansto providethem a sensienportance
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Statement 6: Astore on aSocial Networkare seen as less secure than a regutar
commercesite.(HAVAS MEDIA SOCIAL, 2011)

What are your concerns about shopping on Facebook?
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shopping on  Facebook is about Facebookconcern about  concern,

Brasill

Facebook wouldsecure enough changes its buying on actually |
compromise my to make purpose, turning FacebookK. consider it
privacy! purchases oh.into a shopping positive!
websitel

Chart 4-9 - F-commece concerns

The main concerns about shopping on Facebook can be sémitng-9,
being related to privacy and securilyis valid to notice thaalthoughthe statement
also mentionssecurity asan issue for doing commerce ddocial Networks,
apparently, the issues related to privacysdightly higher.

Its natureof sharing content added to its configuration set, by default, to treat
all information aspublic, added tahe fact thait has beemoutinely scrutinized for
privacy issuesas leadusersto shapea bad perceptionabout the privacy policy of
Facebook Consequentlyusers are suspicious that the saapproach can be taken
with their credit card details and purchases information

Therefore, m the process of becongnan Ecommerce platform Facebook
needs, first, to work on its image towards users in order to gaintringtir One way
of doing this is to clarify, always, which information will be shared and.idws is
an essential step for convincing people thatebaok can offer both social and
commerce features, changing the mind of 45% of users who believe that Facebook is
not for shopping.
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Statement 7:.Consumers are less likely tgpend money on highicket itemson a
social site such as Faceboof.IGHTSPEED RESEARCH, 2011)

I"H$%&! ($H#'&)*$+"&S$,-$#.))./0$1"$23-/*$"/$4$35"&'1$,"&0(1$
1(5"&0($64'-, " 7$8./$"/-$154/24'1."/9:$$

Sl

e

o =S(H>H-=%!1#

g

W -=$lH>H#-=$(1#

(¥ =(>H#-=$I#

g

&I"# 2@#LH-=(#

;/?,!.;# A2BC<::DHBTHE: 1#F:647G:@(
"t

-I# 01234# 562783# 9:3:;<82#

Chart 4-10- F-commerce ticket

Consumersare influenced by friendsO and brarfés@book activity all the
time, howeverfew of them accessthe site with the interdn of shopping(360I,
2011) This fact added to the privacy and security concerns can refledbvies
dispositionof usersto spend monegn Facebook. Considering thgseoplewho are
willing to buy through this platformthe survey shows thatimosthalf of them
(48%) wouldnOspend more than U$50 in a purchakme onit, confirming the
statemenintroduced previously.

An integrated analysis of the resudishieved withthe surveysuggests that-F
commerceéhas a longvay to go before reaching its pdse success/Vhile Facebook
works on its image towards usergeaommendatiothat @anbe givento firms is to
start its businesson Facebookwith lowerticket products, offering also some
discounts and a fastand simplerpurchase proces3hese fact@® are expected to
attract peopl®s attention, motivating thémmake their first purchasm Facebook
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5 DISCUSSION

This chapter aims at presentingrétical assessment of the results achieved in
the previous chapter. The first section analyzes the @tuadeModel, pointing some
advantages and limitation of it as well as some possible future contributions. The
second section perform the same analyze explained above but covering the survey.
The last section presents some othgyortant aspects that argle@vant to discuss for

the accomplishment of this study.

5.1 The model

A new Conceptual Modelfor SC was introduced, aiming at providing a
definition to theterm and givinginsights intoSocial Commerceand the overall
relationship among companies, individgjakcontent, community and commerce.
This study is one of the few studies that intend to provide a more complete definition
of SC, many uses the term without defining it. Thereby, it contributes to the
academic literature, which still has a long path ideorto describe the Social
Commerce phenomena.

Have developed the model it is possible to classify it on Enamework
designed tacomparedefinitions, highlighting the main similarities and differences
among them. The classification of the Social Commerceess model (SCPM) is
show inTable5-1.

Pre sales Purchase After Sales
Social interaction for: How purchases aremade? Focus
. . Co Need Decision Social ) ’ On Social ’
Dimension creation | creation | Making | Shopping Online Offline Networls Support | Feedback | Community
SCPM ! ! " u

Table 5-1 - Classification of Social Commerce Process Model

A brief summary of the past definition classification is showedFigare5.1,
for the complete explanatiaeview Sectiord.13. The circlesrepresent each one of
the phasethe groups were inserted on it according to its mandatories dimensions

(black dotin the Framework.



