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Abstract 

Social commerce plays a significant role in attracting customers and reshaping the way businesses interact 

with their target audience. By integrating product information, reviews, and recommendations within 

social media platforms, businesses can tap into the social connections and influence of their customers, 

leading to increased trust and engagement. Moreover, social commerce enables businesses to directly 

interact with customers, allowing for real-time communication and feedback. This interaction helps in 

building stronger relationships and fostering brand loyalty. By actively participating in conversations, 

addressing queries, and resolving concerns, businesses can establish themselves as customer-centric and 

trustworthy. Additionally, social commerce provides a seamless shopping experience by allowing 

customers to make purchases without leaving their preferred social media platforms. The convenience and 

simplicity of buying products within the same environment where they discover them make the purchase 

process more frictionless, enhancing customer satisfaction and reducing cart abandonment rates. By 

encouraging user-generated content, such as customer reviews, ratings, and testimonials, businesses can 

build social proof and increase their credibility, thus attracting more customers. In conclusion, the role of 

social commerce in attracting customers is paramount, as it enables businesses to create personalized 

experiences, build trust, foster customer engagement, and leverage social influence, ultimately driving 

sales and business growth. A group of 209 people (retail shoppers) were surveyed to know their opinion 

regarding the role of social commerce in attracting customers and found that social commerce enables 

businesses to directly interact with customers and help to create personalized customer experiences. 

Keywords: Social Commerce, Attracting Customers, User-generated Content, Social Networks, Real-time 

Communication, Brand Loyalty 

 

 

Introduction 

Social commerce has emerged as a powerful force in the realm of customer attraction, reshaping the 

dynamics of how businesses engage with their target audience. One of its primary advantages lies in the 

creation of personalized and interactive shopping experiences. By seamlessly integrating product 

information, reviews, and recommendations within social media platforms, businesses can tap into the 

inherent social connections and influence of their customers. This approach fosters increased trust and 

engagement, as customers feel a stronger sense of connection to the products and brands they encounter 

on these platforms. The ability to engage with customers on their preferred social media channels not only 

enhances their shopping experience but also strengthens the bond between businesses and their target 

audience. 

In addition to personalized experiences, social commerce allows for direct and real-time communication 

between businesses and customers. This interactive aspect plays a vital role in attracting customers as it 

facilitates a transparent and responsive relationship. By actively participating in conversations, addressing 

queries, and promptly resolving concerns, businesses demonstrate their commitment to customer 

satisfaction. This level of engagement helps build trust and establishes businesses as customer-centric and 

reliable. Customers appreciate the convenience of being able to directly communicate with brands, 

knowing that their voices are heard and their needs are taken seriously. 

Another crucial aspect of social commerce is its ability to harness the power of social proof. Social 

commerce leverages this social influence by encouraging user-generated content such as customer 

reviews, ratings, and testimonials. Businesses that actively encourage and highlight user-generated 



International Journal of Early Childhood Special Education (INT-JECSE) 

DOI:10.48047/intjecse/v14i2.1084 ISSN:1308-5581 Vol14, Issue02 2022 
 

9899 
 

content can build social proof and enhance their credibility. When customers see positive feedback from 

their peers or influencers they trust, it solidifies their confidence in the product or brand. This leads to 

increased customer trust, which, in turn, attracts more customers to engage with the brand and make 

purchases. Thus, the role of social commerce in attracting customers extends beyond direct advertising or 

marketing efforts, utilising the power of social connections to create a network effect that amplifies brand 

reach and impact. 

 

Literature Review 

Research examines social commerce's characteristics and explains how an expanding user base's buying 

inclination. It offers two key conclusions: a factor analysis identifies five characteristics that social 

commerce can be categorized by, and a multiple regression analysis demonstrates the pricing, need, 

dependability, engagement, and sales promotion effects on purchase intentions. The research's 

conclusions can help social-commerce business owners draw in a lot more clients and also help 

researchers create plans for better managing social commerce. (Sohn & Kim, 2020). Another paper 

develops a trust model from a social commerce perspective by examining the effect of social commerce 

developments on consumer confidence in novel products and services. The research demonstrates that 

social commerce frameworks can increase consumer trust in novel goods and services by fostering social 

word-of-mouth among potential buyers. The theoretical and practical implications of these findings are 

discussed. (Hajli et. al., 2014). 

An article aims to create a framework for consumer decision-making in social commerce that is based on 

trust and sociotechnical theory. Data was gathered from an online poll that American Amazon customers 

completed. This study advances the theory by defining social commerce trust in a new way and 

expanding our knowledge of how to improve social commerce trust. Practitioners may learn more about 

implementing social commerce to win over customers and boost sales. (Lin et. al., 2019). In order to 

analyze the suggested model, SEM-PLS is used in another research to look into the new e-commerce 

stream. The model outlines social commerce concepts and how they affect trust and purchase intentions. 

Results indicate that Web 2.0 applications are luring users to interact and create content online, which 

raises their degree of trust and purchase intent. The consequences, boundaries, discussion, and future 

study directions are covered in the paper's conclusion. (Hajli, 2015). 

An article proposes a research approach that examines the social and technical elements that influence 

social commerce purchases. The methodology used was to take paper and online surveys from 418 

Jordanian online shoppers. The results demonstrated that perceived usefulness and usability are positively 

influenced by social commerce conceptions, familiarity, and user experience. (Al-Adwan, 2019). The 

findings of another research point to social commerce as a means through which social value can be 

generated in the form of increases in social capital as well as increased social engagement (Doha et. al., 

2019). 

