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Introduction

This chapter contributes to knowledge by exploring the roots of social
commerce (s-commerce) and provides an overview of what s-commerce
is and how it may develop in the future. As such, this chapter seeks to:

¢ explore the origins and roots of s-commerce;
¢ examine definitions of s-commerce; and
* investigate the potential of the s-commerce concept.
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S-commerce remains a relatively new phenomenon with research
interest in the topic starting to gain exponential increase from 2004
onwards, with the emergence and popularity of social media platforms
such as Facebook and Twitter (Wang and Zhang 2012; Lin et al. 2017).
To date, the concept lacks a clear-cut definition and can thus be best
described as fuzzy, which “possess two or more alternative meanings and
thus cannot be identified or applied reliably by different readers or schol-
ars” (Markusen 1999, p. 870; Liang and Turban 2011). The following
sections will first review the historic roots and foundations of s-commerce,
which allows for providing an explanation as for why it remains fuzz),
before exploring its definitions, and moving on to a future outlook.

The Role of Social Media Today

Today it is almost unthinkable to live a life without smartphones and the
internet. We are connected on a 24/7 basis and exchange information on
a real time scale with people living almost anywhere in the world. Being
online and available implies an opportunity not only to communicate
with others, but also to indulge in consumption behaviour wherever we
are. This has led to the dot.com business idea booming in the 2000s,
which saw the creation of a manifold of companies, some of which are
still in existence today (e.g. Leiner et al. 1997; Investopia 2018).
Continued research and development activities into wireless technologies
and electronic devices, as well as improvements made in the area of elec-
tronic commerce (e-commerce) have fostered the creation of mobile
commerce (m-commerce) (Senn 2000). Consumers now have shopping
platforms literally at the tip of their thumb, scroll through providers’
apps, save their favourite products, add them to wish lists, and indulge
further in a buy-now-see-now shopping culture. S-commerce goes even
further in that it involves a variety of consumer tools to socialise and
share commercial-related information (Lin et al. 2017).

Social media platforms, such as Facebook, Twitter, Instagram, and
Pinterest, have further changed the business world (Fraser and Dutta
2008). Companies are no longer broadcasting their messages as a mono-
logue, but are (ideally) actively engaging into a dialogue with their
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consumers. Businesses can share their videos, blogs, and product infor-
mation, or even pose questions and polls to encourage responses in an
effective and efficient way, reaching a global audience, whilst consumers
have the opportunity to share this content or create their own, comment
on links, like pictures, or share their concerns instantaneously and in real
time. Our world has changed to becoming increasingly transparent, with
every action causing an even greater reaction that is broadcasted globally,
with everyone watching (e.g. Doherty and Delener 2001; Kaplan and
Haenlein 2010).

Origins and Roots of S-commerce

Figure 1.1 provides a visualisation of the key milestones and historic
developments leading to the s-commerce concept. The 1970s laid the
foundations for s-commerce, with the emergence of the internet or Web
1.0, which was commercialised in the 1990s and gained increased impor-
tance in our daily lives (e.g. Leiner et al. 1997; Investopia 2018). It is at
the same time that s-commerce was born, with authors (Curty and Zhang
2011; Friedrich 2015) insisting that the roots of s-commerce can be

1970s Internet Invention

mid-1990s commercialization of

1995: Amazon ships internet

its first book

1995-2000 Dot.com boom

Late 1990s: roots of s-
ate s: roots of s-commerce 20005 e-commerce

takes off
2005: Yahoo introduces ‘social
commerce’ 2009: Groupon
initiates social
commerce business

model

Fig. 1.1 Key milestones in s-commerce development
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traced back to the late 1990s. Increased investments in technology and its
subsequent infrastructure have fostered the creation of Web 2.0 and the
development of e-commerce opportunities (Leiner et al. 1997; Lai 2010;
Investopia 2018), which allowed Amazon.com to ship its first book,
which was purchased online, in 1995 (Olenski 2015).

