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ABSTRACT In the last few years, the social shopping phenomenon has spread across a global scale. This phenomenon 
has resulted in the formulation of a new business model, which even appeals to those selling companies who 

were previously not interested or involved in e-commerce. 
The purposes of the research are several. The first is to conduct a critical analysis of the social shopping phenomenon, from 
both a selling and a buying point of view. The second objective is to analyse whether this business model represents an 
actual advantage, either for the seller and the buyer, or just for the mediator, who is represented by the manager of the 
social shopping website. 
The social shopping phenomenon represents opportunities for all the subjects involved in the process – that is the buyer, 
the seller and the mediator. Nevertheless, the social shopping phenomenon currently presents a series of critical aspects, 
mostly for the buyer, especially if the target is not yet familiar with the concept of e-commerce. The challenges for the me-
diator mostly consist in elaborating new techniques in order to increase the level of satisfaction on the side of the buyers, 
even through the adoption of a self-regulation code to be followed by the website manager and the seller.

1. Introduction
The social shopping phenomenon has, in the last few years, 
spread across a global scale. It is represented by group-buy-
ing websites (or e-coupon sites). Such websites play the role 
of two-sided markets; that is, they act as joiners (aggrega-
tors) between sellers (typically restaurants, wellness centres 
or service companies) and buyers, making the most of social 
networks and the potentialities of interpersonal relationships. 

This phenomenon has resulted in the formulation of a new 
business model, which even appeals to those selling com-
panies who were previously not interested or involved in e-
commerce. 

This paper has a double objective. The first is to conduct 
a critical analysis of the social shopping phenomenon, from 
both a selling and a buying point of view. The global spread 
of the phenomenon does not, in fact, hide the existence of 
a number of negative aspects concerning the subjects in-
volved; aspects which represent a criticality and a slowing 
down of the phenomenon’s development. 

The second objective is to analyse whether this business 
model represents an actual advantage, either for the seller 
and the buyer, or just for the mediator, who is represented by 
the manager of the social shopping website. 

The work is structured in the following way: following an 
analysis of the existing literature on the subject, a descrip-
tion of the research methodology is provided, which aims to 
illustrate the various research phases. Finally, the results are 
displayed, followed by concluding comments which serve to 
contextualize the research’s limitations and implications.

2. Literature
Several studies have focused on the application of a series 
of e-business models relating to companies (Osterwalder, 
2002). The reasons for the adoption of these models include:

a) Electronic business models, which have developed thanks 

to the digital economy (Tapscott, 1996; Valdani, 2000), 
influence the economic activities implemented by com-
panies, which includes the production and distribution of 
goods and services, as well as communication between 
the subjects (producers, mediators and consumers). 
These models promote the use of a series of digital tools 
which facilitate the execution of the above-mentioned 
economic activities (Giacosa & Guelfi, 2003) and allow 
the companies to more easily understand and identify 
their own operating domain (field), as well as intensifying 
the relationships between the various subjects involved 
(Morecroft, 1994; Ushold & King, 1995). 

b) Adoption of the tools introduced by the digital economy 
promotes communication between the company and 
its stakeholders thanks to a series of digital platforms 
which facilitate the exchange of data and information. 
Enhanced communication allows stakeholders (Fensel, 
2001) to evaluate the company’s inclination to satisfy 
their interests (Mitchell, Agle & Wood, 1997; Frooman, 
1999), thereby improving their opinion towards the com-
pany itself (Dahnke & Clatterbuck, 1990). 

The e-business model is very flexible compared to traditional 
models, as technology promotes a fast redesign of the same 
model in order to better implement it into the company 
(Petrovic, Kittl and Teksten, 2001). In addition, the flexibility 
of digital technologies promotes the realization of a series of 
simulations, which are mainly of a commercial nature, by cre-
ating a number of selling and customer relationship manage-
ment platforms that are subsequently adjustable or remov-
able, thereby reducing experimentation costs to a minimum 
(Sternman, 2000).

