
 
Business Sciences International Research Journal Volume 8 Issue 1                                ISSN 2321 - 3191 

 

 
Journal Published by IMRF Journals | 2020 Edition                                                                |    226 
 

E- COMMERCE IN SOCIAL MEDIA 
 

Ch. Neela Krishna Veni, 
HOD, Department of Commerce, Hindu College, Guntur, AP 

Ch. Priyanka,  
Lecturer of commerce, Hindu college, Guntur, AP 

 
Received: Jan. 2020 Accepted: Feb. 2020 Published: Feb. 2020 

 
Abstract: After globalization there is a significant growth in marketing sector and it undergoes 
continuous changes. The social media was supported effectively to the business organizations for their 
sales promotion, given advertisements for their innovative products for customers. Begins with the first 
ever online sale: on the August 11, 1994 a man sold a CD by the band Sting to his friend through his 
website Net Market, an American retail platform. This is the first example of a consumer purchasing a 
product from a business through the World Wide Web
today. 
Since then, ecommerce has evolved to make products easier to discover and purchase through online 
retailers and marketplaces.  Independent freelancers, small businesses, and large corporations have all 
benefited from ecommerce, which enables them to sell their goods and services at a scale that was not 
possible with traditional offline retail. 
Under the concept of E  Commerce and Social media the technical as well as non- technical skills 
gained popularity over the internet. This industry has created a variety of jobs and created more 
employment in India .online business transactions or E-commerce were mostly depend upon social 
media platforms which generates revenue leads to country in progress way. 
The objective of this paper is to discuss about the process of E  Commerce and Social media in India. 
Which minimize the cost and generation of revenue, employability.  

 
Introduction: E-commerce, also known as electronic commerce or internet commerce, refers to the 
buying and selling of goods or services using the internet, and the transfer of money and data to execute 
these transactions. Ecommerce is often used to refer to the sale of physical products online, but it can 
also describe any kind of commercial transaction that is facilitated through the internet. 
Whereas e-business refers to all aspects of operating an online business, ecommerce refers specifically to 
the transaction of goods and services. 
 
History of E- Commerce: The history of ecommerce begins with the first ever online sale: on the 
August 11, 1994 a man sold a CD by the band Sting to his friend through his website Net Market, an 
American retail platform. This is the first example of a consumer purchasing a product from a business 
through the World Wide Web  
Since then, ecommerce has evolved to make products easier to discover and purchase through online 
retailers and marketplaces.  Independent freelancers, small businesses, and large corporations have all 
benefited from ecommerce, which enables them to sell their goods and services at a scale that was not 
possible with traditional offline retail. 
 
Marketing for E-Commerce:  You might think that social media is nothing more than following your 
old high school friends or seeing what celebs are doing today. But, in reality, social media is so much 
more t
has it changed how we communicate, but it has also changed the way that we shop. In fact, social media 
has played a huge role in the shift toward online shoppin
smart phones will overtake desktop in ecommerce revenue.  

admit to buying something just because they saw it on social media, and 90% of people say that they will 
turn to social media if they need help on a buying decision. Sure, we can admit that measuring the ROI 
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of social media is a bit tricky. Is tweeting actually helping your sales or does posting on Face book help 
your bottom line at all that depends. But we do know one thing reaching your customers where they 

which platforms, what 
apps, the post variety will depend on the details of your business. Luckily, social media gives you the 
ability to create a customized campaign to reach your audience. Here, we will go into the platforms, 
goals, and tactics that ecommerce merchants need to be taking into consideration when it comes to 
their social presence. 
 