In a similar vein, research on s-commerce can be traced back to the late
1990s. Nevertheless, the explosive growth of this field of study only
started in 2004, the same year in which Facebook and many other social
media sites were founded (Lin etal. 2017). According to Lin et al. (2017),
the earliest scholarly publication on social commerce was written in
1999, even though the term ‘social commerce’ was first used in this con-
text in 2007. Since then, it has grown proportionally alongside social
media research in terms of a number of publications. Zhou et al. (2013)
report an increasing trend of publications on s-commerce from 2003 to
2012. Over the last decade, the number of academic publications on
s-commerce has grown exponentially (Lin et al. 2017; Zhang and
Benyoucef 2016).

A majority of research focusing on s-commerce is contextualised in the
area of information technology (e.g. Shanmugan and Jusoh 2014; Wang
and Zhang 2012; Zhou et al. 2013), yet lacks application in marketing
and management. Yet, past studies predominantly focus on consumer
behaviour, for example on customer experience and web design (Busalim
and Hussin 2016). Research on s-commerce is almost always under-
pinned by social-related theories, which indicates the important role of
social aspects brought by the social nature of s-commerce (Busalim and
Hussin 2016). This is related to customers and the impact of social inter-
actions on purchasing intention or the decision-making process in
s-commerce. According to Lin et al. (2017), dominating topics in the
s-commerce remit are organisation, advertisement, and word-of-mouth.
Despite its high relevance across the entire decision-making and con-
sumption process, the majority of publications on s-commerce centre on

the post-purchase phase (Zhang and Benyoucef 2016).
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The Concept of S-commerce
Definitions and Characteristics of S-commerce

Broadly speaking, e-commerce refers to any economic activity that is
transacted online and encompasses a wide variety of technologies, includ-
ing, but not limited to e-mail, telephone, and mobile devices (e.g. tablets
and mobile phones), and/or social media (Niranjanamurthy et al. 2013).
Social media and Web 2.0 (Lai 2010; Lin et al. 2017) have led to the
emergence of s-commerce, and facilitated a shift from product-oriented
platforms, which are typical in e-commerce to platforms, to those that
are strongly customer-oriented (Wigand et al. 2008; Huang and
Benyoucef 2013a). In 2005 Yahoo firstly termed ‘social commerce’, when
they created a feature on their online platform that allowed their end-
consumers to create, share, and comment on product lists (Wang and
Zhang 2012).

S-commerce can be considered “an interdisciplinary subject that con-
cerns business models and strategies, consumer and organization behav-
ior, social networking technologies, analytical techniques, system designs,
business practices, research methodologies, and prospective and retro-
spective assessment of business value” (Zhou et al. 2013, p. 2). A range of
current definitions are displayed in Table 1.1 (Definitions of s-commerce),
which are discussed below.

From the definitions in Table 1.1 it becomes apparent that the concept
of s-commerce remains fuzzy until today. Definitions consider s-commerce
to be “a multi-user-based e-commerce” (Yamakami 2014, p. 285),
“technology-enabled shopping experiences” (Shen and Eder 2011, p. 29),
or “a various types of commercial and social activities” (Liang et al. 2011,
p. 69). Aside from the differences, when looking at s-commerce as an
emerging category of e-commerce (Kim 2013), four themes seem to be
common ground to characterise s-commerce, namely social media, inter-
activity, extension of commercial activities, and new participants in
online commerce.

Zhang and Benyoucef (2016) state that s-commerce combines social
media with commercial activities. This implies that social networking
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Table 1.1 Definitions of s-commerce

Author

Definition

Marsden
(2009b)

Stephen
and
Toubia
(2010)

Curty and
Zhang
(2011)

Liang et al.
(2011)

Shen and
Eder
(2011)

Wang and
Zhang
(2012)

Baghdadi
(2013)

Dohoon
Kim
(2013)

Hajli (2013)
Dar and

Shah
(2013)

[...] social shopping is the new motor driving the social commerce
trend. Promotes purchase decisions primarily through the
‘liking’ social intelligence heuristic allowing people to shop with
people they know, like, and trust. Adds emotion into the
e-commerce mix, and enables real time recommendations

[...] social commerce and social shopping are forms of internet-
based ‘social media’ that allow people to actively participate in
the marketing and selling of products and services in online
marketplaces and communities

An emerging trend in which sellers are connected in online social
networks, and where sellers are individuals instead of firms

