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FACTORS AND BEHAVIOR IN BUYING PRODUCTS VIA E-COMMERCE
ON SOCIAL NETWORKS OF CONSUMERS IN CHATUCHAK DISTRICT
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ABSTRACT

This study was focused on the factors and behaviors of consumers buying products via
electronics commerce on Social network in Chatuchak district. In this case study took a sample of
400 consumers in Chatuchak district. The results was shown that most consumers had experience
of using internet more 10 years, they were using for online communication, and the most online
advertising that they had seen were on website. The rank of the buying products via electronics
commerce on Social network’s factors could be arranged in 7 factors. However, there were 4
significant factors to affect to the consumer’s demanding including online community, the

presentation of information, business alliance and media connection on internet

Keywords: Social Commerce, Consumer’s Behaviors, E-marketing Mix
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Linda, Sau-ling LAl (2010) Social Commerce — E-Commerce in Social Media
Context . This paper aims to address the new trend of social commerce as electronic
commerce leverages Web 2.0 technologies and online social media. The infusions of
new technologies on the World Wide Web connect users in their homes and
workplaces, thus transforming social formations and business transactions. Anin-depth
study of the growth and success of a social commerce site, Facebook was conducted.
The investigation is finalized with a triad relational model which reflects socioeconomic
life in the Internet today. The following three concepts work jointly to form a global
community that has already started to take the place of traditional commerce and
socialization: Web 2.0 technology, E-commerce, and online social media. A discussion
of the research findings indicates that social commerce networks are sustainable
because of the various incentives given to users as they collaborate with others

regardless of their identity and location. The focus of this article is to increase
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understanding on quickly developing Web 2.0 based social media and their
subsequent effects on the emerging social commerce.

Zhao Huang, Morad Benyoucef (2013) From e-commerce to social commerce A
close look at design features. E-commerce is undergoing an evolution through the
adoption of Web 2.0 capabilities to enhance customer participation and achieve
greater economic value. This new phenomenon is commonly referred to as social
commerce, however it has not yet been fully understood. In addition to the lack of a
stable and agreed-upon definition, there is little research on social commerce and no
significant research dedicated to the design of social commerce platforms. This study
offers literature review to explain the concept of social commerce, tracks its nascent
state-of-the-art, and discusses relevant design features as they relate to e-commerce
and Web 2.0. We propose a new model and a set of principles for guiding social
commerce design. We also apply the model and guidelines to two leading social
commerce platforms, Amazon and Starbucks on Facebook. The findings indicate that,
for any social commerce website, it is critical to achieve a minimum set of social
commerce design features. These design features must cover all the layers of the
proposed model, including the individual, conversation, community and commerce

levels.
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