Pre-Purchase

(4)

(1) (5)

(2)(3)

(7)

(6)

Purchase

(1) SCPM

(2) E-commerce with Social Tools
(3) Social tool to support sales

(4) Community build

(5) Shopping Experience

(6) Social Network Commerce

(7) Social Shopping

Figure 5.1 - Review of the classification of SC definitions
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At a first glance, it may appear that the definition provided in this work

(SCPM) has the same scope of two otheoups. However, a deeper analysis can

explain their differences. Tablg-2 recapture the tee classifications in order to

facilitate the study.

Table 5-2 - Classification ofthe three most similar definition of Social Commerce

Pre sales Purchase After Sales
Social interaction for: How purchases are made? Focus
: . Co- Need Decision Social I ) On Social .
Dimension creation | creation | Making | Shopping Online Offline Networls Support | Feedback Community

(1) I
SCPM :

(2) I

Ecommerce

(3) I

Social tools

The differences in scope of Social Commerce is bigger between (1) and (2)
than between (1) and (3). Starting the analysis with the group with bigger gap, it is
easy to notice that (2) Ecommercerepjust online purchase whi{@) SCPM covers

all forms of purchase. In addiction, whild) SCPM promote social interaction for

both need craion anddecisionmaking (2) Ecommerce foces on the use of

interactionjust for decisionmaking In contrast, the difference between SGPM
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and (3)Social toolss slighter and refers only to the use of social interachaming
a narrow scopen camparison to(1) SCPM. Taking into account also the expected
dimensions White circle on the Framework), it can be noticed that Feedlmciot
so important fo3) as it is for (1).

In the following section, the current study identifies the contributiothe
model to the field by identifying the most significant advantages.

5.1.1 Advantages

The main advantage of this study is that it presents a model to define Social
Commerce, making significant efforts to include elements, dimensions and variables
not consilered in previous research works. Thus, it is possible to have a clear and
more comprehensive knowledge about what is Social Commereeiding
misunderstanding. Another important point achieved in the current study is that it
shifts the definition oSCinto a wider concept, having no sense anymore to discuss
about therequirementgor considering traditional £ommerce websitegs SC or if
Group PurchasandSNs profiles should be considereslocial Commere. In general
terms, every purchase decisiakenasa result of interaction witbther individual is
seen as Social Commerce.

Going deeper into the model itself, Social Commerce can be explained as a
process without a defined starting and ending point, suggesting the idea of never
ending process. It ignportant to notice, that this definition does not lirSibcial
Commerce to purchases done online.

Despite the significant effort tdevelop a good model capable of describing
SC and defining its the scopi¢,is important to recognize thénlitations of he
current workin order to propose future research topics that eahance the
knowledge and understanding on the field.

5.1.2 Limitations

In the following sentences, some of the limitations found during and after
concluding the current study are exposed.
The fist limitation that can be pointess that he Conceptual Modelvas not

validated, missing some case studies to confirm atmsistence and veracitA
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second limitation concerns the iderddtion of the facilitatorsthe main elements
wereidentified and included in the model but sonm¢herscan be missingThe fact
that the modelvas developed texplainthe definition of SC can be considered a
third limitation. Even though thdefinition of SC presented in this wovkas created
based on many previogsudies some authocsin disagree with and, consequently,
with the model The last limitation important to be highlightedthe nordynamism

of the Model regarding technology aspects (facilitators), meaning ttet ibecome

out of date over time

5.1.3 Future works

After this study, a number of future researches can be carried out. As a starting
point, a research to validate the model coblel donelt is also suggested deeper
study to include more facilitator and set the relevance of each one acdordirey
strategy of the companydditionally, it would be interesting a study tmderstand
the importance seen by customers in each facilitators depending on the nature of the
seller (company or other individual), sector of the company or the type pfdtdect
or service that is being sold.

5.2 The Survey

The survey allowed to acquire more knowledge about the-citate of

Social Commerce and to understand the value perceived by consumers on it. The
most important key points highlighted with this seyvand with the support of the
literature review are presented bellow.

¥ Social Commerceotentiality. Social Commercéas the potential to increase
consumerOs trust, decrease the customer concerns of returning products and faster the
payment phase. Socialo@merce has a lot to due with feedback from other
customers. Feedback increase the trust on the product, service, seller or website,
allowing a better and clear purchase decision that will reflect in a higher customer
satisfaction and lower uneasiness dbdle post purchase actions. Another

improvement thats possiblewith SCis to accelerate the payment process as the
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integration between -Eommerce websites and Social Networks permits a quicker
process, avoiding the need of register or insert credit@atails in every acquisition
due to the information already saved within the Social Network account.