Opportunities of E  Commerce: Below are nine e-commerce and social media trends that lowly has 
identified, which come with significant opportunities for digital and physical stores to differentiate 
themselves and seduce shoppers: 
1. Planning Content Ahead of Time is the New Norm: Carefully crafting and laying out how brand 
storytelling unfolds over time is key to ensuring publishing quality and frequency. Content planning is 

and physical stores. 
2. (Original) Content is King: Creating content from scratch that aligns with brand DNA and audience 
expectations is the best strategy to build good will over time. As organic reach decreases on most major 
online platforms, emerging as a signal in the noise is increasingly more challenging  and automation, 
duplicated content and click bait are no longer reliable strategies. Building entertaining, informative and 
pedagogical content not only drives foot and click traffic, but it also generates loyalty. 
3. Collaboration Drives Success: Digital and social media marketing have become legitimate 
communication channels for brands of all shapes and sizes. Strategizing and deploying campaigns over 
this medium is a responsibility involving an always wider group of stakeholders? Top companies do not 

empower multiple departments to work together: marketing, finance, HR, legal, product and sales. This 
results in better content and consistent experiences across all channels, both online and offline, for 
shoppers. 
4. Responsiveness Isn't an Option: Online shoppers have higher expectations than ever in terms of 
quality of service. Not surprisingly, in a world that keeps accelerating, one of the biggest drivers of 
satisfaction is speed. Being there for website visitors and social media followers by providing a timely 

standard. 
5. Closed-Loop Marketing is the Name of the Game: On the one hand, an always larger budget share 
is dedicated to online campaigns. On the other hand, new solutions make it easier than ever to evaluate 
drive-to-store initiatives. For both online and offline retailers, measuring, learning and optimizing 
marketing initiatives has become a necessity. 
6. Social Commerce is here: commerce is almost as old as social media itself. However, for some 
reason, the shopping habit has never really lived up to the hype. With Face book making a big splash 
into the e-commerce game (through Checkout on Instagram, Catalogue on What s App, and 
Marketplace on Face book), selling and buying products through social media should accelerate 
significantly. 
7. Reach is All about Rich Media: While there's no doubt that photos will remain the foundation of 
online communication, more and more advanced media are on the rise, such as podcasts, videos, geo-
filters, stories and augmented reality experiences. Retailers big and small will be able to take advantage 
of these technologies, which keep lowering costs and skills, to leverage such formats and offer appealing, 
differentiating and interactive shopping experiences to their customers. 
8. Welcome to the Era of Vertical Integration: From pure digital players opening physical stores (e.g., 
All birds, Ever lane, Buck Mason) to historic market leaders developing new online business models 
(such as Nike with its kid's subscription offer), vertical integration is happening left and right. And it 
appears as a new untapped growth potential for many brands. More than ever, online and offline retail 
are converging. 
9. Brand Collaboration (Really) is the New Black: As a result of all the above, with more and more 
technological, financial and procedural barriers going down, collaborations between brands are  and 
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will continue to be  on the rise, offering exclusive, time-limited and one-of-a-kind products and 
experiences to consumers. 
As we embark on a new decade, the way consumers shop, both online and offline, is shifting. This 
change comes with many opportunities that level the retail playing field and empowers retailers of all 
shapes and sizes to reinvent themselves and beat the competition. 
 
Advantages of E  Commerce in Social Media: 

 E-commerce provides the sellers with a global reach. They remove the barrier of place (geography). 
Now sellers and buyers can meet in the virtual world, without the hindrance of location. 

 Electronic commerce wills substantially lower the transaction cost. It eliminates many fixed costs of 
maintaining brick and mortar shops. This allows the companies to enjoy a much higher margin of 
profit. 

 It provides quick delivery of goods with very little effort on part of the customer. Customer complaints 
are also addressed quickly. It also saves time, energy and effort for both the consumers and the 
company. 

 One other great advantage is the convenience it offers. A customer can shop 24×7. The website is 
functional at all times; it does not have working hours like a shop. 

 Electronic commerce also allows the customer and the business to be in touch directly, without any 
intermediaries. This allows for quick communication and transactions. It also gives a valuable 
personal touch. 

Disadvantages of E-Commerce in Social Media; 

 The start-up costs of the e-commerce portal are very high. The setup of the hardware and the 
software, the training cost of employees, the constant maintenance and upkeep are all quite 
expensive. 