Research provides merchants with useful insights that can be used to construct their social commerce 

strategies according to decision variables that will result in the highest engagement of customers in social 

commerce. (Sheikh et. al., 2019).  Another article states that the most trustworthy information sources, 

according to a global, online quantitative research of 300 customers of digital technology items, were 

friends, family, or word-of-mouth (WOM), professional product reviews, and product reviews published 

by other consumers. Advertising, infomercials, and computerized recommendations based on consumer 

behaviour were the least trustworthy information sources. Facebook, Twitter, Amazon, and e-Bay were 

the most used social media sites for reviews, highlighting the significance of WOM in both online and 

offline social networks. These findings imply that social consumers need to be considered as a key 

component of a marketing plan. (Gligorijevic & Luck, 2012). 

A paper examines the connection between consumers' purchase intentions and their trust in social 

commerce. Buy intentions are observed to be improved by both social presence and familiarity, and trust 

stimulates information seeking, which improves buy intentions. The findings have important 

ramifications and insights for managers and marketers of Jordanian businesses aiming to make direct 
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sales on social networking sites. (Al-Adwan & Kokash, 2019). Another research aims to enhance our 

knowledge of how social commerce affects the participation of online communities in emerging markets. 

The researchers developed a conceptual model that incorporated several theories, such as social support, 

trust, social presence, flow, and service-dominant logic. The data for the study was collected from 400 

participants in Jordan through a Facebook online community and analyzed using structural equation 

modelling with AMOS software. It was discovered that trust among community members had a 

favourable effect on flow and that both trust and flow had a beneficial impact on community 

participation. The dynamics of social commerce and its influence on online community involvement in 

developing countries are better-understood thanks to these results. (Algharabat & Rana, 2020). 

Research aims to empirically test the influence of social support (specifically emotional and informational 

support) on purchase intention and examine the significant role of trust in mediating this relationship. The 

study adopts a quantitative approach using a non-probability convenience sampling method with 

questionnaire surveys, involving 200 respondents. Correlation and multiple regression analyses are 

conducted to analyze the data. The results contribute to the existing social commerce literature. (Makmor 

et. al., 2018). Another article examines how the quality of service and recovery on social commerce 

websites impact consumer perception of value and loyalty. The researchers conducted a survey using 

established scales for e-service quality and e-service recovery developed by Parasuraman. The survey was 

distributed via email to individuals who frequently use social commerce websites, and 137 responses 

were collected. Multiple regression analysis was performed using SPSS software to analyze the data. The 

findings indicate that the "responsiveness" factor of online service recovery has the greatest impact on 

perceived customer value and loyalty on social commerce websites. However, factors such as "efficiency" 

and "system availability" of online service quality did not significantly affect perceived value. (Lee et. al., 

2012). 

Objective: To ascertain the Role of Social Commerce in Attracting Customers.  

 

Methodology: A group of 209 people (retail shoppers) were surveyed to know their opinion regarding the 

role of social commerce in attracting customers. A checklist question was used to analyze and interpret 

the data. In a checklist question respondents choose “Yes” or “No” for all the questions.  

 

Data Analysis and Interpretation  

 

Table 1 Role of Social Commerce in Attracting Customers 

S. 

No. 
Role of Social Commerce in Attracting Customers Yes 

% 

Yes 
No 

% 

No 
Total 

1 
Social commerce integrates product information, 

reviews, and recommendations  
169 80.9 40 19.1 209 

2 
Enables businesses to directly interact with 

customers 
152 72.7 57 27.3 209 

3 Allow real-time communication and feedback 170 81.3 39 18.7 209 

4 
Help to participate in conversations, addressing 

queries, and resolving concerns 
178 85.2 31 14.8 209 

5 
Help retailers to build trust and foster customer 

engagement 
166 79.4 43 20.6 209 

6 
Enables businesses to create personalized customer 

experiences 
164 78.5 45 21.5 209 
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Figure 1 Role of social commerce in attracting customers 

 

Table and figure 1 are showing the Role of social commerce in attracting customers. It is found that 

around 80.9% of the respondent accept that social commerce integrates product information, reviews, and 

recommendations followed by it enables businesses to directly interact with customers (72.7%), Allow 

real-time communication and feedback (81.3%), Help to participate in conversations, addressing queries, 

and resolving concerns (85.2%), Help retailers to build trust and foster customer engagement (79.4%) and 

Enables businesses to create personalized customer experiences (78.5%).  

 

Conclusion 

In conclusion, social commerce has revolutionized the way businesses attract and engage customers by 

providing personalized and interactive shopping experiences, direct communication channels, and the 

power of social proof. By seamlessly integrating product information and recommendations within social 

media platforms, businesses tap into customers' social connections and influence, fostering trust and 

engagement. The ability to communicate directly with customers in real time enables businesses to 

address concerns promptly, build brand loyalty, and gain valuable insights. Additionally, social commerce 

harnesses the power of social proof through user-generated content, enhancing credibility and attracting 

more customers. For businesses to engage with customers, spur growth, and navigate the always changing 

digital market, it has evolved into an essential tool. By embracing social commerce, businesses can create 

strong connections, establish meaningful relationships, and thrive in the digital age of customer attraction 

and engagement. The study was conducted to know the role of social commerce in attracting customers 

and found that maximum retail shoppers accept that social commerce integrates product information, 

reviews, and recommendations, allow real-time communication and feedback and also help to participate 

in conversations, addressing queries, and resolving concerns. 
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