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Abstract- Social Commerce (S-Commerce) is transforming the retail landscape by combining social media platforms with e-

commerce to create a more engaging and personalized shopping experience. This paper looks into the challenges and future

opportunities that come with S-Commerce. Some of the main challenges include concerns about data privacy and security,

trust issues in online transactions, difficulties in integrating social platforms with e-commerce systems, and managing user-

generated content. On the other hand, the future of S-Commerce presents exciting opportunities, such as the use of artificial

intelligence (AI) to create customized shopping experiences, the rise of social commerce marketplaces, and the growing

significance of video and live-streaming content. These trends provide substantial potential for businesses to improve customer

engagement, boost sales, and innovate their digital commerce strategies. The paper delves into these dynamics and discusses

how businesses can tackle the challenges while seizing the emerging opportunities in S-Commerce.

Index Terms- Social Commerce, E-commerce Integration, Artificial Intelligence, Privacy Concerns, Live Streaming.

I. INTRODUCTION

Social Commerce (S-Commerce) has become a game changer
in the digital retail landscape, merging the influence of social
media with the ease of online shopping. By utilizing platforms
like Facebook, Instagram, TikTok, and Pinterest, S-Commerce
enables businesses to interact with consumers in a more
engaging and personalized way, seamlessly incorporating
social interactions into the shopping journey. This
combination has formed a distinctive environment where
consumers can not only find and buy products but also engage
in discussions, share their experiences, and sway the
purchasing choices of others.

However, despite its swift expansion and potential, S-
Commerce encounters several notable challenges. Privacy and
security issues are at the forefront, as the gathering and
utilization of personal data on social media and e-commerce
platforms raise concerns about consumer safety. Furthermore,
trust-related problems, such as scams and the credibility of
influencer marketing, may prevent users from fully embracing
S-Commerce. The intricacies of merging social media
functionalities with e-commerce systems, along with the
management of extensive user-generated content, create
operational hurdles for businesses.

Looking to the future, though, S-Commerce holds immense
potential. Advances in technology, especially in Artificial
Intelligence (AI), equip businesses with robust tools for
creating personalized shopping experiences, enhancing

recommendation systems, and improving customer support.
Additionally, the growing popularity of video content and live
streaming as effective methods for product discovery offers
brands innovative ways to engage with consumers in real-
time, fostering stronger connections. The development of
social commerce marketplaces, where users can shop directly
within the social media environment, represents another
exciting opportunity for growth.

This paper examines the main challenges that businesses
encounter in the S-Commerce sector and the future
opportunities they can harness to foster innovation,
engagement, and growth. By grasping these dynamics,
companies can more effectively navigate the changing
landscape of S-Commerce and position themselves for success
in the digital economy.

II. THE CURRENT USE OF S-COMMERCE
IN MARKETING AND SALES

Over the past decade, S-Commerce has gained traction in both
academic and industry circles. The emergence of new Web 2.0
features and social media platforms has made e-commerce
and social media more accessible yet complex.

Traditional social media marketing has evolved with the
recent integration of S-Commerce services into platforms like
Facebook and Instagram. This integration has simplified the
shopping experience for users, driven by the convenience and
lifestyle imagery shared. Indeed, shopping has become more
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social, with continuous innovations to engage and entertain
customers. Millennials, who value experiences and social
interactions, compel retailers to create more social
environments both online and offline to keep customers
engaged.

Millennials' shopping behaviors differ significantly from those
of previous generations, largely due to their increased
purchasing power and their upbringing in the digital age.
Consequently, modern retailers must adapt to these shifts to
succeed. A prime example of S-Commerce with social
engagement is Ted Baker's spring 2017 marketing campaign,
which showcased their collection through a 360-degree
shoppable video on Instagram Stories, interactive windows,
and a virtual reality experience. This illustrates the substantial
investment of time, money, and effort in crafting this S-
Commerce campaign as in figure 1 to attract customers,
highlighting its importance in the strategies of contemporary
retailers.
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Figure 1: Global S-Commerce in Marketing and Sales

The section of the study highlight a wide array of sectors that
have influenced customer behavior, particularly through the
rise of s-commerce. This trend has transformed the fast
fashion industry by integrating user-generated content and
influencers on social media and e-commerce platforms, while
also impacting the travel, luxury, and beauty sectors.
Additionally, it has introduced innovative ways to discover,
listen to, and share music. S-commerce empowers customers
in their decision-making processes and encourages them to
purchase and share their experiences with friends and
followers, creating a more personal and community-oriented
connection with brands.

