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Abstract The purpose of this study was to look into the marketing strategies of social commerce companies by
analyzing the relationships among the environment, strategy and performance in social commerce. For that, the
environment condition and components of marketing strategy were derived based on the marketing mix by
analyzing the related contents published in 3,783 articles on newspapers dated from April 2010 to March 2013.
UV(Unique Visitor) and PV(Page View) for each social commerce site were used as surrogates for performance.
The results of study revealed the relationship of the marketing strategies to the changes in environment
conditions towards negative conditions such as the spread of buyer anxiety. In the “strategy-performance”
relations, the product element and external sales promotion element had high correlation with the performance.
Finally, a difference was found in the marketing strategies of social commerce companies.

High correlation was found in all aspects between the UV and PV marketing elements in the case of Coupang,
while the correlation with the UV was low and the environment also showed relatively low correlation level in
the case of WEmakePRICE. Thus, this study is considered to provide useful basis for the social commerce
companies to map out and implement the marketing strategies, and is significant in that it applied the marketing
mix to the special market environment such as social marketing.
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[Table 1] Primary and secondary keyword coding

Primary Keyword coding

Secondary Keyword coding
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[Table 2] Keyword coding results

Third Keyword coding(The number of articles)
Marketing Strategy(2,345) Environment(1,438)
Increase in trading volume

Brand promotion(650)

MOU

MOU

Increase in trading volume

Increase in trading volume

Increasing competition

Increasing competition

Growth of related market

Growth of related market

Product advertisements

Product advertisements

Brand promotion

Brand promotion

Marketing

Marketing

Product area extended

Product area extended

Service Improvement,Application
Development,Ensure accessibility

Service Improvement

Consumers victims

Consumers victims

The spread of market anxiety

The spread of market anxiety

Market Stabilization

Market Stabilization

Market Evolution

Market Evolution

Market Evaluation
(Positive, Negative)

Market Evaluation

Market Expansion, Overseas
markets

Market Expansion

Market activation

Market activation

Increase in turnover

Increase in turnover

Leadership, social activities, staff]
welfare

Improvement of image
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Marketing(98) Increasing competition(120)
Improvement of image(186) | Growth of related market(56)
MOU(96) Consumers victims(173)

Product area extended(98)
Service Improvement(313)
Market Expansion(63)
Between social commerce

The spread of market anxiety(82)
Recognition diffusion(47)
Government sanctions(139)

Difficulty of social commerce

company M&A(78) company(24)
T f social
Convergence(25) yrannycgm;g;?l 801c;tmnerce

Increase in the number of social
commerce companies
(183)

- Market activation(181)

Product advertisements(738)

272 QAY Azkt BoiE
2 tpepdeh
AR B AN A 2
ke 2AAHLYAL ohd
BRac Azgne By 51 7]4
Aobixﬂm AES AT S zm% A
Aol 2BAWLYH Faet he Holch
sAge YAl vAYEEY ABOR MRS
MBI ool F 59 S T INES
Sk Quoje 27 % Bud 9 7§

rlr

5524



7, AE Ak 280 AR g

:I:
o 1o
N
>~
7
u)
pi
B>
iliod
Al
i)

HFETHe aATL A1) BRI AYFE SRS
8-S mEA FYUIHE £EAN 2] 2 B
a2 Q1% Aol W ARk e 7IA1E, 4

ﬁﬂ‘ﬂicﬁiﬂ 44 7k *Hi i"éﬂ‘ﬂ’* %‘]Xﬂ—J A
A

S 287 AAA 9 o, wo

(e}
o
ZAtol} T o= QIF W8] Bl Tk &4

sheie.
A9 19 At 28702 YAl nAY A
A7A} 234570, B2 BT 143878 18
A A= e 8 dne el
7387AZ AA| 3,78372] 195%E 714 2L HZS 24|
Sho Ao Lrehton], 287m 204 Fzt 17.2%
AU Aol 53%9) 0% elstd, At
AEYIOL BRE ool 2 HFES F3 v
ke st Qrkn ¥ 4 qlon, s
OJAE FolEol7] SIg Al AP
9= Aoz Holr)
el 107)9] 719)=0k B 2am

r:i

HAE 1749 7= F 2EAMAAA ] niAE T B
AE 10719] 7|YEE 28AMA gAE M2z

5
A EAAY STk 1 AT AEess 9324, $5
At 147, YA BelE A st 6637, 944w

22845 73679 7AW Agkmgolge] EAAY

= et

o] Mz Ya TA|[4]7} AAE HAApaAY
o] npAIE A Q A0l A9 UX|Sh= Ao R YEGFS
olof et el A-g-& [Table 313} Zrh