In social commerce, people do commerce or intentionally explore
commerce opportunities by participating and/or engaging in a
collaborative online environment

The increased popularity of social media sites, such as LinkedIn,
Facebook, and Twitter, has opened opportunities for new
business models of electronic commerce, often referred to as
social commerce (SC). Social commerce involves using Web 2.0
social media technologies to support online interactions and
user contributions to assist in the acquisition of products and
services

[...] social commerce is defined as technology-enabled shopping
experiences where online consumer interactions while shopping
provide the main mechanism for conducting social shopping
activities

Social commerce is a form of commerce mediated by social media
and is converging both online and offline environments

Social commerce is doing commerce in a collaborative and
participative way, by using social media, through an enterprise
interactive interface that enables social interactions

More fully, social commerce is a subset of electronic commerce
that uses social media, online media that supports social
interaction and user contributions, to enhance the online
purchase experience

The current development in e-commerce opened a new stream,
entitled social commerce, which is using social technologies to
create an environment for generating social interactions

Social commerce is the use of social networking in the context of
electronic commerce or even mobile commerce

(continued)
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Table 1.1 (continued)

Author Definition
Smith et al. S-commerce refers to the conduct of e-commerce activities using
(2013) social media platforms (e.g. Facebook, Twitter) to aid in
encouraging online purchases
Sturiale Social commerce is a special kind of e-commerce that allows the
and interaction between merchants and consumers in a social
Scuderi environment such as Facebook, Twitter, etc.... It plays on the
(2013) interactivity among users both in terms of experience sharing
and support/advice to make the right choice, up to the order. In
short, it is the evolution of Web 2.0 of online commerce,
allowing a greater interactivity and participation among and of
customers by means of blogs, wiki systems, and sharing of
articles written by the very community members
Zhou et al. [...] social commerce involves the use of internet-based media
(2013) that allow people to participate in the marketing, selling,
comparing, curating, buying, and sharing of products and
services in both online and offline marketplaces, and in
communities
Hajli (2014) The notion behind s-commerce is that social media benefits
commercial transactions of vendors by developing closer
relationships with customers, enriching the quality of the
relationship, increasing sales and encouraging loyalty to the
business
Yamakami A multi-user-based e-commerce that involves multiple people
(2014) during an e-commerce transaction
Hajli and Individuals are using SCCs [social commerce constructs] and social
Sims tools to perform social interaction with peers in social
(2015) networking sites (SNSs), which creates a social climate with the
emergence of online social support
Wu et al. Social commerce can also be defined as word-of-mouth applied
(2015) to e-commerce (Dennison et al. 2009), and it involves a more
social, creative and collaborative approach than is used in online
marketplaces (Parise and Guinan 2008)
Busalim [...] social commerce activities combine both commercial activities
and and social activities
Hussin
(2016)
Lin et al. [...] social commerce involves a variety of commercial activities
(2017) that are able to assist in consumers’ pre-purchase product

evaluation, shopping decisions, and post-purchase behaviours




8 N. Biirklin et al.

sites (SNS), such as Facebook, contain more social functions (e.g. like,
share, comment, and react), which distinguish s-commerce from
e-commerce. Thus, s-commerce is mediated by SNS, not only by elec-
tronic platforms as is the case for e-commerce (Marsden 2009a; Wang
and Zhang 2012; Zhou et al. 2013; Shen and Eder 2011; Smith et al.
2013; Hajli and Sims 2015). Key platforms that have opened up new
business opportunities and business models are LinkedIn, Facebook, and
Twitter (Liang et al. 2011).

Contrary to e-commerce, s-commerce is characterised by a high level
of interactivity (Busalim and Hussin 2016). The use of modern technol-
ogy and use of Web 2.0 support and facilitate online interactions (dia-
logues) and user contributions in the process of acquisition through
s-commerce (Liang et al. 2011). SNS allow consumers to react to mes-
sages broadcasted and thus, fosters greater participation across the entire
consumption process (Baghdadi 2013; Sturiale and Scuderi 2013). To
reiterate this further, product reviews are communicated in through com-
ments made by friends on SNS (Busalim and Hussin 2016), which
implies that s-commerce is a more social and collaborative approach to
creating content than traditional online marketplaces as individuals are
involved in the information exchange (Lin et al. 2017).