Furthermore, literature has focused on the consumer’s per-
ception with regards to the adoption of e-business models 
on the side of companies. The online consumer presents, 
in fact, a series of specific characteristics, which differ from 
those of traditional customers (Moschis, 1976; Donthu & Gar-
cia, 1999; Watchravesringkan & Shim, 2003; Bhatnagar, Misra 
& Rao, 2000; Ray & Moitra, 2012). First of all, these custom-
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ers act as “psycho-socializing” buyers. This means that they 
are strongly drawn to the trends of the moment and to the 
emulation of their peers; they feel it to be an absolute ne-
cessity to obtain information before making a purchase, and 
this necessity is enhanced by the marked social interactions 
promoted by the consumers’ social networks (Bertrandias & 
Goldsmith, 2006; Goldsmith & Clark, 2008); they are strongly 
drawn to technological tools and applications, whose behav-
iour can be quantified (Lederer, Maupin, Sena and Zhuang, 
2000) by measuring their perceptions in terms of the neces-
sity of the technology’s employment, the need to put less 
effort into the accomplishment of a task, and the “fun” com-
ponent in the use of the technological tool itself. The exist-
ence of new technologies does, therefore, have an impact on 
the consumers’ purchasing choices (Davis, 1993; Bobbitt and 
Dabholkar, 2001).

Some researchers have analysed the drivers at the core of on-
line shopping (Hirschman & Holbrook, 1982; Bellman, Lohse 
and Johnson, 1999; Monsuwè, Benedict, Dellaert & Ko de 
Ruyter, 2004), and identified the following factors: the con-
sumer’s personal characteristics, aspirations and attitudes; 
the external variables that influence the consumer’s econom-
ic and social conditions; the characteristics of the product to 
be purchased; the consumer’s previous online purchasing ex-
periences; and the level of trust in the e-commerce. It seems 
that some consumers use the electronic channel because it 
is more convenient, while others use it because it is fun and 
stimulating. 

Researchers have also examined the reasons why individu-
als place trust in recommendations they find on social net-
work platforms, and analysed the impact of this trust on the 
choice to purchase online (Leither & Grechening, 2008; Mars-
den, 2009). The combination of social networks and online 
shopping provides new possibilities for companies in terms 
of business, and for buyers in terms of choices (Hsiao, Lin, 
Wang, Lu & Yu, 2010). 

The social shopping phenomenon has also been subject to 
research (Jia & Lauren, 2009; Dholakia & Kimes, 2011; Guo, 
Wang & Leskovec, 2011; Jia & Lauren, 2011; Secinaro, 2012). 
The concept of social shopping originates from Tuangou, 
which is a Chinese strategy, according to which a group of 
acquaintances make a collective purchase from one seller 
in order to gain economic benefit from it. This commercial 
technique then spread to America, especially following the 
world economic crisis, which generated the need to find new 
money-saving solutions. This phenomenon represents the 
evolution of so-called “solidarity purchase groups”, which 
consist of a number of people supplying goods and servic-
es, who follow principles of justice and solidarity within the 
group, and guarantee the quality of their products and give 
extreme attention to working conditions in relation to the hu-
man factor.

The social shopping phenomenon grounds its action princi-
ple on the concept of “glocalization” (Zanichelli, 2010). This 
term, introduced by the sociologist Zygmunt Bauman, refers 
to the adjustment of the globalization phenomenon’s charac-
teristics to the necessities of local realities (Bauman, 2005). 
The phenomenon’s core concept is contained and explained 
in the slogan: “think globally, act locally”; even in the context 
of an international offer, the aim is to maintain a close bond 
with the territory, thereby enhancing individuals’ cultural dif-
ferences and trying to expand small and medium enterprises 
(Foglio, 2004). As a consequence, the offer of goods and ser-
vices intended for an international market is modified in or-
der to meet the demands of the local market, either in cultur-
al or juridical terms, and can even create local organizational 
structures. In this context, employment of technology pro-
motes the exchange of information and increases the pos-
sibility of creating a unique market. Therefore, in order to get 
closer to the habits of the local consumers, an international 
company will tend to launch a more locally targeted line of 

products. Thus, the term “glocalization”, which comes from a 
union of the words “globalization” and “localization”, refers 
to the offer of products conceived for a global market that 
are adapted to the necessities of a local market, while en-
couraging respect for the territory’s peculiarities, traditions, 
and customs, and the possibility of development for local 
enterprises. Thanks to an attentive focus on the consumer’s 
needs, the business model focuses on a marked customer 
loyalty (retention) policy. The new tendency of glocalization 
is therefore the so-called “geo-localization”, which aims to 
support a local market format. 