¥ Social Commerce perceptionRegarding the main key point &ocial
Commerce customers recognize the value of interaction among people during the
pre-purchase phase, mainly for information search. However, interaction is seen as
not so important during the purchase phase. In this way, the new tre3wtiet
Shoppingand the value derived from it is not yet well recognized among consumer.

¥ Trusting: Peopé trust others when purchase decision must be taken,
influencing their opinions and in soneasetheir actions.Shopping information
received from friends is viewed as more valuable and, consequently, it may influence
more the online purchasingn this way, Social Network have a great potential to
trigger Social Commerce once it has been one of the best tools to promote integration
among people. Therefore, as people pay more attention to posts done by friends than
by companies and they are more likely torghase something if a friend has
recommended iSocial Networks play a key role in Social Commerce.

¥ F-Commerce Role in Social CommercEocusing on the functionalities of
Social Network, apart from commerce features, they can be usezbfopanies to
decrease their barriers for interacting with customers, making it as easy as possible
for users to begin to engage. SN has given voice to consumerscagatés a more
effective communication between companies and customers, resulting in a
significant imp&t on marketing, advertising, and many other corporate functions
such as CRM and customer servicésis important to remark that one of current
roles of Social Network in Social Commerceés focused on the creation of need
among customers, due to itdsgraction. This means that theen ifSN is notselling
product or servicdlirectly, it is creating brand awareness and desires along the
network communities.

¥ F-commerce future: The main reasons why users interact with brands
online, it is toreceive disount and to read reviews or comments of other customers
and not for buying products. A reasonable explanation could be that, besides the
security and privacy concernigw users access Social Networks with the intention
of shopping. Fcommerce is in itsnitial phase andFacebookneedsto work on its

image towards users in order to gain their triisiereforejs not possible to expect
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an imminent success, it will require time to understand its chances for being
successful or not. But is unavoidable noto agree that SNs are already affecting

what consumers buy and how they shop.

5.2.1 Limitations

Although the findings are interesting, the study is not without limitations.
First of all, the size of the sample is not enough to represent well the whole
populaton. Therefore, a specific segment of the population was tardepetple
from 1734 years old with a proper level of education and with Internet access. This
segment plays a key role in Social Commerce but it is not enough to guarantee its
success. Theesond limitation is a inherent limitation of survey studies, it is
impossible to assure that what respondents said is, in fact, the same as what they
would do, and the result might be different from the actual user behavior. The last
limitation lies in thefact that a unique survey doast allow acomparison across
time to understand the changes that have been occurring in the indi@mklasior

toward Social Commerce and, consequently, its future.

5.2.2 Future works

The limitations of this research can bensidered as a muwation source for
future works. Esides the results obtained disclossome potential topics to be
further investigated. For instance it will be interesting to go deeper in the analysis of
how the social advertisement is affecting anftlancing consumers. Additionally,
the current work open the discussion about the psychologicabtwdl Network
interaction produces in customer purchasing behavior and interests. Also, as futures
work the research should be focus in the tracking aedsaoring of the efficiency
and value creation that Social Commerce generates for the companies.

5.3 Other Relevant Aspects

The Conceptual Model of Social Comnee developed in the previous chapter
and discussed along this chapter, allow the reader to hé#ettex understanding
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about its definition and scope. Based on the knowledge acquired in this process the
objective of this section is to contribute to the field of SC by clarifying some
arguments and unanswered questions discovered during the literateve pbase.

5.3.1 Social Commerce

The following questions ecapture the points that wedebatedin the
literature review. They will serve as a guide for the analysis presented below.
¥ What are the requirements of a website to be considered SC?
¥ How is it possike todifferentiate Ecommerce from Social Commerce?
¥ What can be consideredSC?
¥ Does a transaction need to take pliacerder tobe considered ST

The answers of these questions are correlated and have been indirectly
presented in Section 4.2, wherectal Commerce was defined.