[Table 3] The marketing mix in social commerce

4P. Contents

Definition: Brand promotion, design diversification and
Product brand recognition improvement

|Application: Advertisements for the social commerce
(932) : P

companies themselves, and activities aiming to enhance
the image of social commerce companies

Definition: Link with offline business and association

Place of suppliers

(14) |Application: Strategies, such as the strategy for
reducing the scope of social commerce companies’

sales or service provision by linking with offline shops

Definition: Identifying new services for sales

promotion, and providing convenience to users(sales
Implicit factivities)

promotion|Application: The strategy is included which aims to
(663) provide the convenience of service to users and

lincrease the sales through MOU, convergence, mobile

app development, etc

Definition: ~ Constant  advertising  and
Extrinsic jadvertisements(advertising activities)
promotion|Application: Strategy for providing the information

(736) continuously with respect to the products offered by
social commerce companies to the users

product

Extrisie . Extrinsic
promotion pramotion

it it
promotion promotion
Coupang TMON
Product
B Jppott
50 15)
0 o
©
o 2
—— o Place ;’;’;‘ifn Place
it picic

promotion promotion

[Fig. 5] Strategy framework of social commerce-specific
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[Table 4] <The Spread of market anxiety> and the
correlation coefficient

After | After | After | After | After
Inonth | 2nonth | 3month | 4nmonth | Smonth

Product |0.156 | 0.104 | 0.147 | 0.290 | 0.506 | 0.331
Place [0.415|0.291|0.037 | 0.132 | 0.362 |-0.098
Implicit
promotion

4P Month

TMON 0.354|0.267 | 0.372 | 0.324 | 0.089 | 0.145

Extrinsic
promotion
Product |0.345|0.295 | 0.284 | 0.630 | 0.547 | 0.410
Place |0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

0.246 | 0.292 | 0.212 | 0.373 | 0.307 | 0.208

Coupang| Implicit | 555 | 6073 | 0.324 [ 0.430 | 0.243 | 0.042
prOmOthn

Extrinsic | 3451 0,495 | 0.456 | 0.366 | 0.342 | 0.096
promotlon
Product | 0.290 | 0.497 | 0.478 | 0.556 | 0.458 | 0.334
W Place | 0.465 0252 |-0.015] 0.092 |-0.122]-0.015
imake | Implicit
price promotion

0.274|0.307 | 0.411 | 0.468 | 0.172 |-0.046

Extrinsic
promotion -0.049| 0.115| 0.429 | 0.541 | 0.545 | 0.398

Product | 0.550 | 0.377 | 0.278 | 0.367 | 0.535 | 0.360
Place | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

Implicit | 589 | 0,190 | 0.376 | 0.502 | 0.280 | 0.180
pI‘OIIlO[lOIl

Extrinsic
promotion 0.123|0.343 | 0.465 | 0.294 | 0.261 | 0.453
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Am 2 A gre] Belshabolehs B zle] Wat
7hurshe e of ajde] Ae B AlEaL S|
oA RS w17 S, e of 34 A4
ol AFLLT FHOE 3 HAY AL Holw ¢
©onf olo] thak ARA4TE 063002 TH & Al
AZ Bol o= Uekgrh $iHxs 3t 5@94 E
149 ol oF aAjULtel AN A5H AFRL F
Aol nlAg Aze S 3749 olﬁelt DR
HE AR G4 FHE Fof Sote] B} 4E
o Hale] FHS T Ao ekt aREL 24
A2 F4) Y Heke sk, o]F o - 9l
2 W20 F49) nbY S B ste] S,

2BAY L YRS ojeige] WASE 4] U
B 37ge] 9 5 WA BeERes £4Y o

J

J Aok Sk 2o Uekdisd, 53] 29 9
oL, 2REL ATAg7E ZH2E 0,768, 0.680, 0.684= 3
5] e 470 ATAE Barh

%, 24AR2QAE] ofelat weis Bgxdol
DL M B ESEPNSE SRR
A2k & YAV ARSI G AHgA Hol Al Fof
BAE 71Abe] 28 Sel AnREY 28AH A0 A
o Tt Bl el Qor Fololq felstunt 5
£ Ak {3 glolth

5526



2, AR Gk 87T A TIAR -S4

[Table 5] <Tyranny of social commerce company> and
the correlation coefficient

After | After | After | After | After
Inmonth | 2month | 3month | 4month | Smonth

Product |-0.013]0.264 | 0.134 | 0.209 | 0.096 | 0.434
Place |-0.135|0.632 | 0.057 |-0.115|-0.092|-0.092

