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Abstract - With the rapid advancement of technology, social media has emerged as a powerful platform
that revolutionizes the way businesses engage with customers and conduct e-commerce. This review
article aims to provide an in-depth analysis of the importance of social media in the realm of e-
commerce. We explore various aspects of social media, including its impact on consumer behavior,
brand visibility, customer engagement, sales generation, and market research. By examining current
research and industry practices, this review article provides valuable insights into harnessing the full

potential of social media for e-commerce success.
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INTRODUCTION

In today's digital age, social media has become an
integral part of our lives, revolutionizing the way we
connect, share, and discover information. Alongside
its impact on personal communication, social media
platforms have also transformed the world of
business, particularly in the realm of e-commerce.
This article explores the crucial role that social media
plays in driving e-commerce success and the various
ways businesses can leverage these platforms to
enhance their online presence, engage with
customers, and boost sales. [1]

Building Brand Awareness: Social media provides
a powerful platform for businesses to build and
strengthen their brand presence. With billions of
active users across different platforms, e-commerce
businesses have an opportunity to reach and engage
with a vast audience. By creating compelling content,
sharing updates about products and services, and
utilizing targeted advertising, businesses can
increase brand visibility, generate interest, and
attract potential customers.

Driving Website Traffic: Social media platforms
serve as effective channels for directing traffic to e-
commerce websites. By strategically promoting
products, sharing links, and leveraging social media
advertising, businesses can drive a steady stream of
visitors to their online stores. Additionally, integrating
social media buttons and widgets on websites allows
users to share products with their networks,
expanding the reach and potential customer base.

Enhancing Customer Engagement: One of the
key benefits of social media for e-commerce is its
ability to foster meaningful customer engagement,
Through platforms like Facebook, Twitter, and
Instagram , businesses can directly interact with
their customers, address queries, provide
personalized recommendations, and respond to
feedback. This two-way communication builds
trust, loyalty, and customer satisfaction, ultimately
leading to repeat purchases and positive word-of-
mouth.[2]

Influencer Marketing: Social media influencers
have emerged as powerful entities in the e-
commerce landscape. Collaborating  with
influencers who have a significant following and
influence in a particular niche can greatly impact
brand visibility and product sales. Influencer
marketing campaigns, where influencers promote
products or provide reviews, can effectively drive
conversions and increase brand credibility.

History of Social Media

In the decade of information systems, social
media has played a vital role in transforming
business and communications. We believe that
the fastest way to grow a business entity is
through social media and networking. In 2000,
many social networking sites emerged to ease
interaction with people that share common interest
in music, education, movies and so on. This also
affected how businesses conducted their
transactions and advertisements, and also their
products. It is difficult to study social media
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without encountering the phrase social networking.
Therefore, both concepts are discussed in this study.
The history of social media can be traced back to the
early days of computer networking and the advent of
the Internet. Here's an overview of the key
milestones in the history of social media:

Bulletin Board Systems (BBS) - 1970s and 1980s:
Bulletin Board Systems were among the earliest
forms of online communities. BBS allowed users to
connect to a central system via their computers and
post messages, share files, and interact with others.
Users dialed into the BBS using their modems,
creating a precursor to the social interactions we see
today.[3]

CompuServe and AOL - 1980s and 1990s:
CompuServe and America Online (AOL) were
popular online service providers in the 1980s and
1990s. These services offered email, chat rooms,
and instant messaging, providing users with a way to
communicate and share information with others in a
more interactive manner.

Six Degrees - 1997: Launched in 1997, Six Degrees
is often considered the first recognizable social
networking site. It allowed users to create profiles
and connect with others by inviting friends. While it
didn't gain mass popularity, it laid the foundation for
future social networking platforms.

Friendster - 2002: Friendster, launched in 2002,
gained significant attention as one of the first modern
social networking sites. It allowed users to connect
with friends, share photos, and discover new people
based on mutual interests. Friendster popularized the
concept of profile-based social networking.

MySpace - 2003: MySpace, launched in 2003,
quickly became one of the most popular social
networking platforms. It allowed users to create
customizable profiles, connect with friends, share
music and videos, and express themselves
creatively. MySpace was instrumental in connecting
artists with their fans and promoting independent
music.