Several studies have examined the main typologies of social 
shopping websites, including analysing their business mod-
els and range of products. The literature has also focused on 
the main reasons for the increasing popularity of the phe-
nomenon on the side of the consumers, in terms of percep-
tion, usefulness, ease of use, fun, etc. (Kang & Park, 2009). 

The literature has also focused on the main players involved 
in the social shopping phenomenon. In this respect, research-
ers have paid particular attention to the business model of 
Groupon, an American society launched in 2008 which is cur-
rently the world market leader (its name comes from a fusion 
of the words “group” and “coupon”) (Marsden, 2010; Dhola-
kia & Kimes, 2011; Guo, Wang & Leskovec, 2011; Secinaro, 
2012). Researchers have studied the diversification of this 
company’s business model, which has been realized through 
an expansion of its commercial and promotional offerings. 
They have also analysed the merger and acquisitions strat-
egy used by Groupon, which has contributed to its success. 
Other websites subject to such examination include Glamoo, 
Groupalia, Let’s Bonus and other local companies. In addi-
tion, these studies have given relevance to “city planner” fig-
ures – that is, individuals who manage the inventory of offers 
within a specific geographical area, and are also in charge 
of the editorial activity and the companies’ web marketing 
campaigns. 

The present research contributes to the extant literature by 
identifying the actual advantages of social shopping for both 
the seller and the buyer. The description of the phenome-
non’s innovative contributions provided by previous studies 
has not allowed a clear identification of the economic advan-
tages for all the subjects involved. 

3. Research Methodology 
The research started with a review of the existing literature, 
which focuses on either the adoption of e-business models 
on the side of the companies, the consumers’ perception of 
online purchasing, or the implications of the social shopping 
phenomenon. As a result, two research questions and hy-
potheses have been formulated, as follows:

-  RQ1: Despite its success, does the social shopping phe-
nomenon involve a series of critical aspects?

-  RQ2: Does the social shopping phenomenon bring an 
economic advantage to all subjects involved; that is, the 
seller, the buyer and the mediator?

On the basis of the above-mentioned research questions, 
the following hypotheses have been formulated: 
-  H1: The social shopping phenomenon currently entails a 

series of critical aspects, which mainly concern the buyer. 
These critical aspects serve to slow down the phenom-
enon’s development, especially if the target market is not 
yet familiar with e-commerce. 

-  H2: Despite these critical aspects, the social shopping 
phenomenon could represent an advantage, either in 
terms of economy or commercial visibility, for all the sub-
jects involved; that is, the seller, the buyer and the me-
diator.

Verification of the above hypotheses will provide a series of 
results through the use of a qualitative method. The theo-
retical contributions we aim for are intended to bring to light 
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the critical aspects of the social shopping phenomenon, in 
addition to its economic advantages for every category of 
subjects involved.

4. Results
The research results are shown below, with specific reference 
to the following parts of the observation: 

-  The operational (working) logic of the social shopping 
websites;

-  The critical aspects of the phenomenon;
-  An analysis of the actual advantages of the business 

model for all three parties involved.

4.1 The operational logic of social shopping websites
With reference to RQ1, it is necessary to first examine the 
operational logic of social shopping websites. This analysis 
will serve as a basis from which to identify the critical aspects 
of the phenomenon. 

Social shopping websites represent mediators between sup-
ply and demand: on one hand, a group of individuals make 
a purchase, which is treated as a unique order, who avails 
themselves of the contractual force to obtain benefits in 
terms of purchasing conditions. On the other hand, selling 
companies who wish to sell via social shopping websites can 
have either local, national or international value; they may 
provide well-known brands to a wide range of customers, or 
be local shopkeepers with a restricted range of clientele.

