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Abstract
In recent years, social media has become more and more popular because it is playing an
important role in empowering citizens, organization of community activism, social good and
even used for coordination in emergency situations. The social media hasehbategral part
of the current generation. Social network are computer mediated technologies that facilitate the
creation and sharing of information, ideas, career interests and other forms of expression via
virtual communities and networks. It uses welsed technologies to create highly interactive
platforms through which individual, communities and organization can share, cocreate, discuss,
and modify usegenerated content. It introduces substantial and pervasive changes to
communication between bussses, organization, communities and individuals. In this study,
we aim to analyze the influence of social media on the users. It is very beneficial to the current
generation in multiple fields which includes educaticepmmerce, marketing / advertisement
communication and social good, however, it also depicts that the information sharing on social
media by the users lead to many privacy issues. Social networking has become popular and
raised a controversial question on its profitability and future infltee Therefore, the social
media users should be very careful in sharing information as it can be wrongly manipulated.

Keywords:Social Media, Social Network, Impact On usé&@gebook, ECommerce
l. Introduction

A social network service focas on the building and verifying of online social networks for
communities of people who share interests and activities, or who are interested in exploring the
interests and activities of others, and which necessitates the use of software. It invotyasf plen
relationships and interactions within a group of individuals, which often plays a fundamental
role as a medium for the spread of information, ideas, and influence among its members. The
social network could be a chat room, a discussion forum, ortspasewith rating and comment
functions embedded in ashopping website, such as a social recommendation system. E
commerce stands for electronic commerce. It means dealing in goods & services through the
electronic media & internet. The rapid growth oct@mmerce is being driven by greater
customer choice & improved convenience with the help of internet the vendor or merchant who
sells products or services directly to the customer from the portal using a shopping basket system
or digital cart & allows pawyent trough debit card, credit card or electronic fund transfer
payments. In the present scenariooenmerce market & its space is increasing in demand as
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well as an impressive display or range of a particular type of serviesmBerce is already
appeaing in all areas of business, customer services, new product development & design. E
commerce is widely considered the buying & selling of products over the internet, but any
transaction that is completed solely through electronic measures can be cdrsmerenerce.
E-commerce can be subdivided into different categories: business to business or B 2 B (Cisco),
business to consumer or B 2 C (Amazon) & Consumer to consumer C 2 C (eBay)

Social media is a relatively recent phenomenon. Over the last deltad&/otld Wide Web has

seen a proliferation of useriven web technologies such as blogs, social networks and media
sharing platforms. Collectively called social media, these technologies have enabled the growth
of usergenerated content, a global commuynénd the publishing of consumer opinions (Smith,
2009). This movement now dominates the way we use the web and has given rise to popular
platforms like Facebook, YouTube, Instagram and Twitter, where people connect, produce and
share content. The sociatedia revolution has led to new ways of seeking and obtaining
information on the multitude of products and services in the market. It has enabled consumers to
connect and discuss brands with each other quickly and easily (Powers et al., 2012). Consumer
opinions on products and services are now increasingly dominated by strangers in digital spaces,
which in turn influence opinions in the offline space (Smith, 2009). Social media have
empowered consumers, as marketers have no power over the content, tifieguency of

online conversations among consumers.

Il Literature Review

Social media is one of the most active research areas, in the last decade, researchers have
analysed different aspects of social media. In this section, we analysed and discistsagl

work related to the impact of social media. In order to understand their customer in a better way
and finding their inclination towards their products, the marketers and advertisers are always
looking for a number of ways. This requires a lotimfiormation to be gathered about the
customers. This information could be gathered from social networks about online users which
could be further analyzed to trace the behavior of consumers. The various businesses are using
social networks like Twitter anBacebook to help them sell more products and services. Foux
(2006) suggests Social media is perceived by customers as a more trustworthy source of
information regarding products and services than communication generated by organizations
transmitted via té traditional elements of the promotion mix. Russell S. Winer (2009) affirms
that many companies today are using some or all of the new media to develop targeted
campaigns that reach specific segments and engage their customers to a much greatemextent th
traditional media. Mangold & Faulds (2009) argue that marketing managers should comprise
social media in the communication mix when developing and executing their Integrated
Marketing Communication strategies and they presented the social media as he/bmiglv
element of promotion mix. Quiroga & Kamila (2010) describe how fashion companies promote
themselves on social media platforms such as Facebook. Sanya & Umair (2010) analyse the
trends of digital media within IMC over the years in Pakistan, thermat¢hat have contributed