Facebook - 2004: Facebook, initially created by
Mark Zuckerberg as a platform for Harvard University
students in 2004, eventually expanded to other
universities and later opened to the public in 2006.
Facebook revolutionized social media by introducing
features such as the News Feed, photo sharing, and
the ability to "like" and comment on posts. It quickly
became the dominant social media platform and
remains influential today.

Twitter - 2006: Twitter, launched in 2006, introduced
the concept of microblogging, where users could post
short messages called "tweets" limited to 140
characters. Twitter's real-time and public nature
made it a popular platform for sharing news,
opinions, and engaging in conversations with others.

YouTube - 2005: YouTube, founded in 2005,
revolutionized the sharing of video content online. It
allowed users to upload, view, and share videos,
paving the way for content creators, vloggers, and
online influencers to reach global audiences.
YouTube became an essential platform for
entertainment, education, and viral content.

Instagram - 2010: Instagram, launched in 2010,
focused on mobile photo sharing. It offered users a
simple way to edit and share photos and later
expanded to include short videos. Instagram's visual-
centric approach and features like filters and
hashtags made it immensely popular, especially
among younger demographics.

Snapchat - 2011: Snapchat, introduced in 2011,
gained popularity with its ephemeral messaging
feature. Users could send photos and videos that
would disappear after a short period. Snapchat also
pioneered augmented reality (AR) filters and stories,
adding a new dimension to social media
interactions.

Social Media and E-commerce

Social media is an essential component of e-
commerce as it offers numerous advantages for
businesses. It provides a platform for increased
brand visibility, allowing e-commerce companies to
reach a vast audience and attract potential
customers. Social media platforms also offer
targeted advertising options, enabling businesses
to reach specific demographics and maximize the
effectiveness of their marketing campaigns.
Additionally, social media facilitates customer
engagement and communication, allowing
businesses to interact with customers, provide
support, and build relationships. It also plays a vital
role in influencer marketing, user-generated
content, driving website traffic, and gaining
valuable market insights. Overall, social media
empowers e-commerce businesses to establish a
strong online presence, connect with their target
audience, and drive sales and growth.[4]

Definition and characteristics of social media

Social media refers to online platforms and
technologies that enable users to create, share,
and exchange content, ideas, and information in a
virtual community. It is characterized by several
key features. Firstly, social media is user-
generated, meaning that the content is created and
shared by the users themselves rather than solely
by professional publishers. Secondly, it promotes
interactivity and user engagement, allowing users
to comment, like, share, and interact with the
content and with each other. Thirdly, social media
platforms typically have a public nature, enabling
users to connect and communicate with a wide
audience. Finally, social media encourages real-
time communication and instant feedback,

A Study of the Social Media Important for E-Commerce [l

www.ignited.in

Anamika Singh™*, Dr. Nitin Sharma*

1362



Journal of Advances and Scholarly Researches in Allied Education

Vol. 17, Issue No. 2, October-2020, ISSN 2230-7540

facilitating the rapid dissemination of information and
fostering discussions and conversations among
users.

Overview of e-commerce in the digital era

E-commerce in the digital era has experienced
significant growth and transformation. With the
widespread adoption of the internet, mobile devices,
and online payment systems, e-commerce has
become a thriving industry. Consumers now have
access to a vast array of products and services at
their fingertips, leading to increased convenience
and choice. The digital era has also seen the rise of
various e-commerce models, including online
marketplaces, direct-to-consumer brands,
subscription-based services, and social commerce.
Additionally, advancements in technology, such as
artificial intelligence and big data analytics, have
empowered e-commerce businesses to personalize
the shopping experience, optimize operations, and
improve customer service. The digital era has
fundamentally changed the way people shop,
creating new opportunities and challenges for
businesses to adapt and succeed in the evolving e-
commerce landscape.[5]

Convergence of social media and e-commerce

The convergence of social media and e-commerce
has revolutionized the way businesses engage with
customers and sell products. Social media platforms
have increasingly integrated e-commerce
functionalities, enabling users to discover, browse,
and purchase products directly within the social
media environment. This convergence has created a
seamless shopping experience for consumers, as
they can explore and buy products without leaving
their preferred social media platforms. Moreover,
social media platforms provide valuable user data
and insights that help businesses target their
audience effectively and personalize their marketing
strategies. The combination of social media's
extensive reach, customer engagement, and e-
commerce capabilities has opened up new avenues
for businesses to drive sales, build brand loyalty, and
connect with customers in a more direct and
interactive manner.