The key element for understanding SC and, consequently, solve the issues
presented above is to change the idea that Btk$o a certain type of website. In
other words, the characteristics of a website (e.g. Rating and Retoels, Forum
or Recommender Systems, etcetera) do not turn it directly into Social Commerce.
Bearing this fact in mind, hould not be compared with anycBmmerce website
due to the factthat there is no SC website inde&lhat is going on is that-E
commerce websites are integrating more and more social tools to allow consumers to
interact. These websites that are trying to position themselves in the SC context are
being called SC websites. However, these websites should not be named in this way
asthese tools do not guarantee Social Commerce to occur. For exanvpddsde
with absolutely no social tools can serve as platform for SC if someone has
recommended one of its products in Facebook. In contrast, a website with many
social tools can be excludeof SC if a consumer, after seeing an advertisement,
decides to go to this site to buy the product without asking the opinion of another
customer or making use of the social tools. This mé¢hat SC is not just a website,
instead it is a process that doimes several elements involving interaction, social
tools, customers and purchase decisions.

Actually, Social Commerce should be seen as a dynamic process where

purchasedecisionsare derived exclusively, from the interaction between one or
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more consumms. It is important to remark three key points in this process. First, the
information should arrive to a customer from another custor8econd,this
information supports the decisionaking (buy or not to buy) or creates a new need
in the consumer. Thitdhe purchase can be done either online -stane

Regarding the decisiemaking mentioned in the second argument, it is
important to emphasize that a process that fits all the requirements described above
should be considered SC even if the final deniss not to buy a product. In other

words, Social Commerce can occur even without having a purchase.

5.3.2 Social $hopping

In the literature review some conflictslated to the definition of $cial
Shopping werehighlighted. In general termsSS is considerd as the action of
sharing the act of buyingiith someone else. However, this sentence has different
meanings according to different authors. As the current study requires a SS
definition, the concept used in this work simply joins many definitions, as its
discussion is not an objective of this survey.

The first definitions constraint the general idea provided above, highlighting
the fact that the action must be done online and on real time. Nowadays, this is
possible because some websites are providing toamitate the social interaction
experienced in physical stores, allowing people to share their screens in order to
choose a product or to share the final expenses.

The second group includes online stores and BarakMortar stores into the
SS defintion, if they allow users to post on SNs in rgale. The posts are
commonly used to inform other users what it will be boughth the rise of nobile
devices, it has been easier to extendeth&®nd the online worldy using checkn
apps to stimulat&iends to meet offline.

The last one ithe one that generatesredisagreementdt comprises Group
purchasing websites that encouragg@up of people to buy together a product or a

serviceonline.
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5.3.3 SC andF-commercefuture

Even thoughSocial Commaeare has been considered a n@henomenon, its
idea is not new due to thexistence of WOM. However, there are two significant
differences between these concepts that must be noticed. First of all, SC is linked,
strictly, to commercewhile WOM is connectedot any kind of oral information
passed from one person to another with all kind of purposes. Second, SC uses Social
Media to spread ofnformation in a larger scalewhile WOM its simple oral
communication

In addition, Social Commerce does not requiracstural changes in the way
people shops. Meaning that, customers are able to maintain theirs shopping
preferences (buying online, in a store, through SNs or mobile) also in a SC context.

These two facts together let no doubts about the success ofuttredtiSocial
Commerce. In fact, is already happeningndit is molding a new way of customer
decisionmaking process.

Despite that FeEommerce is strongly linked with SC, it success does not follow
the same path of SC. The reason is FhRabmmerce reqtes structural changes on
the process o$hopping online In other wordspeople need to migrafeom an E
commerce platform to Facebook. This movement will require not just more trust on
Facebook but alssomethingelse to motivates this changeherefoe itis impossible
to expect an imminent success, requiring monee and researcho understand its

future
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6 CONCLUSION

Social Commerce is a new phenomenon that emerged with the development of
the Web 2.0 an®ocial Media mainly Social Network These tools have changed
the individualsO behavior not just in the way they communicate and maintain
relationshipsut also in the way they shaponsumers donOt have a passive behavior
towards he information received anymoriiey are increasingly caéing content in
the web and influencing each other lives and purchasingidesj shifting the
traditional dialoguédrom Ocompany to consumecdconsumer to consumerO

Social Mediahas supportedhe Decisioamaking process, bringingnany

benefitsbothfor consumers and companibst can bsummarized irFigure6.1.

