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A Study on the Critical Success Factors of Social
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Il Jung Kim**, Dae Chul Lee***, Gyoo Gun Lim****

Recently, there is a growing interest toward social commerce using SNS(Social Networking Service), and
the size of its market is also expanding due to popularization of smart phones, fablet PCs and other smart
devices. Accordingly, various studies have been attempted but it is shown that most of the previous studies
have been conducted from perspectives of the users. The purpose of this study is to derive user-centered
CSF(Crifical Success Factor) of social commerce from the previous studies and analyze the CSF perception
gap between social commerce service providers and users. The CSF perception gap between two groups
shows that there is a difference between ideal images the service providers hope for and the actual image
the service users have on social commerce companies. This study provides effective improvement directions
for social commerce companies by presenting current business problems and its solution plans. For this, This
study selected Korea's representative social commerce business Ticket Monster, which is dominant in sales
and staff size together with its excellent funding power through M&A by stock exchange with the US social
commerce business LivingSocial with Amazon.com as a shareholder in August, 2011, as a farget group of
social commerce service provider. we have gathered questionnaires from both service providers and the
users from October 22, 2012 until October 31, 2012 to conduct an empirical analysis. We surveyed 160 service
providers of Ticket Monster We also surveyed 160 social commerce users who have experienced in using
Ticket Monster service. Out of 320 surveys, 20 questionaries which were unfit or undependable were discarded.
Consequently the remaining 300(service provider 180, user 150)were used for this empirical study. The statistics
were analyzed using SPSS 12.0. Implications of the empirical analysis result of this study are as follows; First
of all, There are order differences in the importance of social commerce CSF between two groups. While
service providers regard Price-Economic as the most imporfant CSF influencing purchasing infention, the users
regard ‘Trust” as the most important CSF influencing purchasing intention. This means that the service providers
have fo ufilize the unique strong point of social commerce which make the customers be trusted rather
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than just focusing on selling product at a discounted price. It means that service Providers need to enhance
effective communication skills by using SNS and play a vital role as a frusted adviser who provides curation
services and explains the value of products through information filtering. Also, they need to pay atftention
to preventing consumer damages from deceptive and false advertising. service providers have to create
the detailed reward system in case of a consumer damages caused by above problems. It can make strong
ties with customers. Second, both service providers and users tend fo consider that social commerce CSF
influencing purchasing intention are Price-Economic, Utility, Trust, and Word of Mouth Effect. Accordingly,
it can be leamed that users are expecting the benefit from the aspect of prices and economy when using
social commerce, and service providers should be able to suggest the individualized discount benefit through
diverse methods using social network service. Looking into it from the aspect of usefulness, service providers
are required to get users to be cognizant of time-saving, efficiency, and convenience when they are using
social commerce. Therefore, it is necessary to increase the usefulness of social commerce through the infroduction
of a new management strafegy, such as infensification of search engine of the Website, facilitation in payment
through shopping basket, and package distribution. Trust, as mentioned before, is the most important variable
in consumers’” mind, so it should definitely be managed for sustainable management. If the trust in social
commerce should fall due to consumers” damage cose due fo false and puffery advertising forgeries, it
could have a negative influence on the image of the social commerce industry in general. Instead of advertising
with famous celebrities and using a bombastic amount of money on marketing expenses, the social commerce
industry should be able to use the word of mouth effect between users by making use of the social network
service, the major marketing method of initial social commerce. The word of mouth effect occurring from
consumers’ spontaneous self-marketer’s duty performance can bring not only reduction effect in advertising
cost to a service provider but it can also prepare the basis of discounted price suggestion fo consumers;
in this context, the word of mouth effect should be managed as the CSF of social commerce. Third, Trade
safety was not derived as one of the CSF. Recently, with e-commerce like social commerce and Infernet
shopping increasing in a variety of methods, the importance of frade safety on the Internet also increases,
but in this study result, trade safety wasn't evaluated as CSF of social commerce by both groups. This study
judges that it's because both service provider groups and user group are perceiving that there is a reliable
PG(Payment Gateway) which acts for e-payment of Internet fransaction. Accordingly, it is understood that
both two groups feel that social commerce can have a corporate identity by website and differentiation
in products and services in sales, but don't feel a big difference by business in case of e-payment system.
In other words, tfrade safety should be perceived as natural, basic universal service. Fourth, it's necessary
that service providers should intensify the communication with users by making use of social network service
which is the major marketing method of social commerce and should be able to use the word of mouth
effect between users. The word of mouth effect occurring from consumers” spontaneous self- marketer's duty
performance can bring not only reduction effect in advertising cost to a service provider but it can also prepare
the basis of discounted price suggestion to consumers. in this context, it is judged that the word of mouth
effect should be managed as CSF of social commerce. In this paper, the characteristics of social commerce
are limited os five independent varidoles, however, if an addiional study is proceeded with more various independent
variables, more in-depth study results will be derived. In addition, this research targets social commerce service
providers and the users, however, in the consideration of the fact that social commerce is a two-sided market,
drawing CSF through an analysis of perception gap between social commerce service providers and its
advertisement clients would be worth to be dealt with in a follow-up study.