The authors emphasize that s-commerce is a global
phenomenon, providing examples from markets in Saudi
Arabia, China, Germany, and the UK. Furthermore, the
chapters indicate that retailers must recognize that there is no
universal approach to s-commerce; they should consider
cultural, age, and gender differences when implementing
strategies. If executed properly, s-commerce holds the
potential to unlock new business opportunities for retailers in
the future—a topic that will be explored in greater detail later
on.

The Future of S-Commerce

Academics and industry experts continue to grapple with
understanding the emerging phenomenon of s-commerce as in
figure 2. Consequently, predicting its future potential remains
a challenge. However, it appears that the full capabilities of s-
commerce have yet to be realized, as over 25% of business
owners are selling on Facebook, and 30% of consumers
express a willingness to shop through social media platforms
like Instagram, Pinterest, and Twitter. It is expected that s-
commerce platforms will gain traction to offer consumers a
more comprehensive and engaging shopping experience.

’MI

Instagram introduced its "shop now feature" in March 2018,
enabling merchants to tag up to five items in a post and
provide a direct link to their website for customers to
complete their purchases. Influencers, bloggers, and vloggers
are starting to leverage this innovative approach to social
media and shopping by making their outfits "shoppable." This
indicates that merchants should focus on creating a
comprehensive buying experience through full integration,
rather than viewing social commerce as a separate channel.
Looking ahead, emerging technologies like speech recognition
and augmented reality could further enhance this experience.
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Figure 2: Future of S-commerce

Reality Augmentation

Augmented reality presents additional opportunities for social
commerce on platforms like social media. Snapchat
introduced a "shoppable augmented reality" feature, allowing
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marketers to use sponsored lenses to showcase and sell
products directly to consumers. For example, Kay Jewellers
collaborated with Snapchat to let users virtually try on various
necklaces using Snapchat's globe lenses. This capability can
significantly increase customers' intent to purchase, as they
can try on items before finalizing their transactions. This
highlights the potential of augmented reality to become a vital
aspect of e-commerce in the future. Another instance of
augmented reality in action is L'Oreal's partnership with
Instagram and Facebook, which allows customers to try on
makeup and purchase it directly from the L'Oreal website
thanks to this technological advancement.

S-Commerce Voice Recognition

The growth of speech recognition and virtual assistants is
poised to shape the future of social commerce. Devices like
Google Home Assistant and Amazon Echo are becoming
essential tools in the shopping experience for consumers.
According to Drapers (2018a), 40% of customers expect to
use voice assistant technology instead of mobile apps or
websites in the next three years, with 46% showing interest in
using these assistants to purchase clothing. As digital
technology advances to the point where it can see, hear, and
understand, the role of virtual assistants is becoming
increasingly significant. For instance, users can take pictures
of themselves or items they want with the Amazon Echo
Look's built-in camera, then discuss them with the app to find
where to buy them (Thomson, 2018). This suggests that voice
assistants could eventually be integrated into social media
apps, allowing users to search for and purchase clothing using
voice commands. This idea is already taking shape; in August
2018, Snapchat introduced a voice recognition lens to engage
its users, and the company plans to experiment with additional
audio languages. This could pave the way for one-word
product orders directly through Snapchat in the future.

An Overview of S-Commerce's Prospects for the Future

In summary, it appears that social commerce will continue to
expand as technology evolves, even though scholars and
industry experts are still grappling with fully understanding
the concept and implementation of an s-commerce strategy.
Voice recognition and augmented reality seem to be leading
the way in the potential future directions of e-commerce.
Additionally, as consumers become more familiar with s-
commerce features and adopt new shopping methods to
enhance their experiences, applications that previously
struggled due to being too ahead of their time (like MySpace
and Second Life) may see a revival.