Fre - Purchas Purchas POst -FPurchas
¥need recognition ¥ shopping experiente ¥support h
I PH$%&' ()" Yot +, (&1 ¥new channels for ¥feedback
Malternatives evaluation shopping ¥satisfactioh
Munderstanding custome ¥marketing MWOM!
requirements ¥promotion$ ¥communicatioh
¥idea generatidn Mtrafpd Mcustomer cate
¥co-creatioh ¥brand awereneks Madvocacy
¥marketing tedt ¥loyalty!
¥feedback
G J G J - J

Figure 6.1 - Benefits of SC along the purchase process

Social Commerce is all about interaction among pedpledue to the novelty
of the term there is no standard definition for the term, being used wifitbrent
meanings and scopes. Therefore, this work &sdmainobjective to propose a
Conceptual Modetio define SC.

6.1 The Model

As one of the most relevant outcomes obtained in this research, SC is
explainedas a proceswhere purchasedecisionsare deried exclusively, from the
interaction between one or more consumiiis important to remarthat:

¥ The information should arrive to a customer from another customer.
¥ This information should supportdecisionmaking (buy or not to buy)
or createa new reed in the consumer.

¥ The purchase can be done either online @tane.
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A Dbrief description of the modgiresented irFigure 6.2 suggests that Social
Commerce can be seen as a dynamic process, without a settled starting agd endi
point, involving 3 levels that can be influenced by some factors called Facilitators.
The first level assures that Social Commerce is, in fact, a process, involving the three
main phases of a traditional purchasing process:pprehase, purchase, post
purchase. The second level adds a social dimension to the process, starting with the
creation of content that, at some point, will reach an individual, provoking
integration and conversation. As a consequence a purchase decision will be made
and a pospurchase action will be taken. The last level includes all the elements used
to clarify and explain in more detailke previoudevel. It is important to remark that
individuals play an important role in this process, acting as intermediaries between
companes and other individuals.

FACILITATORS

7 Social Media T~

uoldeIa|
jual)-Auedwo)

Social Referrals

Figure 6.2 - Social Commerce proposed model

The main advantages and limitations of the Model developed in this work are
showed inTable 6-1. The advantages represent, among othiegs, the difference
between iandotherexistentdefinition foundin the literature
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Table 6-1 - Advantages and Limitations of the Model

I 1t shifts the definition of Social Commerce into a wider concept;
I 1t does not limit SociaCommerce to purchases done onling;

I It includes elements, dimensions and variables not consider
previous research works;

I It sees SC as a process, without a defined starting and ending pq

I It considers as SC both ct®one interaction and camunity-level
interaction;

I It focus on both decisieamaking (buy or not to buy) or needeation.

Advantages

" It is missing validation
" It includes just the main elements as facilitators;

" It can become out of date over time mainly on aspectsedetat
technology (facilitators).

Limitations

6.2 The Survey

In order to complement this worksairveywas performedo understandhe
value perceived by consumer on SC and tuae more knowledge about its State
of-Art. The most important key points highlighted withstisurvey and with the
support of the literature review are presented bellow.

¥ Social Commercéas the potential tomprove the online purchasing process
by increasingconsumerQOs trush product/seller/websites, decreasthg customer
concernf returnirg products and fastenirige payment phase.

¥ Customers recognize the value of interaction among pdoplevaluating
alternativesbut not during the purchase phaséerefore, thenew trend ofSocial
Shoppingand the value derived from it is not yet welcognized among consumer.

¥ Shopping information received from friends and other costumers is viewed as
more valuable and may influence more thpurchases decisions

¥ Facebookcan be used fatompanies to decrease their barriers for interacting
with cusbmers and to give voice to consumdsgt to beuseal as a commerce tool it
will require time especiallyto understand its chancessuccess.

Although the findings are interesting, the stus somdimitations. The size
of the sample is nobigger enoudn to represent well althe segmets of the

population.In addition it is impossible to assure that what respondents said is, in
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fact, what they would doBesides,a unique surveydoesiOtallow a comparison
across time tainderstandhe changes that haweeen occurring in the individudbs
behavior towardSC.

6.3 Research Contributions

This study is one of the few studies that intend to provide a more complete
definition of SC, once many uses the term without defining it. Thereby, it contributes
to the acaden literature, by organizing all the relevant knowledge regarding SC
definition and proposing &onceptual Modelto describe this new phenomenon
helpingto guide researchers and practitioners to a common path in the future.

