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Abstract

Electronic Commerce (E- Commerce) is progressive and widespread speedily since it is
developed as a new method of trading generating more valuable return rather than old- fashioned
trading formats which have trading brokers or middle market. Nowadays, people’s living style is more
introvert and self- dependent which is always in the reality and online world. In fact, online business
transactions and activities are able to differentiate individuals’ lifestyle such as checking- in and
registering in foursquare at any places in order to show friends where we are, adding messages what
we do or pressing “LIKE” on facebook to measure the popularity of things we posted on facebook.
According to these circumstances, these show that digital communication and new media apparently
adjust consumers’ thinking, lifestyle, practice and behavior. Social Commerce (S- Commerce) in the
article is a part of E-Commerce illustrating a big change of trend that business owners apply online

media to initiate customer’s relationship for motivating sale volume.
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Effectiveness of Small Business Technology Tools

% of respondents, selected responses

March 2013
Email marketing |- T 45% IV 2%
Social media marketing 16% IEETITNEN 8%
Online coupons I F I 21% L 29% LD
Daily deals 9% I 11%
Online feedback/survey tool | 60% EA 10%
CRM 46% I 11%
Digital loyalty [T S 56% T 13%
Website | 7 I /o N T | 1%
Blog site 15%  IEELTINS%
Video hosting site NN T T 13°% BT 14%
Web listing sites 7% 12%

Internet ads |- 7Y 7o/ I T T A 5 %o
Social media ads 1290 T I &%

m Effective at both engaging existing customers and attracting new customers
More effective at engaging existing customers

= More effective at attr ing new S
Not effective at ing g cL 1ers or attracting new customers

Source: Constant Contact

Il MARKETINGCHARTS.COM

Source: Constant Contact
Marketing Charts Staff. (2013). Small Biz Owners Say Social Media Equally Good at Attracting and
Engaging Customers on March 13, 2013. Website: http://www.marketingcharts. com/wp/interactive/

small-biz-owners-say-social-media-equally-good-at-attracting-and-engaging-customers-27745/
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