 Although it may seem like a sure thing, the e-commerce industry has a high risk of failure. Many 
companies riding the dot-com wave of the 2000s have failed miserably. The high risk of failure 
remains even today. 

 At times, e-commerce can feel impersonal. So it lacks the warmth of an interpersonal relationship 
which is important for many brands and products. This lack of a personal touch can be a disadvantage 
for many types of services and products like interior designing or the jewellery business. 

 Security is another area of concern. Only recently, we have witnessed many security breaches where 
the information of the customers was stolen. Credit card theft, identity theft etc. remain big concerns 
with the customers. 

 Then there are also fulfilment problems. Even after the order is placed there can be problems with 
shipping, delivery, mix-ups etc. This leaves the customers unhappy and dissatisfied. 

 
Types of Doing Business in Society: Social Commerce has become a really broad term encapsulating a 
lot of different technologies. It can be categorized as Offsite and Onsite social commerce. 
 Onsite: Onsite social commerce refers to retailers including social sharing and other social 

functionality on their website. Some notable examples include which enables users to share their 
purchases, which allows users to create a poll to find the right product, and which shows a live feed 
of what other shoppers are buying. Onsite user reviews are also considered a part of social 
commerce. This approach has been successful in improving customer engagement, conversion and 
word-of-mouth branding according to several industry sources. 

 Offsite: Offsite social commerce includes activities that happen outside of the retailers' website. 
These may include Face book storefronts, posting products on Face book, Twitter, Pinterest and 
other social networks, advertisement etc. However, many large brands seem to be abandoning that 
approach. A recent study by W3B suggests that just two percent of Face book's 1.5 billion users have 
ever made a purchase through the social network. The poor performance has been attributed to the 
lack of purchase intent when users are engaged on social media sites. 

 Onsite vs. offsite: Social Commerce is still a newer concept that most retailers may not have 
employed. In creating a social commerce strategy, there is an important distinction that should be 
made between Onsite social and Offsite Social. Offsite social is made up of social media brand pages 
or plug INS that live on social platforms and not on your actual website. Onsite social consists of 
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adding a social layer to your actual website. The main benefit of Onsite social is that you are keeping 
the user on your site where they can actually convert and you can improve your site experience 
through this social layer. Although social commerce will continue to grow and evolve, it is clear that 
that onsite social commerce is extremely valuable for both retailers and consumers alike. 

 
Social Media Platforms for E- Commerce: Platforms There are tons of social media platforms out 
there. It seems like a new one debuts every day or so. Here, we will cover the main ones that most 
businesses can utilize. For a more comprehensive list of platforms, check out this list.  

 Face book: I

account. In fact, there are close to 7.5 billion people on this earth, and, by the end of 2016, Face book 
had 1.8 billion users. Today, Face book has the highest conversion rate for ecommerce, at 1.85%. They 
also make up almost 2/3 of all traffic to Shapely stores.  

 Twitter: Currently, there are over 319 million users on Twitter, a popular channel for real-time news 
and conversation. Users can send and receive tweets 140-character messages. Twitter has also 

 

 LinkedIn: Think of LinkedIn as the professional version of Face book. LinkedIn allows its 450 
million users the ability to connect with other professionals and share content with their followers.  

 Pinterest:  a visual 
platform that allows users to pin or share their favourite photos to their boards. In general, Pinterest 
currently has over 100 million monthly active users, most of whom are women. They also have 
integrated buyable pin buttons for ecommerce merchants to use to sell directly on the platform.  