In relation tothe main contibution to firms t can be saidhat the model
developed in this work allowthemto have a better understanding about their role in
Social CommerceMoreover it introduces some facilitators othe processshowing
companiesvhat can be done in order tetimulate andpromoteSocial Commerce

among consumers

6.4 Future Investigations

The limitations of this research can be considered as a motivation source for
future works,furthermorethe results obtained discloses some potential topics to be
further investigted. Regarding th€onceptual Modelko complement this studyis
suggeste@ deeper research to include more facilitator and set the relevance of each
one according to the strategy of the company. Additionallypuld be interesting a
study toundersand the importanceeenby customers in each facilitatkodepending
on thenature of the seller (company or other individual), sector of the company or
the type of the product or service that is being s@dnsideringthe survey made
would be interestingo go deeper in the analysis of how the social advertisement is
affecting and influencing consumers. Additionally, the current work open the
discussion about the psychologiedfectsthat Social Networkinteraction produces
in customer purchasy behavio and interests. Alsas futurework, the research
could be focus on tracking and measurthg efficiency and value creation that

Social Commerce generates for the companies.
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8  ANNEX

Annex A BSurvey: A New Online Expeaience DEnglish

Have you ever thought about how the way we shop has evolezdime?Are
you satisfied with the actual online buying process or would you like to turn it into a
more dynamic, interactive and enjoyable process?

This survey is part of mizinal Work about Social Commerce at Politecnico di
Milano (Italy) + Universidade de S<o Paulo (BiBzl would appreciate if you could

take 5 min of your time to answer this survey and also share it with your friends.

Nationality: *

Age: *

Gender: *

:

Have you ever bought Books

something online? *

J

Clothes

Tickets

J

Eletronics

Coupons

Food

Music, Movies, Games, Toys

Perfumes, Beauty products

Others

(

| have NEVER bought something online

How would you () Very Satisfied
describe the degree of O satisfied
satisfaction on the ~
online shopping Neutral
experience? * () Unsatisfied

What, in your opinion,
is missing in
traditional E-
commerce website
that would help you to
improve or facilitate
the purchase
decision?
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Buying Process

Information search, decision making and post-purchase services. How is your behavior in each phase

of the buying process? Let's check!

Which sources of
information do you
take into account
before acquiring a
product/service? *

What do you think
about websites that
use your previous
purchases information
and/or your Facebook
personal profile (or
other social networks)
to propose you
additional products or
services? *

o000 0o 0O Oooo o o o

Friend advices through Facebook or another
social network

Friend Advices through traditional channels
(calls, messages or personally)

Ratings and reviews available on the
internet

Information provided by the company
Directly visiting the store.
Others

They provide useful information according
to my needs so | find it helpful.

It attempts to provide good suggestions but
rarely catch my attention.

I'd prefer to discover things on my own.
This makes my customer rights feel violated

| have never seen a feature like that in a
website

How interaction with friends and other customers is important to help you to: *

Not Somewhat Very
important Important L Important

Customize a product (asking for

opinion for instance) O O O O
Gather information about the product

you are planning to buy O O O O
Discover about new products O O O O
Take the final decision of buy or not a

product O O O O
Buy a product (shopping together 0 0 0 0

with another person)

Will you be interested
on interacting on real
time with other
users/friends while
shopping online? *

©c O O O

Yes, in this way online shopping experience
will be similar to going to a shopping mall.

Yes, but It does not add value to online
shopping.

No, | like shopping with friends but | will
not do it online.

No, | like to shop alone.



Would you be
interested on
customizing your
purchasing experience
online? *

Select the reasons,
why you would
interact with
companies/brand
online (by Facebook,
twitter, blogs, wikis,
forums)? *

What would you like
to experience in the
post-purchase phase

-

© O

oo0oooo 0o o oo 0o oo o

000

Yes, | will

No, | would prefer to choose already well
described products or services.

To receive
discount/promotions/offers/coupons

To purchase products through these sites

Submit satisfaction opinions on
products/services

Submit concerns/complaints on
products/services

Submit ideas for new product/services

To read reviews and comments of other
customers

Learn more about the brand, (current and
new) products/services

Customer service (contact the company
asking for support)

Learn about coming Events

Feel connected or part of a community
Work there

Other

| wouldn't interact with a company online

Online support
Phone/mail support

Keep in touch with the Company/brand
(receive information about promotions,
products, etcetera).

To have the opportunity to give my opinion
(positive or negative) about the product or
service to help future customers to make a
better purchase de

Provide a feedback for companies about
possible improvements on their
products/service.

| don't want to experience anything

11C



Social Networks

Don't give up! We are almost done!
Now, let's jump into the world of social networks.