Social mediaimportant for e-commerce

Social media plays a crucial role in the success of e-
commerce businesses. Here are some reasons why
social media is important for e-commerce:

e Increased brand visibility: Social media
platforms have billions of active users worldwide,
providing businesses with an opportunity to
reach a vast audience. By establishing a strong
presence on social media, e-commerce
companies can increase their brand visibility and
attract potential customers.

e Targeted advertising: Social media
platforms offer robust advertising tools that allow
businesses to target specific demographics,
interests, and behaviors. This level of targeting
enables e-commerce businesses to reach the
right audience with their advertisements,
maximizing the effectiveness of their marketing
campaigns.[6]

e Customer engagement and
communication: Social media platforms provide
a direct channel for e-commerce businesses to
engage and communicate with their customers.
Companies can respond to queries, provide
customer support, and gather feedback in real-
time. This interaction helps build relationships,

establish trust, and enhance customer
satisfaction.
e Influencer marketing: Influencer

marketing has become a popular strategy in
e-commerce. Social media platforms are filled
with influential individuals who have a
significant following and can influence their
audience's purchasing decisions.
Collaborating with relevant influencers can
help e-commerce businesses reach a wider
audience and gain credibility.

e User-generated content and reviews:
Social media encourages user-generated
content such as reviews, testimonials, and
product recommendations. Positive user-
generated content can act as social proof,
influencing other users to purchase products.
By actively engaging with user-generated
content and sharing it, e-commerce
businesses can leverage the power of social
proof to drive sales.

e Increased website traffic and
conversions: Effective  social media
marketing can drive traffic to an e-commerce
website, leading to increased conversions and
sales. By sharing compelling content,
promotions, and product updates on social
media, businesses can entice users to visit
their website and make purchases.

e Market research and insights: Social
media platforms provide valuable data and
insights into customer behavior, preferences,
and trends. E-commerce businesses can
leverage this data to conduct market research,
understand their target audience better, and
make informed business decisions.

Impact on Consumer Behavior
The convergence of social media and e-

commerce has had a significant impact on
consumer behavior. Firstly, it has transformed the
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way consumers discover and research products.
Social media platforms serve as virtual marketplaces
where users can explore products, read reviews, and
gain insights from influencers and peers, influencing
their purchasing decisions. Secondly, the integration
of e-commerce functionalites on social media
platforms has made shopping more convenient and
seamless, enabling consumers to make purchases
with just a few clicks. This ease of transaction has
led to impulse buying and increased online shopping
frequency. Additionally, social media has given
consumers a platform to voice their opinions, share
experiences, and engage with brands directly,
empowering them and shaping brand perception.
Lastly, social media has fueled the rise of social
commerce, where consumers seek
recommendations, opinions, and social validation
from their network before making purchase
decisions. Overall, the convergence of social media
and e-commerce has empowered consumers,
altered their shopping habits, and provided them with
more control and engagement in the purchasing
process.[7]

Influence of social media on purchase decisions

Social media has a significant influence on purchase
decisions for consumers. Firstly, social media
platforms serve as a hub of product information,
reviews, and recommendations, allowing consumers
to research and gather insights before making a
purchase. They can read reviews from other users,
seek recommendations from friends and influencers,
and even directly interact with brands for inquiries
and clarifications. Secondly, social media platforms
provide a visual and interactive experience, with
features such as product images, videos, and
demonstrations, creating a more immersive and
engaging environment for consumers. This visual
content can evoke emotions, spark interest, and
influence purchasing decisions. Moreover, social
media enables users to share their own experiences
and opinions, creating a sense of social proof that
can sway others towards a particular product or
brand. The ability to see real-life examples and
endorsements from peers and influencers can
significantly impact consumer trust and confidence in
their purchase decisions. Overall, social media acts
as a powerful tool for consumers to gather
information, seek social validation, and make
informed purchase choices.[8]