 Instagram: Instagram is another visual social media site that currently boasts over 500 million 
members, many of which are Millennial. Instagram allows users to posts photos to their site, with the 

l media networks.  In 2012, it 
became part of the Face book family when the giant bought it for $1 billion dollars. Because of this 

 

 Google+: 
currently have a community of over 300 million members. While Google+ was a bit of a latecomer to 

Because of 
 

 Snap chat: Snap chat is somewhat of a newcomer to the business side of social media. While the app 
has been popular with teens and Millennial, businesses are just now starting to really dive into the 
marketing capabilities of the platform. There are over 150 million daily active users on Snap chat. The 
platform allows you to share pictures and videos to your followers, either directly or privately or to 

 
 
Why Social Media Is Importance in E-commerce:  
 Convenience for the Customer: 

People today are more impatient than ever. Think about it we have the world at our fingertips, 
now, with the technological advancements of the last decade. You can get by-the-second news 
updates, Amazon has two-hour delivery, and you can get your groceries delivered to your door  
why go out of your way to do something when the internet can do it faster and easier  

 Build Customer Relationships: You have the ability to carefully create a campaign based on their 
demographics and interests and find them in real time. You can also instil loyalty with your existing 
customers by making them feel like they are important to you. Focus on sharing helpful information 
and building relationships with your audience.  

 Real  Time Processor: You can also use social media to reach your customers in real-time when 
they need you most. Let me give you an example: A few years ago, I was having problems trying to 
check into my flight on Delta. I called their customer service number, but I was put on hold. While I 
was waiting for the next representative, which I was told could take up to an hour. But, with social 
media, they were able to quickly respond to me and fix my problem. How great they were when you 
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had having problems with their service and how quickly they took care of it. Not only did they use 
social media for customer service, they also turned me into a walking marketer for them.  

 
Tactics for ecommerce Social Media: 
 
I. Set Goals  

 
 
The first thing that 

going to monitor it. How will you know if it is successful or not? How will you know if it is really worth 
the time and effort? Consider setting benchmarks based on the following: 

 The amount of traffic you want to bring to the platform. 

 The number of fans and followers you want to have. 

 The amount of engagement you want to receive. 

 The ratio of posts to the amount of engagement. 

 The ratio of visitors to conversions. 

 The ratio of audience growth to your engagement. 
 

retailers in the ecommerce space had an average of 370,000 followers, 6 posts per week, and 11.4 
interactions per post. 
 
II. Provide Value: 

 
 
The number-one thing when it comes to social media is reaching your customers where they are. The 
second is then providing them 

promotional. Of course, you want to promote your brand, but you want to balance it with other varied 
posts stories, news, tips, helpful articles you found information that is going to educate, entertain, or 
inform your customer base. Make sure, when you are promoting your brand, that you are highlighting 
the best, most interesting, and unique parts of your company. Tell your customers something that they 
might not know about you  
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III. Optimize Your Posts:  

 
 
One tip to help you perform better on social media is to optimize your posts. Just like in SEO, you want 
to be using keywords that will help increase your visibility. Perform keyword research or take a page 
from your SEO efforts, and use those in your posts to increase conversions. This will allow you to reach 
an even larger audience than your current followers. Remember, each platform has different functions 
and different ways in which you should optimize, but, in general, add your desired keywords, and you 

 
 
IV. Share Reviews:  

 
 
This is something of a cheat let your customers do the marketing for you! Nothing sells a product, 
service, or company better than a happy customer. People are much more likely to trust an objective 
third party who says that your products are the bomb than they are if you tell them. In fact, 88% of 
consumers say that they trust online reviews as much as personal recommendations. 
 
Here Are My Top Ways To Get Reviews:  
Ask: You can always ask your customers to review you. However, you need to be careful. According to 

 
POP: Create POP, or point of purchase, displays that ask them to review you. Make sure you first 
identify the top places that your customers come in contact with your product.  
Email Them: You can use your email marketing to help you gain reviews. You can email them and ask 
by putting a link at the bottom of your email.  
Frequent Flyers: Ask those who are repeat customers. If they keep coming back to you, chances are 
that they like you and will be glad to leave you a review.  
Social: This should be obvious, considering our topic here. You can ask your followers on social media 

reviews.  
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V. Share Images  

 
 
Most of us are going to be more visually driven when it comes to social media. Pictures and videos are 
more likely to catch our attention than a bunch of text. A human has a shorter attention span than a 
goldfish; therefore, whatever you can do to grab att
surprise, but studies have found that images are more engaging on social media than text-only posts. 
Therefore, whenever possible, you want to make sure you add a visual element. Make your pictures 
high-q
pictures of clothes to share
service; you can still share images you just have to be a bit more creative. How you add images 
depends on your brand and how you want to market it.  
 