The mediator, who runs the website, obtains its income via a 
brokerage commission deducted from the seller’s earnings; 
such commission often reaches a share of 50%. On the con-
trary, no commission has to be paid by the buyer. Generally, 
the seller sells coupons, which give the buyer the right to 
purchase, within a certain time frame, a series of goods or 
services; as a consequence, the buyer is often prompted by 
an “impulse” in purchasing. 

This mechanism is grounded on the following principles: 
a)  From the demand point of view:
-  The number of subjects taking part in the purchasing 

group favours a reduction in the selling price;
-  The (physical) proximity of the seller to the buyer mini-

mizes the transport costs, and hence the selling price;
-  The website offers additional services, such as the pos-

sibility to socialize. Consumers can share their ideas and 
experiences, either directly on the purchasing website or 
through other social network platforms;

b)  From the supply point of view:
-  The reduction in distribution passages increases the po-

tential sale proceeds, with no negative implications on 
the price proposed to the consumer;

-  The seller can avail himself of an additional promotional 
tool, at a reduced cost compared to traditional channels;

-  The seller can broaden his reference horizon as the target 
potentially widens (Giacosa & Guelfi, 2003).

The functional mechanism underlying social shopping web-
sites is very simple. First, the mediator, who runs the website, 
negotiates a series of commercial offers at set commercial 
conditions (in terms of price, delivery, payment, etc.) with 
possible sellers. Then, the website collects the purchasing 
requests made by the interested subjects. After manifesting 
his purchasing request, the buyer will have to wait until the 
website reaches the minimum number of orders to make the 
offer active. The seller must, in fact, confirm his offer only 
once a certain number of buyers, within a pre-defined time 
frame, has been reached; otherwise, the seller can withdraw 
his offer. 

When a commercial offer reaches a minimum quantitative 
threshold, the seller’s commercial proposition becomes real; 
as a consequence, the buyer’s purchase also becomes ac-
tual and is confirmed on the website. Payment for the pur-

chase will only be requested once the purchase has been 
confirmed, after which the buyer will receive a coupon via 
email that can be shown to the seller; this coupon will detail 
the information regarding the purchase, along with a security 
code certifying its authenticity. 

The website publishes a number of very convenient offers on 
a daily basis, which often reach up to a 70%-80% discount; 
such offers are generally active for no longer than 48 hours. 
The offers are published and updated very frequently. They 
are often zeroed at midnight and substituted with new offers. 

After signing up to the website, users are informed on the 
daily deals via email. Thanks to the user’s provision at sign-up 
of where they live, they will receive offers based on the loca-
tion of main interest (such as restaurants, gyms, entertain-
ment sites, etc.). Because the phenomenon is based on digi-
tal channels, it is mainly promoted online by word of mouth 
via social network platforms. 

The following section will now use this description of the 
functional mechanism of a social shopping website to ana-
lyse the critical aspects of the phenomenon.

4.2 The critical aspects of social shopping websites
After analysing the operational logic of social shopping web-
sites, it is possible to examine the critical aspects of the phe-
nomenon in order to answer RQ1. 

The social shopping phenomenon has grown thanks to the 
rapid success of its business model. For example, in the US 
market, from which the phenomenon originates, the number 
of users of social shopping websites has increased from 77.4 
million in 2009 to 96.8 million in 2013, which equates to a 
growth rate of 25% in only four years (though it must be not-
ed that the US population represents heavy internet users: in 
2009 the rate of internet usage was 44%, and in 2013 this was 
49%) (eMarketer, 2011).

Despite the diffusion of the phenomenon, a number of 
critical aspects can be hypothesized, as well as advantages. 
These aspects are distinct depending on whether the subject 
is the buyer or the seller. 