S-commerce brings forward a new range of commercial activities that
can be integrated and conducted (Stephen and Toubia 2010; Wang and
Zhang 2012; Zhou et al. 2013; Lin et al. 2017), which include not only
the information, acquisition, and after-sales process, but also comparing,
curating, sharing relevant content on products or services. Examples of
the latter activities encompass word-of-mouth, advertising, co-creation,
user-generated content, information sharing, and purchasing (Busalim
and Hussin 2016). A new customer experience is created and delivered
(Lin et al. 2017), which has the power to build closer relationships with
customers, to increase sales, and to foster loyalty towards the business
(Hajli 2014). Lin et al. (2017) highlight that bricks-and-mortar firms use
social media in this context to increase their overall business performance
(Lin et al. 2017).

S-commerce further encourages new participants to enter the electronic
marketplace. Through the integration of social media peer-to-peer sharing
emerges as a megatrend, with organisations such as Airbnb and Uber
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emerging dominantly in the marketplace (Stephen and Toubia 2010).
Yamakami (2014) describes this phenomenon as a multi-user-based type
of e-commerce, which goes beyond the traditional company-buyer rela-
tionship. This online community building aspect in which peer-to-peer
sharing is dominant is a unique characteristic of s-commerce (Busalim

and Hussin 2016).

Similarities and Differences to Related Concepts

A key question that thus far remains unanswered is in how far s-commerce
differs from e-commerce and m-commerce, as the concepts are closely
related. M-commerece is a subset of e-commerce and implies that business
is conducted through mobile devices, such as smartphones, tablets, or
any other portable electronics (Senn 2000; Sharma and Crossler 2014).
It fosters hyper consumption by allowing consumers to shop anywhere,
whether this may be on a train, in a café, or on the beach (Meola 2016;
Allen et al. 2017; Parker and Doyle 2018).

Similar to m-commerce, s-commerce has evolved as a subset of
e-commerce, which harnesses social media platforms and Web 2.0 tech-
nologies (Liang and Turban 2011; Huang and Benyoucef 2013a; Sharma
and Crossler 2014). Authors agree on the fact that s-commerce can be
considered an evolution of e-commerce (Kim 2013; Busalim and Hussin
2016). Yet, it does not rely on electronic platforms only, but integrates
SNS and enables a close interaction between the parties involved (Zhang
and Benyoucef 2016). Thus, s-commerce could be described as a special
kind of e-commerce that incorporates interactions in a social environ-
ment such as Facebook or Instagram (Sturiale and Scuderi 2013).
Especially social and/or relational aspects become relevant in s-commerce
as opposed to simply transactional aspects in e-commerce. This is mir-
rored by Wu et al. (2015) who consider s-commerce to be personal rec-
ommendation behaviour amongst peers, namely word-of-mouth, applied
to the concept of e-commerce. This interconnectivity has led to an
increased sharing behaviour, which sees consumers being exposed to
more deals, discounts, and trends than ever before (Stephen and Toubia

2010). Hajli (2014) highlights that this type of sharing behaviour has
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changed the relationship between customers and brands in that the bonds
are closer than ever before, resulting in increased transactions and
subsequent profits. To reiterate this further, a majority of brands have set
up social media fan pages (Facebook), Live Stories (Instagram), or Twitter
profiles that also direct interaction with customers and real time responses
to queries thereby creating a continuous communication flow and inno-
vative way of conducting business (Amblee and Bui 2011; Michaelidou
etal. 2011; Hajli and Sims 2015; Lin et al. 2017).

Authors (e.g. Stephen and Toubia 2010; Kim 2012; Zhou et al. 2013;
Hajli and Sims 2015; Huang and Beneyoucef 2013b) indicate that a key
difference between e-commerce and s-commerce is an observable shift in
bargaining power from the seller to the end-consumer, with end-
consumers being able to utilise internet-based media to share, compare,
like, sell, and buy in a variety of online marketplaces. While e-commerce
mostly focused on the company-consumer relationship, s-commerce is
multi-user-based (Yamakami 2014). As such s-commerce is different
from social shopping, in that the former implies that sellers are connected
through a digital platform, whilst the latter suggests that customers are
connected with each another to communicate. This implies that the role
of the customer varies from being a seller by offering products and/or
service through platforms such as eBay, to actively generating content by
writing reviews on purchases and creating recommendations (Stephen
and Toubia 2010).