III. S-COMMERCE DIFFICULTIES

Research indicates that e-commerce holds significant potential
for both consumers and businesses. Social commerce (s-
commerce) allows merchants to incorporate user-generated
content into their online storefronts, which can help them

reach a global audience and potentially lower marketing costs.
Additionally, s-commerce is believed to empower consumers
by providing access to independent reviews and experiences,
which many consider to be more trustworthy than information
curated by retailers. As a result, it is anticipated that elements
of s-commerce, such as user-generated content, will assist
customers in making informed online purchases. When
businesses look to integrate s-commerce into their existing
operations, they must focus on navigating the rapid evolution
of social media and the challenges it presents to fully leverage
the benefits and opportunities that s-commerce offers. The
upcoming section will delve into the potential challenges
associated with s-commerce.

1. S-Commerce's Impact on Body Dismorphia

While some studies have shown that e-commerce can
empower customers, others have looked into the negative
impact of the "thin ideal" algorithms used on retailers' product
pages. Research indicates that 60% of fashion models featured
on store websites embody the "ideal" hourglass figure.
However, showcasing these "ideal" hourglass models has not
only led to body dissatisfaction among consumers but also
resulted in inaccurate perceptions of how clothing fits.

Many customers have expressed a preference for shopping on
Instagram, as it allows them to see how products look on
everyday individuals with diverse body types. Recently,
concerns have been raised about the impact of social media
apps on users' mental health. Studies suggest that individuals
who use social networking sites like Facebook, Instagram, and
Snapchat are more prone to engage in upward appearance-
related comparisons and body monitoring. Additionally, these
platforms have been linked to feelings of loneliness, anxiety,
and depression, further affecting users' mental well-being, as
supported by the academic community.

In an online shopping experiment, it was found that
consumers who spent 20 minutes on Facebook looking at
items experienced a more negative mood compared to those
who browsed on a non-social networking site. Similarly, a
thorough literature analysis examined how social networking
sites influenced users' perceptions of their bodies.

The most significant findings revealed a strong link between
disordered eating, body dissatisfaction, and Facebook users'
engagement in photo-based activities as in figure 3. This is
particularly concerning given that 90% of young people use
social media, more than any other age group, making them
more susceptible to its detrimental effects.

Both academics and practitioners suggest that people should
limit their exposure to social networking sites. Retailers are
encouraged to develop an s-commerce strategy, but only if it
is done in a way that protects and monitors mental health
issues.
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Figure 3: Feature of S-commerce

Recommendations

To further encourage reduced social media use, the
government is promoting initiatives like "Scroll Free
September." Additionally, Apple has introduced "Screen
Time," a new iPhone feature that allows users to track their
social media usage and set time limits for each app. As a result
of the evident negative impacts of social networking sites,
customers are beginning to change their usage habits,
recognizing the need for a break. In fact, over half (47%) of
users aged 18 to 34 believe their overall mental health would
improve if they took a break from social media. Therefore, for
fashion brands to thrive on an s-commerce platform, they
must devise innovative solutions to address this challenge.

2. The Value of Information Security

The number of young people engaging with social media
platforms and sharing personal content is on the rise, even as
there is a growing trend among consumers to limit their use of
social commerce. This situation raises important concerns
regarding privacy, security, and data protection. For retailers
aiming to expand their presence on e-commerce platforms, it
is essential to carefully consider the implications of breaching
data privacy regulations. Many retailers turn to social
commerce by leveraging existing social networking sites, as
highlighted by the complex nature of social commerce.

However, merchants often struggle to maintain full control
over customer data on large networks like Facebook. The
recent Cambridge Analytica scandal, where the personal
information of over a million British Facebook users was
improperly shared and exploited, has intensified the focus on
data security. This renewed emphasis is particularly vital for
the future of social commerce. While social commerce
platforms encourage user engagement and collaboration in

activities such as sharing personal information and expressing
opinions, it is important to note that the social networking
service owns users' demographic data and personal profiles
once they sign up.