From the buyer’s point of view: 
a)  Advantages: there are multiple advantages of purchas-

ing via social shopping websites. Quality products can be 
bought at discounted prices, any time of the year, with 
no limitations imposed by seasonal sales, unlike tradi-
tional channels. The main advantage is the money saved 
in the purchase, but other factors include the conveni-
ence of the service and the saving of time, as the com-
mercial transaction takes place online. A final advantage 
is the existence of the online communities, who review 
the products, compare prices and provide a great deal 
of information to other buyers to facilitate their decision-
making process in terms of purchase;

b)  Critical aspects: these can be attributed to the selling 
companies. According to a survey carried out by Adoc 
(2001) on a sample of Italian customers, 35% of those 
who purchased on a social shopping website had trouble 
using the coupons; in particular, 15% had trouble obtain-
ing refunds, whilst 20% were given no assistance or help 
in using their coupons. The main difficulties generally in-
cluded the following: 

-  delays in product delivery, or missed product delivery; 
-  difficulties in booking the product or service, by using the 

coupon, within a limited amount of time;
-  differences in terms of treatment compared to clients 

who did not purchase coupons;
-  service limitations regarding peak days (Saturday and 

Sunday), despite the absence of such information on the 
coupons;

 -  product purchased not being available in a sufficient 
quantity to satisfy all the coupons delivered, creating an 
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overbooking situation, as well as damaging the vendor’s 
image;

-  shipping expenses which, during the act of purchas-
ing, were not indicated or seemed to be included in the 
price;

-  poor level of assistance on the website and difficulties in 
cancelling a previous purchase;

-  risk, from a psychological point of view, of making an im-
pulsive purchase, due to the number of offers and the 
limited time in terms of availability of the offer, which of-
ten does not allow the potential buyer to evaluate the 
real convenience of the offer itself.

In order to overcome most disadvantages for the buyers, the 
main social shopping websites on a national and global scale 
are adopting a self-regulation code, to be respected by both 
the mediator and the seller, and aimed to guarantee a better 
quality in terms of the service offered.

From the vendor’s point of view:
a)  Advantages: the main advantage is represented by the 

possibility of increasing the vendor’s commercial visibility 
by promoting the offer to unexplored markets or those in 
which the vendor is still not very well known. On top of 
this, the promotional costs are lower than those associat-
ed with traditional promotional campaigns, thanks to the 
employment of digital tools and platforms which lower 
the cost of promotion and reduce the number of players 
involved. The increase in the turnover can contribute to 
covering the fixed costs, which, in a period of recession, 
are causing commercial troubles and financial repercus-
sions on companies in terms of cash. In addition, the sell-
ing company has the possibility of receiving free reviews 
of its products from buyers, which allows it to evaluate 
the standard of its offer. Finally, the creation and manage-
ment of the company’s purchasing forum, coupled with 
the company’s website, makes it possible to influence the 
consumers’ behaviour, and hence their future purchasing 
choices;

b)  Critical aspects: these are linked to the risk of not making 
a profit, as a seller may be tempted to sell his products at 
strongly discounted prices. In addition, the typical target 
of such websites is made up of non-returning custom-
ers, with a low purchasing and loyalty potential; the visi-
tors are, in fact, typically attracted by the convenience of 
one particular offer. According to research conducted by 
Rice University, 80% of coupon buyers are making their 
first purchase on that particular website, and just 20% of 
them will then become return customers.

H1 can thus be confirmed. The social shopping phenome-
non presents a series of critical aspects, especially from the 
buyer’s point of view. These critical aspects represent a slow-
ing down of the phenomenon’s diffusion, especially for those 
subjects who are not yet particularly familiar with the concept 
of e-commerce. 

4.3 Analysis of the business model’s advantages for the 
subjects involved
With reference to RQ2, an analysis of the actual advantages 
for the different subjects involved in the business model (the 
seller, the buyer and the mediator) is detailed below. 

From the buyer’s point of view
The main advantage for the buyer is represented by the 
money saved in their purchase. The discount can be as high 
as 70%-80% of the original price. Another aspect which can-
not be ignored is the trust relationship between the buyer 
and the owner of the website, which encourages a feeling 
of loyalty on the side of the client. This aspect is difficult to 
maintain, however, especially when an increase in orders cor-
responds to an increase in sellers; this makes it difficult to 
verify the seriousness of the sellers and to guarantee clients a 
satisfactory level of service in the offer. This can be illustrated 
in quantitative terms, as follows: 

-  Product’s original price (product at its full price and sold 
through a traditional channel): 500 euros.