Authors (e.g. Liang et al. 2011; Ng 2013) have highlighted three
trends that developed within e-commerce and led to the newer concept
of s-commerce:

1. Selling through social media, by for example including commercial
tools on already existing social media channels

2. Enhancing e-commerce website (e.g. ASOS, Net-a-Porter, Boohoo.
com) by adding additional social media features

3. Incorporating social media to enhance overall business performance
of brick-and-mortar retailers (offline), to, for example, further develop
their customer service
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Stephen and Toubia (2010) further insist that sellers create a unique
customer experience by creating personalised online shops, which can be
interconnected through hyperlinks, and individuals are operating on a
commission basis, which provides an incentive to performing well and
continuously innovating their online shops.

Implications and Outlook
Strategic Goals and Potential Risks

With new developments as in the case of s-commerce, there are always
specific strategic goals linked to them. According to Stephen and Toubia
(2010), managers want to make use not only of social value, but also
especially of economic value generated from s-commerce. This includes
the ability to make informed decisions based on social media data
(Busalim and Hussin 2016). Building on increased assistance throughout
the consumption process, they aim to increase sales through s-commerce
(Lin et al. 2017). Since Web 2.0 and social media lead to more social and
interactive shopping experiences (Friedrich 2015), companies seek to
improve the relationship quality to their customers. The same holds true
vice versa: those companies that have already established high-quality
relationships with their customers expressed through commitment, trust,
and satisfaction have the potential to enhance s-commerce intention
(Hajli 2014). As s-commerce involves the sharing of personal stories and
experiences with products and services, companies want customers to be
brand advocates (Busalim and Hussin 2016) and thereby use for example
user-generated content to increase awareness for the brand.
Nevertheless, there may also be potential risks in the application of
s-commerce. If not done effectively, advertisements on social media will
lead to higher advertisement avoidance rates than conventional advertis-
ing (Kelly et al. 2010). Furthermore, there is a relatively easy entry to
s-commerce which in turn can lead to a fierce competition in the indus-
try (Zhou et al. 2013) and make it hard to differentiate one company’s
service from the other. Moreover, it must be noted that consumers’
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demographics (e.g. gender or age), personal traits such as price conscious-
ness may vary the potential effect of s-commerce on marketing-relevant
outcomes such as customer satisfaction or increase in sales (Zhang and
Benyoucef 2016). The same holds true for the characteristics of content
used in s-commerce as these antecedent factors could vary the impact of
s-commerce under different conditions.

Future Developments and the Potential of S-commerce

Extending current trends, the future of s-commerce might be reflected in
mobile marketing and, thus, m-commerce, or even virtual commerce
(Lin et al. 2017). This would open up new spaces for the application of
s-commerce where consumers would enter new types of shopping experi-
ences. Moreover, boundaries between social interactions and new types of
commerce will fade and create new chances for close relationships to
customers.

References

Allen, J., Piecyk, M., & Piotrowska, M. (2017). An analysis of online shopping
and home delivery in the UK, FTC (online). Retrieved http://www.ftc2050.
com/reports/Online_shopping_and_home_delivery_in_the_UK_final_ver-
sion_Feb_2017.pdf. 9 Jan 2018.

Amblee, N., & Bui, T. (2011). Harnessing the influence of social proofin online
shopping: The effect of electronic word of mouth on sales of digital micro-
products. International Journal of Electronic Commerce, 16, 91-114.

Baghdadi, Y. (2013). From e-commerce to social commerce: a framework to
guide enabling cloud computing. Journal of Theoretical and Applied Electronic
Commerce Research, 8(3), 12-38.

Busalim, A. H., & Hussin, A. R. C. (2016). Understanding social commerce: A
systematic literature review and directions for further research. International
Journal of Information Management, 36(6), 1075-1088.

