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ABSTRACT

Retailing is a social institution traditionally associated with the selling of products

to  consumers.  The  changes  in  our  national  and  social  environment  have  been

constantly affecting the wants of consumers and how these wants are satisfied by

the  retailers.  The  retail  communication  ensures  that  the  customers  receive  the

correct message.i The developments in the retail and consumer technology have

increased the spread of shopping. Consumers expect better services from retailers

as their standard of living and life style has improved. Retailers communicate with

customers  both  on-line  and  off-line  interactively  and  passively.  Retailers  are

interested in the changing environment which is affected by the changes in the

demographic,  technology,  economic,  social,  political  and  cultural  factors.  The

retail industry digital marketing strategies are aligned to meet the retailer-customer

demands.  The most popular digital  marketing techniques  available  are Content

marketing,  social  networking  tools,  re  targeting  community  building  etc.,  The

digital marketing has become the most celebrated way to speak to the customers.

Social Commerce is a subset of digital marketing.

Social  commerce is  a  logical  expansion of social  business  based on the social

technologies. Which includes ratings reviews from customers, recommendations

and referrals from users, tools for social shopping, communities and forums, social

applications and social advertising.ii The social commerce includes social media

marketing, which seeks to engage customers in the on-line social platforms where

they naturally spend time The present study contributes to the academic literature

on social commerce. 
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Social  Commerce is  the passing of product  knowledge and opinion amongst a

social group which has a shared system of value and a recognised identity. The

success  of  the  social  commerce  technologies  depend on  the  ability  to  quickly

discern the trustworthiness of the source and retail the knowledge, which is the

benefit of trait of socialization evolution. 

Customers  are  a  part  of  the  marketing  department  as  a  result  of  the  social

commerce technologies. The content generated and shared by the customers forms

the foundation of the business and the brand.  The customer engagement is  the

central to the effective social technology and the creation of social business. Social

media  improves business  through the personal activities  of  the customers.  The

technologies  and  strategies  can  be  combined  to  drive  better  business  building

processes in both marketing and operations. On the social web, customers become

an  integral  part  of  the  sales  process.  The  business  that  uses  social  media  are

building a formidable marketing and customer relationship management system in

the social media sphere. 

The effect of social interactions through the social networking sites on on-line and

off-line  purchase behaviour,  among the  different  sections  of  customers  will  be

explored and compared in the present study. The findings of the study are expected

to contribute to the academic literature on social commerce and its role in the retail

communication process.  Furthermore, this research would contribute directly to

the area  of  Information  Technology due  to  a  common interest  in  studying the

environments and contexts in which people, information and technology interact

and interplay.iii

The study reveals that the retailers and shoppers use the social channels as the

internal  tools  and/or  platforms  for  communication  and  for  providing  them  an

internal space to socialize their opinions, perception and profiles. The retailers are

becoming  proactive  in  the  customer  acquisition  process  through  social  media

technologies. The most popular tactics used to identify the new customer is to tack

the search history and to identify who is involved with the competitors. Snapping

and  uploading  of  pictures  and  images  also  helps  in  attracting  prospective
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customers. Maintaining a good balance between these 2 forms of marketing is the

need in the present world. Adopting the 80/20, by invest in 80% social marketing,

and 20% traditional marketing, can make  the company/ brand competitive. 

The  study  shows  that  majority  of  female  and  male  respondents  visit  social

networks as part of their shopping behaviour and use images they see on social

media sites to inspire purchases. The research also shows that Facebook is the

most popular site where retailers and customers interact. A negative comment or a

post may affect the reputation of the brand. 

The social  engagement  in  the  web connects  all  the  stakeholders,  who become

participants rather than viewers. Customer engagement in the social business sense

means that the  customers are willing to take their time and energy to interact

about the brand and the company in the on-line platform. The engagement process

is fundamental to successful social marketing and to establish successful social

business  practices.  There  is  a  larger  implication as  the  customer conversations

enter the purchase cycle. Customers are a part of the marketing department as a

result of the social commerce technologies. The content generated and shared by

the  customers  forms  the  foundation  of  the  business  and  the  brand.  The

consumption includes downloading, reading writing, listening to digital contents. 

Social media improves business through the personal activities of the customers.

Successful social marketing will become an even more important component of

overall marketing strategies, and that marketers will have to think longer, harder

and more creatively if they want to be able to fulfil the newly created potential of

social commerce.
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