-  Discount applied by the social shopping website: 70%.
-  Shipping costs (to be paid by the buyer): 20 euros.
-  Savings: 330 euros.

From the seller’s point of view
The actual advantage for the seller consists in the fact that 
the earnings come from incremental sales via the social shop-
ping website, compared to those made through traditional 
channels. Such selling activity can generate new customers, 
who can potentially become loyal ones. It must also be noted 
that the commercial promotion has quick returns, especially 
in local terms, as the degree of penetration into the local 
market is intensified thanks to offers that are directly spenda-
ble in a limited geographical area. Such economic advantage 
naturally entails the risk of a fast increase in orders, which, 
in the case of an under-dimensioned commercial and pro-
ductive structure, might lead to a qualitative worsening of 
the service. From a financial point of view, the commission 
paid to the website only takes place once the coupon has 
been sold; on the contrary, traditional advertisements must 
be paid at the act of their realization, with no certainty about 
their economic benefits.

What follows is the need to adopt opportune customer rela-
tionship management tools, with the aim of quantifying the 
actual economic return from the use of the social shopping 
website – that is, the actual number of coupons redeemed, 
the selling of additional services, and the loyalty degree of 
the customers. The adoption of classical tools to evaluate an 
investment can generate complications in terms of evalua-
tion; it is, in fact, very difficult to exactly quantify the number 
of customers who have acknowledged the commercial offer 
through a social shopping website, rather than using other 
promotional tools. 

Below is an example of this in quantitative terms:
a)  Cost of a traditional promotional service (for example, a 

page in a local newspaper, which can be characterized 
by uncertainty in terms of the actual return in relation to 
image) coupled with the subsequent full-price product 
sale): 150 euros a month, which is 1,800 euros a year; 

b)  Cost of promotional service via social shopping website, 
consisting of: 

-  Selling price of the product using traditional channels (no 
discount): 40 euros.

-  Discount applied: 50%.
-  Selling volume hypothesized: 100 coupons.
-  Seller’s loss (caused by the discount): 2,000 euros.
-  Mediator’s commission: 50% of the seller’s earnings 

(1,000 euros).
-  Seller’s loss: 3,000 euros.

What follows is that, at this very selling volume, the cost of 
the selling activity on a social shopping website is higher than 
that of a traditional promotion. Nevertheless, social shop-
ping channels present a series of other advantages, which are 
often difficult to quantify, such as: the possibility of suspend-
ing the selling activity at any time, benefiting from the fact 
that customers are attracted online through a suitable loyalty 
effort; the fact that the monetary expenses are sustained in a 
“fractioned” way – that is, only once the coupons have been 
sold, whilst payment of traditional advertising methods must 
be made instantly; the fact that the number of coupons sold 
online can be adjusted according to the company’s necessi-
ties; the fact that customers are targeted, as those who have 
registered on the website are likely to be those who are most 
drawn to such commercial offers.

A recent study (Dholakia, 2012) evaluated the profitability 
of these commercial offers on the side of the sellers. It ap-
pears that the average of the profitable offers has shifted 
from 55.5% in 2011 to 61.5% in 2012. In addition, the per-
centage of profitable offers is lower than 50% when a seller 



INDIAN JOURNAL OF APPLIED RESEARCH  X 441 

Volume : 3 | Issue : 7  | July 2013 | ISSN - 2249-555XReseaRch PaPeR

uses a social shopping website for the first time; on the other 
hand, the profitability increases to over 75% after the seller’s 
seventh commercial experience. As a consequence, the ten-
dency of the earnings is linked to an increase in the com-
mercial experience on the side of the sellers. The age of the 
seller also represents an important variable; in particular, it 
appears that younger companies are much more profitable 
than older ones. Companies which have existed for fewer 
than four years reach 61% in terms of profitable offers, while 
those which have been running for 15 years or more reach 
59%. Dholakia (2012) also evaluated the satisfaction degree 
on the side of the seller: after the first offer, 42% of sellers 
were found not to provide a second offer, while after the sev-
enth offer, the satisfaction degree fell to 30%. In addition, 
the profitability of an offer is linked to the commodity-related 
category of the transaction: the profitability is highest (about 
70%) for the health/fitness category, followed by tourism and 
medical services; the catering sector has the lowest profit-
ability (about 50%).