VI. Interact with Your Followers  
 

 
 
Make sure you are monitoring posts that people are making about your company and engaging with 
them on a daily basis. Respond when people comment or share your content, ask questions that foster 
responses, participate in chats and discussions whatever you can do to reach more people and connect 
with your followers. Obviously, the more followers you have, the less personal your interactions will 
become, but you want to do everything you would for a friend talk to them, reach out. You do have to 
be careful with your interactions, of course. Sometimes, if you are dealing with a disgruntled customer 
or employee, it might be best not to get involved. 

 
VII. Interact with Influencers: 
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Another tactic for using social media is using the platforms as a way to build relationships with leaders 
and influencers in your niche. No matter what area of business you are in, there are going to be certain 
people who have a lot of pull and importance. Your goal should be to be that person but, in the 
meantime, work on building relationships with those who already are. Having those relationships built 

eople in your corner. One great way to build these 
relationships is by joining groups on social media that are related to your industry or niche. Post content 
there that you think will help out other members again; hat 
expert knowledge can you pass along that will make others think of you as a leader? 
 
VIII. Start Blogging: 

 
 

can be a great stream of new content where you can pass along your information to your audience. Not 
only does this give you an outlet to showcase your c
establish you as a thought leader.  
 
E- commerce Social Media Strategy: We live in an era where change is sweeping the world of small 
business. Online business has created a whole new avenue for people looking to establish their 
businesses. Many consumers would rather shop online than in-store. 
 
Social Marketing vs. Social Shopping: When speaking to the owners of e-commerce sites, it's 
amazing how often they confuse social marketing and social shopping. While both should be utilized by 
the savvy e-commerce professional, they are not the same thing. 
 

Social marketing is the use of social media platforms to help promote your business. Usually, this is 
done through direct engagement with consumers holding contests, updating status messages, asking 
for feedback in replies, and the like. It may also be done by creating content aimed toward sharing, such 
as YouTube viral video campaigns or Pinterest boards. 
 
Social shopping is about making the shopping experience available on social media sites and hopefully 
encouraging customers to share their purchases. For example, you might set up a shopping cart on Face 
book, allowing customers to buy right on the "liked" page. 
 
Benefits of Social Marketing: Social marketing presents one more avenue for e-commerce marketing. 
The premise is simple. If your customers are congregating at and listening receptively on Face book, 
then it makes sense to talk to them on Face book. 
It would be arrogant to tell the customer that you will communicate with them only if they visit you on 
your website. Online, it is the business that has to go the customer, not the other way around. 
Social marketing permits the e-commerce merchant to approach the customer when they are in the 
mood to get engaged, in a setting that the customer has chosen. 
Benefits of Social Shopping: Though the purpose is different, social shopping can be an extension of 
social marketing. While social marketing seeks to engage the customer on social platforms, social 
shopping goes a step further and says, "Why just engage, why not complete the sale transaction entirely 
on the social platform itself?" 
If one thinks about the time that people spend on their social accounts, it becomes easy to understand 
why it makes sense to facilitate social e-commerce transactions.  
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Conclusion: With a large majority of consumers being active on social media, and 93% of consumers 
saying that they turn to social media to help them make buying decisions, it is critical for those in the 
ecommerce industry to be active on these platforms.  Today, your social media accounts are like the 
storefronts in the 50s. They are how you communicate, share information, and showcase your company 
to audiences.  
 
While most e-commerce businesses have established some kind of a presence on social media, there are 
still several who are losing out on the opportunity of a lifetime. In calling it that, we do not want to 
overrate social media. Along with being great communication vehicles, social platforms are also 
becoming an increasingly important part of your customer's daily lives. As a result, you cannot afford to 
miss out. 
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