Social media as a source of product discovery

Social media has emerged as a major source of
product discovery for consumers. With the vast
amount of content being shared and promoted on
social media platforms, users are exposed to a wide
range of products and brands they may not have
come across otherwise. Social media algorithms,
personalized recommendations, and sponsored
content further enhance product discovery by
tailoring content to users' interests and preferences.
Additionally, influencers and content creators play a

crucial role in showcasing and endorsing products,
introducing their followers to new and trending items.
The visual nature of social media platforms, along
with features like tagged products and shoppable
posts, allows users to directly explore and purchase
products they discover while scrolling through their
feeds. Overall, social media has become a dynamic
and influential channel for consumers to discover and
explore new products, driving the growth of e-
commerce and shaping consumer purchasing
behaviors.[9]

Sales Generation and Conversion

Social media platforms play a significant role in sales
generation and conversion for businesses. Through
targeted advertising and effective marketing
strategies, businesses can reach their desired
audience on social media and generate leads. The
interactive nature of social media allows businesses
to engage with potential customers, answer their
queries, and build relationships, which increases
the likelihood of conversion. Additionally, social
media platforms provide opportunities for
businesses to showcase their products or services,
share customer testimonials, and offer exclusive
promotions or discounts, all of which can
incentivize users to make a purchase. The
integration of e-commerce functionalities directly
within social media platforms further streamlines
the purchasing process, making it convenient for
users to convert from discovery to transaction
seamlessly. By leveraging the power of social
media, businesses can drive sales, increase
conversion rates, and ultimately boost their overall
revenue.

Social media advertising and targeting

Social media advertising offers robust targeting
capabilities that enable businesses to reach
specific audiences with precision. Social media
platforms collect a vast amount of user data,
including demographics, interests, behaviors, and
online activities. This data allows businesses to
create highly targeted ad campaigns tailored to
their ideal customers. They can define their target
audience based on factors such as age, location,
gender, interests, and even specific behaviors or
purchase intent. This level of targeting ensures that
businesses can reach the right people with their
ads, maximizing the effectiveness and ROI of their
advertising efforts. Social media platforms also
offer advanced tools for tracking and measuring ad
performance, allowing businesses to optimize their
campaigns in real-time and make data-driven
decisions. Overall, social media advertising and
targeting provide businesses with powerful tools to
reach their desired audience, increase brand
visibility, and drive meaningful engagement and
conversions.[10]
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Social commerce and direct selling on social
media platforms

Social commerce and direct selling on social media
platforms have transformed the way businesses
engage with customers and generate sales. Social
commerce refers to the integration of e-commerce
functionalities directly within social media platforms,
allowing users to discover, explore, and purchase
products without leaving the social media
environment. This seamless shopping experience
enhances convenience for customers and provides
businesses with an additional avenue to showcase
and sell their products. Direct selling, on the other
hand, involves businesses leveraging social media
platforms to directly engage with customers, build
relationships, and sell products through personal
interactions. Social media platforms offer features
such as live video streaming, direct messaging, and
interactive content, which enable businesses to
connect with customers in real-time, demonstrate
products, and provide personalized
recommendations. Both social commerce and direct
selling on social media platforms have expanded
opportunities for businesses to reach a wider
audience, drive sales, and establish meaningful
connections with customers.

CONCLUSION

In conclusion, numerous studies have highlighted the

importance of social media for e-commerce
businesses. Social media platforms provide a
powerful avenue for brand Vvisibility, targeted

advertising, customer engagement, and influencer
marketing. They enable businesses to reach a vast
audience, build relationships with customers, and
drive website traffic and conversions. The
convergence of social media and e-commerce has
transformed  consumer  behavior, influencing
purchase decisions and serving as a source of
product discovery. The integration of e-commerce
functionalities within social media platforms has
further streamlined the shopping experience, making
it convenient for users to make purchases directly
within their preferred social media environments.
Social media advertising and targeting capabilities
allow businesses to reach their ideal audience with
precision, maximizing the effectiveness of their
marketing campaigns. Overall, the impact of social
media on e-commerce has been profound,
revolutionizing the way businesses operate, connect
with customers, and drive sales in the digital era.
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