From the mediator’s point of view
The actual advantage for the mediator, who runs the website, 
is represented by the commission on the sales revenue made 
by the selling subject. This commission is generally around 
50% of the price of the coupons sold. From a financial point 
of view, the business model generates a temporal financial 
displacement to the mediator’s advantage, as the mediator 
gets the commission immediately (or within 30 days), while 
the seller’s earnings are usually released after 60 days. In 
addition, the diversification policy of the activities produc-
es another advantage in terms of revenues: the mediators 
amplify their range with new services, including systems to 
schedule bookings and to create customer profiles. In order 
to increase their market share and contain their competitors’ 
growth, mediators are heading towards a commercial part-
nership policy, either with service societies, who are generally 
shipping companies with whom they negotiate the shipping 
expenses to be paid by the buyer, or with selling companies 
committed to offering a good range of products and services 
on their website. 

The economic benefits in terms of earnings is counterbal-
anced by the costs sustained in the website management. In 
addition to costs relating to software applications linked to 
the web platform and to the management of the customer 
database, there are commercial costs, which represent a 
large proportion of costs and can make the business model 
difficult to sustain. Specifically, these costs include acquisi-
tion of the mailing list containing people to send the com-
mercial offers to, incentives linked to refer-a-friend schemes, 
as well as costs related to the city planner, who maintains the 
relationships with local sellers, especially from the perspec-
tive of an extension of the territory served. 

H2 is also thus confirmed. Despite the critical aspects out-
lined, the social shopping phenomenon represents several 
advantages for the seller, the buyer and the mediator. These 

advantages, despite being hard to quantify, can be repre-
sented in economic terms, higher commercial visibility, and 
competitiveness of the commercial offer.

Conclusions
The social shopping phenomenon represents opportunities 
for all the subjects involved in the process – that is the buyer, 
the seller and the mediator. The seller’s business dimension is 
often variable; the smaller the dimension, the smaller the ex-
ploitable potential and the ability to evaluate the economic 
benefits of the commercial experience, due to the unavail-
ability of tools to accurately evaluate the advertising and cus-
tomer relationship management investments.

In the current period of economic recession and consump-
tion contraction, social shopping constitutes a relevant sell-
ing channel which, on one hand, allows the buyer to save 
money on the purchase price, and, on the other, allows to 
the seller to broaden his commercial horizons and, as a con-
sequence, increase his turnover.

The social shopping phenomenon currently presents a se-
ries of critical aspects, mostly for the buyer, especially if the 
target is not yet familiar with the concept of e-commerce. 
The challenges for the mediator mostly consist in elaborating 
new techniques in order to increase the level of satisfaction 
on the side of the buyers, even through the adoption of a 
self-regulation code to be followed by the website manager 
and the seller.

In addition, correct evaluation of the reference target is es-
sential to increase the profitability for the seller; this business 
model cannot, in fact, be considered indiscriminately profit-
able for every company. It may be particularly advantageous 
for new or young companies, as it gives them a way in which 
to increase their reach. Furthermore, when compared to an 
advertising investment, which requires immediate monetary 
expenses, social shopping websites only ask for monetary ex-
penses once the coupons have been sold. Companies need-
ing to rethink their commercial policy may also find the social 
shopping solution convenient. 

The implications of the current research include the follow-
ing: first, despite the critical aspects, the social shopping 
phenomenon represents an advantage for the seller, the 
buyer and the mediator, either in terms of economy or com-
mercial visibility. 

The main limitation of this research comes from the absence 
of an adaptation of an economic model capable of quantify-
ing, within a sample of companies, the economic advantages 
derived from the adoption of a social shopping website for 
all three parties involved. 
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