Curty, R. G., & Zhang, P. (2011). Social commerce: Looking back and forward.
Proceedings of the American Society for Information Science and Technology,
48(1), 1-10.


http://www.ftc2050.com/reports/Online_shopping_and_home_delivery_in_the_UK_final_version_Feb_2017.pdf
http://www.ftc2050.com/reports/Online_shopping_and_home_delivery_in_the_UK_final_version_Feb_2017.pdf
http://www.ftc2050.com/reports/Online_shopping_and_home_delivery_in_the_UK_final_version_Feb_2017.pdf

The Historical Development of Social Commerce 13

Dar, H., & Shah, A. (2013). A 10C’s of social networking, interconnections and
the impact on social networking. Proceeding of 5th international conference on
information and communication technology for the Muslim World, 1-5

Dennison, G., Bourdage-Braun, S., & Chetuparambil, M. (2009). Social com-
merce defined (No. White paper 23747). Research Triangle Park, NC: IBM.

Doherty, N., & Delener, N. (2001). Chaos theory: Marketing & management
implications. Journal of Marketing Theory and Practice, 9(4), 66-75.

Fraser, M., & Dutta, S. (2008). Throwing sheep in the boardroom: How online
social networking will transform your life, work and world. Hoboken: Wiley.
Friedrich, T. (2015). Analyzing the factors that influence consumers’ adoption
of social commerce: A literature review. Proceeding of twenty-first Americas

conference on information systems, pp. 1-16.

Hajli, M. (2013). A research framework for social commerce adoption.
Information Management & Computer Security, 21, 144—154.

Hajli, M. N. (2014). The role of social support on relationship quality and social
commerce. Technological Forecasting and Social Change, 87, 17-27.

Hajli, N., & Sims, J. (2015). Social commerce: The transfer of power from sell-
ers to buyers. Technological Forecasting and Social Change, 94, 350-358.

Huang, Z., & Benyoucef, M. (2013a). From e-commerce to social commerce: A
close look at design features. Electronic Commerce Research and Applications,
12(4), 246-259.

Huang, Z., & Benyoucef, M. (2013b). User-centered investigation of social
commerce design. Online Communities and Social Computing, 8029,
287-295.

Investopia. (2018). Dotcom bubble, Investopia (online). Retrieved hteps://www.
investopedia.com/terms/d/dotcom-bubble.asp. 9 Jan 2018.

Kaplan, A. M., & Haenlein, M. (2010). Users of the world unite! The challenges
and opportunities of social media. Business Horizon, 53, 59-68.

Kelly, L., Kerr, G., & Drennan, ]. (2010). Avoidance of advertising in social
networking sites: The teenage perspective. Journal of Interactive Advertising,
10, 16-27.

Kim, D. (2012). Marketing games in social commerce. In V. Krishnamurthy,
Q. Zhao, M. Huang, &Y. Wen (Eds.), Game theory for networks. GameNets
2012 (Lecture notes of the institute for computer sciences, social infor-
matics and telecommunications engineering) (Vol. 105). Berlin/Heidelberg:
Springer.

Kim, D. (2013). Under what conditions will social commerce business models
survive? Electronic Commerce Research and Applications, 12(2), 69-77.


https://www.investopedia.com/terms/d/dotcom-bubble.asp
https://www.investopedia.com/terms/d/dotcom-bubble.asp

14 N. Burklin et al.

Lai, S. (2010). Social commerce — E-Commerce in social media context.
Proceedings of World Academy of Science Engineering & Technology, 4(12), 8.
Leiner, B. M., Cerf, V. G., Clark, D. D., Kahn, R. E., Kleinrock, L., Lynch,
D. C,, Postel, J., Roberts, L. G., & Wolff, S. (1997). Brief history of the
internet. Internet Society (online). Retrieved https://www.internetsociety.

org/internet/history-internet/brief-history-internet/. 9 Jan 2018.

Liang, T.-P, & Turban, E. (2011). Introduction to the special issue social com-
merce: A research framework for social commerce. International Journal of
Electronic Commerce, 16(2), 5—14.

Liang, T.-P, Ho, Y.-T., Li, Y.-W.,, & Turban, E. (2011). What drives social com-
merce: The role of social support and relationship quality. International
Journal of Electronic Commerce, 16, 69-90.