Keywords : Social Commerce, Purchasing Intention, Price-Economic, Trade Safety, Utility, Trust, Word of
Mouth Effect
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AEEH ARE TRt Asths S40l Ath

Cho[2012] & FAHEF}E 287 M 29 Yubz el
/\mi"ﬂ’ﬂ Agsts sETHEHS] wz2yx
=AE depA sjFe T Eﬂ;—?\?‘rl 3}

e, w}aw 2AAR 2 AL 2HAEY 3
CEREZ R S IRE =

£¥ 5 93, AvAE] AR
Sl

220 Asia Pacific Journal of Information Systems

Vol. 24, No. 2



A Study on the Critical Success Factors of Social Commerce through the Analysis of the Perception Gap between the Service Providers and the Users

& 24872~ CSFol 9
&S A s T3 EAolg Adsty g
o

5: £ AN LY FHEHE FAEY H+)
o G2 d Ao

3.2.6 FO{Q|=(Purchasing Intention)

9 AEAE ALY Ao
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BAR| 2oy 4 glrka Az, poorl
U EAR2E T OUR AT oMES AFRTT AR, e
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oo |t HE EARZE V(N BIY £80E Yt Bagd A 4 & oth et @
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cUE AF 02 2898 A)ER o]Eate AES Fujdtt
SHE EAEZEE U8 ke 443
S HARZE G FUE W 91 2AR0T Azted Jarvenpaa,
A |y /aagia oA TulE Aol AR Aol A7 Tractinsky | g
CJE HARZH'E Wa A&H0E AR 4 Anta A powel
U EARZE Y Wgo] WS & glnkn AZta. Ade
CEAEZE Y AAE SNSO AEHE Ut 42 AL AFol U
ARE 283 ztF31 oty A3},
b= B AEZE S AAE SNSOIA AEd A ALEAE el o7 o
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A A E o] &3t FEHEHETFY FAYS AS3) T A IS mE Aot H1)9F ‘A8 A
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AEHE Folol2o] AW FFE FE AR ppon g 24 23h < 755 2ol v 2
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UE T o] el M A e of Fejze] 9FS asi= Hoz we o < 7>T o] AH 24
nA e WEEA 74 - AAA, 84, AlE, T 22 2o e 28729 CSFE AU A 7}
Aades AAH o2 & *Méﬂlﬁxw At 7 - AAR(B=385) ZoZ A3k QA A}
A RTAA T2 FFLAUS & F AT g2 ZAe AR AL 2AAT2Y A
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AHT B ATAAE <E 634 o) wd 2% elagm ek Bek oz AEAE FEH(B=
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2% 3t slope tests Tl BEAFO] ASE AAS o 2Qnl v FHL o|F1 Y= HoE
Atk A5AF F 2l 7 Q1 QA Ae7t & AT meba Au2A F A Jkel A A zta)
Aot Aoz BAEYon, 55 2d 2 Bd = a87v) 29 CSESY} ALEA o] Azt
3ETH BE Qdlol s Hagte] MutHog = A7 M 208 CSF Abelol= CSF @58 YA sk
A WeErs e TaE = A A7 B sk Ao ' YERT
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2 [ 1A - AAN | AdLRS 84 RE A& o=
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p-value 0.000 0.000 0.000 0.008 0.000 0.000
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23 1 AA 23 2 g3
Z9%
i A - Az | P | ez | P (AH8A £
0 VA - AAA 2727 7VA - AR 385" ke 2807
o 84 2717 AR} 186" f44 234"
we THEY 2427 8% 1817 | HA - AAA 204"
l A1) 17" RE 168~ TAE 1917
“p-value < 0.01, “p-value < 0.05.
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