23 International Journal in Management and Social Scien
http://ijmr.net.in, Email: irjmss@gmail.com




onal Jo,
International Journal in Management and Social Science
Volume 09 Issue 10, October 2021 ISSN: 2321-1784 Impact Factor: 7.088 g = j

Journal Homepage: http://ijmr.net.in, Email: irfmss@gmail.com Fronson®
Double-Blind Peer Reviewed Refereed Open Access International Journal

to the change and explore the importance of digital media in the marketing mix in future. Mohan
Nair (2011) takes social media as a complex marriage of sociology and technology that cannot
be underestimated in its impact to anamigation marketing communication, choice as to when

to engage, how to manage and measure, and whether to lead or to follow is complex but not an
impossible task. These cannot be answered simply by one formula because the context and the
market dynamics arstrong variables in these decisions. Taylor, Strutton, and Thompson (2012),
found that soci al media usersd6 message shari:
selfenhancement. When consumers perceive an online advertisement to be congistartrw
identity, they are more likely to share the message with others because it is representative of who
they are and what they like. Thus, advertisers should consider the symbolic aexpsetsion
properties of their online ads and match themato tg e t e d ¢ o-ocosceptse r Kwahks e | f
studied the effects of social media orcénmerce. According to the authors, the information

gets public as soon as it is uploaded on social media. This information can be browsed by many
people which leads tormanyto-many spread of information. Furthermore, the statistics shown

in the paper shows that there 70% of people visits regularly the message boards, social
networking sites and blogs on social media to get information about a company, product or
brand. he research analysis performed by the authors shows that almost half of the people
purchase the product on the basis of product information / reviews collected from social media.

[ll. Objective of the Study The
objectives of the study are:

1. To review the present status of social networks acochemerce.
2. To analyze the present trends & opportunities-obemerce in India.

3. To analyse the opportunities and challenges in social networks.
IV. Scope and Methodology of the study
The process used to collect information & data for the purpose of making business decisions by
the use of social media. The methodology may include publication research, interview, surveys
& other research techniques & could include both present & hiatanimrmation.

The researcher has used only secondary data that has been collected from various articles,
journals, books, websites etc. It has been used to study the evaluation, conceptual framework,
definition, key players, present trends, future peosgs & barriers of social media and e
commerce. All the data included is the secondary base & proper referencelsebavgiven
wherever necessary.

V. Present scenario of eommerce in India
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E-Commerce in India is still in a growing stage, but it offer tremendous opportunities for developing countries
like India. The e-commerce sector in India started their operations late nineties among business to business
users (B2B). Business to Consumers (B2C) e-commerce started in 1996 in the form of matrimonial portals. The
cost and the speed of internet was the limiting factor for their growth at that time. The first E-Commerce
website in India was rediff.com, which was onc of the most trafficked portals for both Indians and non —
residents Indians. Last five years have seen a rise in the number of companies enabling e-commerce
technologies and the internet in India. Major Indian portal sites have also shifted towards e-commerce instead of
depending on advertisement revenues. Today E-Commerce has become an integral part of our society. There are
websites providing any number of goods and services. These websites provide almost all categories of goods
and services on a single site. These sites target the buyers of every possible product or service. These websites
are known as Multi Product E-Commerce Sites. There are also Single Product E-Commerce Sites, which deal in
specialised field only. Technology is changing the way of shopping. Out of the total internet users in India, 60%
visit c-commerce sites. Favourced demographics and growing internet users’ basc helped in adding the growth.
Growth shown by Indian players like Flipkart, India Times, Snapdeal etc. and huge investors’ interest around
these companies showed the immense potentials of the market. The Table 1.1 and Graph 1.1 depict the leading
e-retailers in 2015 in India.

Table 1.1: Leading E-Retailers in India in 2015

E-Retailer Sales (in Millions US Dollers)
Flipkart 325.96
India Times Shopping 300
Jabong 163.06
Urban Ladder 105.68
Snapdeal 101.52
Zovi 100
Ask Me Bazaar 60.5
Infibeam 43.78
Firstery 35.74
Big Basket 31.71
Source: (Statista, 2017)
Graph 1.1
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Source: (Statista, 2017)

It is clear from the Table 1.1 and Graph 1.1 that the Flipkart was at the first position in terms of sales in the year

2015 followed by India Times Shopping and Jabong. Big basket is at the 10th positions.