This ownership becomes problematic when companies utilize
this customer data for strategic advantages, such as
implementing effective marketing strategies. Businesses have
a responsibility to safeguard user information to build trust
and reassure their clients. Consequently, the future of social
commerce remains uncertain unless retailers ensure complete
transparency and empower consumers to manage their
personal data. The introduction of the General Data Protection
Regulation in May 2018 has the potential to enhance users'
feelings of safety and trust in social commerce platforms.
Therefore, organizations must navigate the challenges
surrounding data privacy to successfully implement a social
commerce strategy.

3. Difficulties with User-Generated Content

The literature on s-commerce indicates that customers are
increasingly worried about trust when making online
purchases. This concern is particularly pronounced on s-
commerce platforms due to the lack of face-to-face
interactions and the significant influence of user-generated
content, which can heighten uncertainty. Since s-commerce
primarily operates through social networking sites (SNSs),
where users generate and share information, it is essential to
build and sustain customer trust. Research has shown that a
major barrier to completing transactions and a key reason for
the failure of organizations' s-commerce strategies is the lack
of confidence in these platforms. Similar conclusions were
reached by another study, which found that users' trust in a
social networking site is a crucial predictor of their behavioral
intentions; the more trust users have in the platform, the more
likely they are to engage in the purchasing process.
Additionally, one of the critical factors affecting how reviews
are perceived is their trustworthiness. A recent study explored
user preferences for social features on e-commerce websites
and found that one of Amazon's most valued features is the
ability for users to evaluate others' reviews, which enhances
the credibility of those reviews. This suggests that as
information overload on SNSs increases, buyers should be
guided towards trustworthy and accurate product evaluations.
However, there is some debate in the literature regarding the
legitimacy and trustworthiness of product reviews. For
example, it was found that the identity of the reviewer
significantly influences consumer trust in the review. Many
participants expressed skepticism towards celebrity reviews,
perceiving them as sponsored advertisements for s-commerce,
which can be challenging for customers to navigate. To
facilitate better interactions with e-commerce platforms, it has
been suggested that user-friendly tools and resources may be
necessary.

© 2024 1IJSRET
2927



International Journal of Scientific Research & Engineering Trends
Volume 10, Issue 6, Nov-Dec-2024, ISSN (Online): 2395-566X

Both academics and practitioners have not fully grasped the
concept and design of social commerce, as it remains a
relatively new phenomenon. Consequently, there has been
limited research on how users interact with social commerce
features and how these platforms are structured. While social
networking sites struggle to attract business transactions, e-
commerce shops face challenges in implementing and
understanding these newer technology-enabled business
models. The current e-commerce business model, which
focuses on navigational design and web 1.0 technology for
online transactions, does not prioritize the new forms of
interaction enabled by web 2.0 capabilities. Therefore, it is
essential for e-commerce platforms to consider online social
interactions when designing their interfaces to incorporate
social features effectively.

The study examined s-commerce design from the customer's
perspective, identifying key design elements that significantly
impact user decisions on e-commerce platforms. For example,
the most important design aspects for usability, functionality,
and sociability on an e-commerce website included providing
high-quality information, ensuring robust security and privacy
measures, and facilitating the sharing of knowledge and
experiences among users.

Additionally, it was found that the ease of use and trust
exhibited by s-commerce users plays a crucial role in their
adoption of these platforms. While these findings are valuable
for both scholars and practitioners, there has been limited
research specifically focused on s-commerce design. Although
some studies have employed eye tracking to analyze user
interaction with e-commerce website designs, none have
comprehensively investigated user engagement with s-
commerce features using this method. Therefore, further
research utilizing eye tracking could be highly beneficial for
the future of s-commerce design, as it has the potential to
significantly influence website development.