Do you have a profile
in any social network

site (Facebook,
Twitter, Linkdin..?) *

Have you already
signed up in another

website using

Facebook or another
social network

account? *

Do you feel more
connected to brands

that are involved in
Social networks
(Facebook, Twitter,
Linkdin..)? *

Have you ever shared
a product/service on

Social networks
(Facebook, Twitter...)?

Regarding posts
about
products/services
existent on social
networks *

O
O

ONONON®)

O 0O 000

Yes, | have

No, | haven't

Yes, | have

No, | haven't

Yes, | do
No, | don't

Frequently
Sometimes
Never

| don't remeber

| pay attention to posts done by a friend.
| pay attention to posts done by companies

| am more likely to purchase something if a
friend has recommended it

| am more likely to purchase
products/service if it has many likes

| don't pay attention to them

Has a Facebook (or other social networks) post driven you to make a purchase? *

Companies Post

Friends Post

Internet purchase  Store purchase

O O
O O

Never

O

111
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Buying things on Facebook

Nowadays, although not very widespread, it is possible to buy real things on Facebook. This new type
of E-commerce is called Facebook-commerce. Keep that in mind to answer the following questions:

Yes, | would
) Yes, | would buy it if Facebook was the only
Would you like to buy website selling it.
a product/service that ) ) o
is being sold on Yes, if | can get a discount or if it is
Facebook? cheaper.
* Yes, | would if it was easier to buy on
Facebook than in another website.
No, | am not interested at all
How much would you Facebook is not for shopping
be willing to spend on up to U$50
a product bought
Us$s0- US100

through Facebook (in

one transaction)? * U$100- U$200

more than US200

I'm worried that shopping on Facebook
would compromise my privacy.

What are your
concerns about
shopping on
Facebook? *

| don't think Facebook is secure enough to
make purchases on.

| am concerned about Facebook changes its
purpose, turning into a shopping website.

| don’t have any concerns about buying on
Facebook.

o 0o 0 0o 0o o000 O O 0O OO

| don't have any concern, actually | consider
it positive.
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Annex BBSurvey Results

Online Purchasind

100,09%
80,09
60,0%
40,0% USA
0,
20,0% Italy!
0,09
Brasill
Colombid

How would you describe the degree of satisfaction on the online
shopping experience?

100%
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%!

Unsatisbet
Neutral
Satisped

Very Satisbed

USA! Italy! Brasil! Colombid

Which sources of information do you take into account before
acquiring a product/service?

10094
90%d
80%
70%
60%d
509
40%
30%
20%
10%
0%l ;

Friend Friend Ratings andInformation Directly Others Colombid

advices Advices reviews provided by visiting the

through through available onthe company  store!

Social traditional the internet

network channels

USA!
Italy!

Brasill
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Recommender Systemnis

60%
50%
40%
30%
USA!
20%
Italy!
10% .
Brasil!
0%! . ,
They provide It attemptsto  1Od prefer to This makes my | have never Colombid

useful provide good discover thingscustomer rights  seen this
information suggestions but on my own!  feel violated function!
according to myrarely catch my
needs so | bnd it attentiont
helpful!
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Would you be interested on customizing your purchasing experience
online?!
100%

90%

80% Yes, | will

70%

60%

50% No, | would prefer to

hoose already well
40% ¢
described products or

304 serviced.

20

10%

0%l

USA! Italy! Brasil Colombid
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What would you like to experience in the post-purchase phase
609 80% 1009

0%! 20%d 409

Online suppott
Phone/mail suppadr

Keep in touch with the Compah

To have the opportunity to give my opini
about the product/service

Provide a feedback for companies abo

possible improvements on their produc

| don't want to experience anythl

USA!
Italy!
Brasil!
Colombid

"#$%&'(%")*$"+&%,-./$+%(0%-/%"/'12$*%3%$4,-1$%(,-/.%"%,'5-")%

/$13*6%"55'(/17%%

sy
A
+I"#
>
N#
("#
"4
&!"#
%!"#
$I"#
I"#

01234# 562783#

9:3:;<82#

=>T#
?#

Do you feel more connected to brands that are involved in Social

networks ?!

1009
90%
80%
70%
60%
50%
40%
30%
20%
10%

0%!

USA! Italy! Brasil

Colombid

Yed
No!
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What are your concerns about shopping on Facebookl?
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