VI. Future opportunities in e-commerce
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The E-Commerce sector in India is growing rapidly in India. The internet users’ base in India might still be
mcre 400 millions which is much less as compared to developed nations of the world, but it is cxpanding day by
day. The accelerating growth of e-commerce in India is due to internet penetration and easily available smart
phones. Furthermore the favourable demographics and government effort of digitalisation is also pushing the
growth of e-commerce sector in India. Retail sector is one of the largest growing sectors in India at present,
which is expected to grow in future with an increasing rate. Table 1.2 and Graph 1.2 show the growth of e-
commerce sales from 2015 to 2021.

Table 1.2
Ycars | E-Commecrce Sales in Billion US Dollars (2015-2021)
2015 12.19
2016 16.08
2017* 20.01
2018%* 24.94
2019* 31.19
2020% 38.09
2021* 45.17

Source: (Statista, 2017)
Graph 1.2
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Table 1.2 and Graph 1.2 highlights the growth of e-commerce sales from 2015-2021. It is clear from the table
and the graph that the e-commerce sale is showing an increasing trend. It was 12.19 Billion Dollars in 2015
which rose to 16.08 in 2016. It is expected to grow with an increasing pace in the coming years also. It is
expected to reach at 45.17 Billion Dollars in 2021, which is almost 4 times the sale of 2015.

Barriers of E-Commerce in India:

Poor Internet Facilities:

Internct is considered the backbone of the c-commerce. But the penctration of internet facilitics in India
especially in rural area is very less. Speed of Internet is also the major challenge in our country. No doubt we
are moving towards 4G internet services but still a lot has to be done.

Feeling Unsecure:
“Feeling unsecure by customer is one of the major and continuing challenges for e-commerce in our country.

Customers have to be confident about the integrity of the e-dealers and payment process before making any
nup://7ymr.netin, cmadili: Irymss@wgimnadii.com
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VIl.  Opportunities and Challenges of Social Networks

A controversial problem arose when talking about social networking is whether it is profitable or
not. But here we discuss more on social networking opportunities and challenges in both which
E-enterprises should be motivated and prepared.

1. Opportunities

Google, New Corp and many othetbEsinesses have shown great interests towardsoassnl

social networks. There must be some reasons initiating them. Despite of the solid amount
evidence that social networks redirected tbusiness, therare many other interrelated
implications.

First of all, by finding the reality of decreasing trust from traditional paid messages, the trust
from social network is crucial for advertisement. People are provided a number of high quality
and personalizedeviews of a product from trusted sources to convince them to buy. The idea
lying in social networking is that valuation generated from trusts within specific social networks,
and therefore, can improve profitability, effectiveness and efficiency of asingrti

Also, by incorporating social networking and other technologies such as recommendation
system, Eenterprises can reach useful data for predictions of market trends, customer behaviors
and so forth. For example, ancBmmerce website can identify apn leaders with high
influence and maximize the effectiveness of marketing based on a social network surrounding
opinion leaders.

It can help the company establish its competitive advantage differentiating from others.
2. Challenges

Despite of the ojphistic perspective some disputes exist suspecting its promising profitability
and effectiveness. The main point of optimistic opinion is virtual social networking holds the
same attribute of real social network so that persons inside the society thustlesc and the
virtual nets promise the credibility for people. However, there is doubt about the similarities
between the virtual and the physical one.

According to, incredibility lies somehow in nowadays most popular social networks. For
example, Myspce does not indicate to be a trusted community on college campuses;
Advertising on Facebook or Myspace will either be unseen by Millennials or ignored etc. Simply
thinking social networking as something money promising, however, probably may cause a
failure of investment as customers or online surfers may consider advertisements offensive and
intrusive. It is suggested that overstatement may arise and careful exploration should be
conducted.

27 International Journal in Management and Social Scien
http://ijmr.net.in, Email: irjmss@gmail.com




. . . . qonel Jou,
International Journal in Management and Social Science

Volume 09 Issue 10, October 2021 ISSN: 2321-1784 Impact Factor: 7.088 g Bﬂ_';j
Journal Homepage: http://ijmr.net.in, Email: irfmss@gmail.com Fengiond ™

Double-Blind Peer Reviewed Refereed Open Access International Journal

Conclusion

Social networks in a way are changingammerce antielping it towards new directions. With

its help, ecommerce can conquer some problems facing-byseness enterprises. However, its
opportunities and limitations should be carefully studied so as to be fully utilized. It is important

to understand how uth value created depends on innovative use of technologies than simply
duplicate others activities. To establish competitive advantage requires great efforts, in which the
activities are art more than science. For further researches, customized compgagrest
depending on different businesses situations can be improved. Improvements on
recommendation systems and data mining are extremely important for queuing keywords and
attributes of a soci al n e preferentesRefarenes t o pr ope
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