Lin, X,, Li, Y., & Wang, X. (2017). Social commerce research: Definition,
research themes and the trends. International Journal of Information
Management, 37, 190-121.

Markusen, A. (1999). Fuzzy concepts, scanty evidence, policy distance: The case
for rigour and policy relevance in critical regional studies. Regional Studies,
33(9), 869-884.

Marsden, P. (2009a). The 6 dimensions of social commerce: Rated and reviewed.
Social Commerce Today. http://socialcommercetoday.com/the-6-dimensions-
of-social-commerce-rated-and-reviewed/ (current Sep. 21, 2012).

Marsden, P. (2009b). How social commerce works: The social psychology of
social shopping. Social Commerce Today. http://socialcommercetoday.com/
how-social-commerce-works-the-social-psychology-of-social- shopping/ (current
Sep. 21, 2012).

Meola, A. (2016). The rise of m-commerce: Mobile shopping stats & trends, Business
Insider (online). Retrieved http://uk.businessinsider.com/mobile-commerce-
shopping-trends-stats-2016-10. 9 Jan 2018.

Michaelidou, N., Siamagka, N. T., & Christodoulides, G. (2011). Usage:
Barriers and measurement of social media marketing: An exploratory investi-
gation of small and medium B2B brands. Industrial Marketing Management,
40, 1153-1159.

Ng, C. S.-P. (2013). Intention to purchase on social commerce websites across
cultures: A cross-regional study. Information & Management, 50, 609-620.
Niranjanamurthy, M., Kavyashree, N., Jagannath, S., & Chahar, D. (2013).
Analysis of e-commerce and m-commerce: Advantages, limitations, and
security issues. International Journal of Advanced Research in Computer and

Communication Engineering, 2(6), 2360-2370.


https://www.internetsociety.org/internet/history-internet/brief-history-internet/
https://www.internetsociety.org/internet/history-internet/brief-history-internet/
http://socialcommercetoday.com/the-6-dimensions-of-social-commerce-rated-and-reviewed/
http://socialcommercetoday.com/the-6-dimensions-of-social-commerce-rated-and-reviewed/
http://socialcommercetoday.com/how-social-commerce-works-the-social-psychology-of-social- shopping/
http://socialcommercetoday.com/how-social-commerce-works-the-social-psychology-of-social- shopping/
http://uk.businessinsider.com/mobile-commerce-shopping-trends-stats-2016-10
http://uk.businessinsider.com/mobile-commerce-shopping-trends-stats-2016-10

The Historical Development of Social Commerce 15

Olenski, S. (2015). 7he evolution of e-commerce, Forbes (online). Retrieved
heeps:/[www.forbes.com/sites/steveolenski/2015/12/29/the-evolution-of-
ecommerce/. 8 Mar 2018.

Parker, C. J., & Doyle, S. A. (2018). Design indulgent interaction: Luxury fash-
ion, m-commerce, and Ubermensch. In W. Ozuem & Y. Azemi (Eds.),
Digital marketing strategies for fashion and luxury brands. Hershey: IGI Global.

Senn, J. A. (2000). The emergence of m-commerce. Computer, 33(12), 148-150.

Shanmugan, M., & Jusoh, Y. Y. (2014). Social commerce from the information
systems perspective: A systematic literature review. Proceeding of interna-
tional conference on computer and information sciences, pp. 1-6.

Sharma, S., & Crossler, R. E. (2014). Disclosing too much? Situational factors
affecting information disclosure in social commerce environment. Electronic
Commerce Research and Applications, 13(5), 305-319.

Shen, J., & Eder, L. B. (2011). An examination of factors associated with user
acceptance of social shopping websites. International Journal of Technology
and Human Interaction, 7(1), 19-306.

Smith, S. M., Zhao, J., & Alexander, M. (2013). Social commerce from theory
of planned behaviour paradigm. International Journal of E-Adoption, 5(3),
76-88.

Stephen, A. T., & Toubia, O. (2010). Deriving value from social commerce
networks. Journal of Marketing Research, 47(2), 215-228.