Since customers are the driving force behind social
commerce, retailers looking to implement an s-commerce
strategy need to better understand how users engage with
these Web 2.0 technologies and how to design them to
enhance user interaction and build trust as in figure 4.
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Figure 4: Top sites

4. Additional Declines in Brick-and-Mortar Stores

The rise of online retailing on the s-commerce platform will
inevitably speed up the decline of physical stores. As retailers
adopt s-commerce strategies to boost their online presence,
corporate communication has become more accessible,
leading to a significant decrease in brick-and-mortar locations.
These stores were once seen merely as transaction points, but
they have evolved into spaces for social interaction. Shopping
is inherently a social activity, and other customers can enrich
the experience by offering support and advice during decision-

making.

Table 1: Encapsulating the key points

Topic Hig}ﬁ%hts Examples Challenges
S-commerce
integrates
social media | Fast  fashion | Cultural,
with e- | influenced by | age, and
S-Commerce | commerce, influencers and | gender
Transformatio | empowering UGC; music | differences
n users to make | discovery; require
informed travel, luxury, | tailored
decisions and | beauty sectors. | strategies.
share
experiences.
Emerging Snapchat AR Adopthn of
technologies lenses (e.0. Innovative
. ' | technologie
(AR, voice | Kay Jewellers); s and
Future of S- recognition) voice assistants .
Commerce enhance like  Amazon f:reatmg
customer Echo and |ntegr§ted
- shopping
experience and | Google -
. experiences
engagement. Assistant.
Instagram Retailers
Mental health | fosters  body | must
concerns arise | dissatisfaction; address
S-Commerce's | due to body | 47% of young | mental
Negative image issues | users believe | health
Impacts and social | limiting social | issues while
media media designing s-
overuse. improves commerce
mental health. strategies.
Transparen
GDPR cy and
Privacy enhances user | empowerin
. concerns due | trust; g users to
Data Privacy - .
ins- to reliance on | Cambridge control
Commerce platforms like | Analytica their _o_Iata
Facebook that | scandal are critical
own user data. | highlighted for
risks. successful
strategies.

Before the advent of Web 2.0 capabilities, scholars and
professionals criticized online platforms for their lack of
social and human interaction. However, the growing
sophistication of s-commerce features and the low barriers to
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entry are effectively addressing these social needs. S-
commerce provides a venue for customers to connect and
assist each other in making purchasing decisions. Nonetheless,
there are concerns that existing physical businesses may be
"consigned to the dustbin of history" due to changing
consumer behaviors driven by technological advancements
and the rise of s-commerce platforms. The potential for s-
commerce to undermine other channels, including physical
retailers, poses significant challenges. To offer customers a
well-rounded shopping experience, where their physical stores
and e-commerce platforms are equally important, merchants
should focus on integrating e-commerce into their overall
business strategy.

5. Overview of Upcoming Difficulties

In conclusion, businesses must be aware of the potential
challenges that could hinder the integration of social
commerce into their existing business models, despite its clear
benefits. Retailers will face issues such as body image
concerns, data security risks, limited control over user-
generated content, copyright challenges, usability and design
of social commerce platforms, and the potential decline of
physical stores in the future. The future success of social
commerce relies on technological advancements, seamless
integration with commerce operations, and the effective
design of environments that promote trust and social
connections, as discussed in this chapter. Given that social
commerce is still a relatively new phenomenon, further
research is essential to identify the factors that encourage or
impede consumer engagement with these platforms. Table 1
provides the key summarization.

IV. CONCLUSION

Social Commerce (S-Commerce) is set to continue
transforming the retail landscape and consumer experiences
by merging social media with e-commerce, creating a vibrant
space where shopping becomes more interactive,
personalized, and woven into daily digital interactions.
However, the expansion of S-Commerce comes with its own
set of challenges. Issues related to privacy, security, trust in
online transactions, and the intricacies of system integration
pose significant obstacles for both businesses and consumers.
To foster consumer confidence, these challenges need to be

tackled through improved data protection strategies,
transparent business practices, and effective content
moderation.

Looking ahead, the opportunities within S-Commerce are
immense. Innovations in artificial intelligence (AI) will be
crucial in enhancing personalization, enriching customer
experiences, and boosting sales through more intelligent
recommendations. The rising trend of video and live-
streaming content offers brands new avenues to connect

directly with consumers, enabling real-time interactions and
creating more engaging shopping experiences.
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