Implicit |6 39110228 | 0.165 | 0.413 | 0.004 [-0.104
promotion

4P Month

TMON

Extrinsic
promotion
Product |0.424|0.191|0.104 | 0.160 | 0.083 | 0.359

Place | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

Implicit 16530 10,159 | 0.036 [0.768 |0.257 |-0.086
promotion

Extrinsic |6 151 103350.137]0.062 | 0.037|-0.076
promotlon

Product |0.264 | 0.104 |0.199 | 0.070 | 0.195 | 0.358
We Place |0.322 | 0.226 |-0.064|-0.064|-0.064|-0.064

make | Implicit 1655016585 10.042 | 0.680 | 0.017|-0.135
price promotlon

Extrinsic
promotion
Product |0.399 | 0.469 | 0.469 |-0.158| 0.126 | 0.036
Place | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

0.156 {0.102 | 0.128 | 0.004 | 0.171 | 0.174

Coupang

0.166 | 0.324 | 0.189 | 0.208 | 0.287 | 0.275

Groupon pﬁ’;mpgfl‘(:n 0.237[0.274 | 0.025 | 0.684 | 0.181 |-0.013
pl;:;‘&“(’)‘;lfn -0.044(0.222 | 0.583 [ 0.214 | 0.005 | 0.166
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[Table 6] Correlation coefficient between the UV and
strategy of social commerce-specific

After | After | After | After | After
Immonth | 2month | 3month | 4month | Smonth
Product | 0.574 |0.623|0.666 | 0.699 | 0.706 | 0.676
Place | 0.232{0.211]0.183|0.230(0.197|0.131
Implicit
promotion
Extrinsic
promotion
Product | 0.499 |0.546 | 0.622 | 0.640 | 0.609 | 0.449
Place | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000
Implicit
promotion

4P Month

TMON 0.368 [0.382]0.444 | 0.443|0.419 | 0.449

0.510 | 0.534 | 0.522 | 0.558 | 0.586 | 0.586

Coupang 0.297 {0.348 {0.324 1 0.337 | 0.388 | 0.233

Extrinsic
promotion
Product | 0.361 |0.408 |0.398|0.402|0.381|0.410
Place |-0.009 |{0.038 | 0.063 | 0.052 |0.057 | 0.051
Implicit
promotion

0.700 | 0.683 | 0.728 | 0.687 | 0.679 | 0.694

make 0.265 {0.208 {0.266 | 0.250 | 0.281 | 0.341

price

Extrinsic
promotion
Product | 0.596 |0.662 | 0.678 | 0.597 | 0.489 | 0.399
Place | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000
Implicit
promotion

0.296 {0.299 |0.308 | 0.339 | 0.315|0.332

Groupon 0.398 {0.490 | 0.561 | 0.563 | 0.471|0.403

Extrinsic |\ 121 10.565(0.593 [0.471|0.422 [0.330

promotion
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5.

[Table 7] Correlation coefficient between the PV and
strategy of social commerce-specific

After | After | After | After | After
Inmonth | 2month | 3month | 4month | Smonth

Product |0.533 | 0.534 | 0.585 | 0.609 | 0.613 | 0.562
Place |0.178|0.177|0.142|0.172 |0.215 | 0.098

Implicit
promotion

4P Month

TMON 0.496 | 0.501 | 0.497 | 0.467 | 0.436 | 0.435

Extrinsic
promotion
Product |0.495|0.590|0.617 | 0.719 | 0.714 | 0.651
Place | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

Implicit 631 0.356| 0.381|0.367 | 0.336 |0.350
promotion

Extrinsic
promotion
Product |0.603 | 0.518 | 0.546 | 0.471 | 0.517 | 0.523
Place |0.081|0.184 |0.055|0.085 | 0.067 | 0.054

0.492|0.495|0.478 | 0.526 | 0.574 | 0.544

Coupang

0.698 | 0.679 | 0.657 | 0.720 | 0.666 | 0.636

We

make | Implicit 16 3516 36510329(0281(0.379]0.420
price promotlon

Extrinsic
promotion 0.3570.443 | 0.528 | 0.423 | 0.462 | 0.363
Product |0.576 | 0.595 | 0.631 | 0.567 | 0.479|0.378
Place | 0.000 | 0.000 | 0.000 | 0.000 | 0.000 | 0.000

Implicit

promotion 0.43710.525(0.569 | 0.577 | 0.516 | 0.463
Extrinsic
promotion

Groupon

0.486 | 0.548 | 0.555 | 0.466 | 0.389 | 0.282
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