Sturiale, L., & Scuderi, A. (2013). Evaluation of social media actions for the
agrifood system. Procedia Technology, 8, 200-208.

Wang, C., & Zhang, P. (2012). The evolution of social commerce: The people,
management, technology, and information dimensions. Communications of
the Association for Information Systems, 31, 105-127.

Wigand, R. T., Benjamin, R. I., & Birkland, ]J. L. H. (2008). Web 2.0 and
beyond: Implications for electronic commerce. Proceeding of the 10th inter-
national conference on electronic commerce. Retrieved: http://delivery.acm.
0rg/10.1145/1410000/1409550/a7-wigand.pdf?ip=130.88.240.69&id=140
95508&acc=ACTIVE%20SERVICE&key=BF07A2EE685417C5%2EA30F
01C2334F920C%2E4D4702B0C3E38B35%2E4D4702B0C3E
38B35&__acm__ =1520614039_5c20bdb6f28813df1e8ff7778efacac6. 9
Mar 2018.

Wu, Y. C. J., Shen, J. P, & Chang, C. L. (2015). Electronic service quality of
Facebook social commerce and collaborative learning. Computers in Human
Bebaviour, 17, 1-8.


https://www.forbes.com/sites/steveolenski/2015/12/29/the-evolution-of-ecommerce/
https://www.forbes.com/sites/steveolenski/2015/12/29/the-evolution-of-ecommerce/
http://delivery.acm.org/10.1145/1410000/1409550/a7-wigand.pdf?ip=130.88.240.69&id=1409550&acc=ACTIVE SERVICE&key=BF07A2EE685417C5.A30F01C2334F920C.4D4702B0C3E38B35.4D4702B0C3E38B35&__acm__=1520614039_5c20bdb6f28813df1e8ff7778efaeac6
http://delivery.acm.org/10.1145/1410000/1409550/a7-wigand.pdf?ip=130.88.240.69&id=1409550&acc=ACTIVE SERVICE&key=BF07A2EE685417C5.A30F01C2334F920C.4D4702B0C3E38B35.4D4702B0C3E38B35&__acm__=1520614039_5c20bdb6f28813df1e8ff7778efaeac6
http://delivery.acm.org/10.1145/1410000/1409550/a7-wigand.pdf?ip=130.88.240.69&id=1409550&acc=ACTIVE SERVICE&key=BF07A2EE685417C5.A30F01C2334F920C.4D4702B0C3E38B35.4D4702B0C3E38B35&__acm__=1520614039_5c20bdb6f28813df1e8ff7778efaeac6
http://delivery.acm.org/10.1145/1410000/1409550/a7-wigand.pdf?ip=130.88.240.69&id=1409550&acc=ACTIVE SERVICE&key=BF07A2EE685417C5.A30F01C2334F920C.4D4702B0C3E38B35.4D4702B0C3E38B35&__acm__=1520614039_5c20bdb6f28813df1e8ff7778efaeac6
http://delivery.acm.org/10.1145/1410000/1409550/a7-wigand.pdf?ip=130.88.240.69&id=1409550&acc=ACTIVE SERVICE&key=BF07A2EE685417C5.A30F01C2334F920C.4D4702B0C3E38B35.4D4702B0C3E38B35&__acm__=1520614039_5c20bdb6f28813df1e8ff7778efaeac6

16 N. Biirklin et al.

Yamakami, T. (2014). A view model of social commerce: The building blocks of
next-generation e-commerce. International Symposium on Communications
and Information Technology, 284-288.

Zhang, K. Z. K., & Benyoucef, M. (2016). Consumer behavior in social com-
merce: A literature review. Decision Support Systems, 86, 95-108.

Zhou, L., Zhang, P, & Zimmermann, H. D. (2013). Social commerce research:
An integrated view. Electronic Commerce Research and Applications, 12(2),
61-68.



	1: The Historical Development of Social Commerce
	Introduction
	The Role of Social Media Today
	Origins and Roots of S-commerce

	The Concept of S-commerce
	Definitions and Characteristics of S-commerce
	Similarities and Differences to Related Concepts

	Implications and Outlook
	Strategic Goals and Potential Risks
	Future Developments and the Potential of S-commerce

	References




