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Department of Economics established in 2022, focuses on developing a solid foundation in economics
principles, a sharp understanding of global developments and a range of analytical, problem-solving and
communication skills. The programme provides a good balance of broad-based economic fundamentals and
practical real-industry knowledge. The department equips students with analytical tools of economics to
understand the current economic reality with the perspective of problem solving and enhances economic

welfare and promotes social justice. In the future, the department will offer Post-graduation and Ph.D. courses.

ABOUT THE CONFERENCE

“Embracing Empowerment — Breaking Barriers" is a resounding call to recognize the transformative power
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entrepreneurship to empower changes & overcome the challenges in entrepreneurship also the trends &
insights for embracing entrepreneurship tomorrow. In this context, the conference on “Breaking Barriers and
Empowering Changes in Entrepreneurship- Trends and Insights of Tomorrow” with the aim to bring together

the researchers and business practitioners to present their views in different perspectives for discussion.
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Abstract
This study aims to build on the understanding of social commerce in the emerging markets
and how it influences online community engagement. The conceptual model was proposed
using theories including the social support theory, the trust theory, the social presence
theory, the flow theory and the service-dominant logic theory. Using Facebook online
community, the data were collected from 400 respondents from Jordan and analysed using
AMOS based structural equation modelling. Results revealed that social commerce
constructs positively influence social support, community members’ trust and social
presence. Furthermore, it was found that social support and social presence positively affect
community members’ trust. We also found that community members’ trust positively
influence flow whereas both community members’ trust and flow positively influence
community engagement.
Key words: commerce in social media, platforms. tools
SOCIAL COMMERCE

Social commerce is the process of selling products and services directly through
social media. With social commerce, the entire shopping experience from product
discovery and research to checkout, takes place right on social media.
Currently, social apps with built-in native social commerce features are Integra, Face book,
Interest and TikTok With social commerce, you might see a pair of sweet strawberry-print
clogs on your Integra feed, hit “shop now”, add it to your shopping cart and complete the
purchase right there in the app.
Or, you could spot a well-priced crewneck as you’re scrolling through TikTok, and click
“Buy.” Once your purchase is complete, you can continue to enjoy your usual TikTok
experience by watching duet videos with your favourite artist, without missing a beat.
These are shopping opportunities (opportunities!) right on the digital platforms that your
audience uses most. And you should be taking advantage of them.
Social commerce vs. ecommerce
Ecommerce refers to a shopping experience via an ecommerce site, online store, or
dedicated branded app. Social commerce, by definition, allows the customer to make their
purchase within their social media experience. Social commerce is not ecommerce.
Social commerce is also not social selling. Social selling refers to cultivating relationships
on social media in order to build your sales prospect list. Read more about social selling
here.
IMPORTANCE OF SOCIAL COMMERCE
Not sure if setting up a social media shop is a good idea? Here are six reasons why social
commerce is worth a shot.
1. Social commerce makes shopping a social experience
Shopping on social media makes the experience much more interactive than a typical
ecommerce spree. Consumers can easily consult with their friends on purchases, show off
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those hip new high-tops, comment on Aunt Jackie’s new “I Love My Niece” tee, review
comments from other savvy shampoo shoppers, and interact directly with the kombucha
brands they love.

For those who miss the social aspect of a day out at the mall, social commerce might just
be the next best thing. (Though unfortunately without an Orange Julius pit stop.)

2. Social commerce removes friction

See it, click it, buy it. Social media shops remove friction from the consumer journey,
making it easy to follow through from discovery to purchase. They’re there. The product’s
there. Nowhere to go but the checkout.

Ultimately, every click of the mouse is an opportunity for a potential customer to change
their mind. If they have to go from your ad to your website, to add the product to a shopping
cart, to fill in their credit card info, that’s a lot of moments to lose their attention.

Take those unnecessary steps away and just bring the shopping right to social.

3. There’s some serious money to be made

Like Shakira’s hips, numbers don’t lie. Researchers are forecasting that e-sales will surpass
$735 billion in the next three years.

If you want in on this action, it makes sense to bring your goods to the online spaces where
your customers are already hanging out.

81% of shoppers research products on Instagram and Facebook, and shopping is a top
priority for 48% of Pinterest users. Why not give ‘em what they’re looking for?

4. Social commerce offers an instant focus group

Not only does social commerce speed up the transaction process, but it also offers an
incredible way to collect feedback.

Your catalogue of goods is out there in the world for consumers to review and discuss
together. No crystal ball is required: your customers can just tell you what they like or don’t
like.

Why not get your audience to vote and weigh in on product development and inventory
decisions while they’re there? (How are we feeling about my glow-in-the-dark wolf
backpack design? Anyone? Hello?)

On social, you have clear data about exactly who your customers are, and the opportunity
to chat with them after via comments or direct message, to provide personalized customer
service.

5. Social media is where Millennials and Gen Z like to shop

If your target demographic lies in the 18-t0-34 age range, they’re already online and
waiting to shop while they scroll.

48% of U.S. internet users of this age made a purchase on social media in 2019. For those
in that demographic who haven’t shopped on social media yet, 27% have expressed interest
in giving it a go.

This is the modern mall. Time to open up shop!

6. You can sell to highly targeted audiences

With an incredible wealth of customer data available on social, you’ve got a prime
opportunity to tweak and target your advertising.

Your horse-print bathrobes can be directly advertised to the flannel-loving equestrians out
there. Adorable baby-sized sunglasses can be beamed right to the feeds of cool young dads.
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Social commerce offers the chance to get specific, ready-to-buy products in front of
specific people who would love them, in a way that traditional eCommerce and marketing
cannot.

PLATFORMS FOR SOCIAL COMMERCE:

There are currently five social platforms that offer social commerce capabilities. But as the
interest (and revenue) grows, it’s likely we’ll see more of these social media brands
integrating ““shop now” options.

Here are the current social commerce platforms available.

Facebook

You use your Facebook Business Page to share news, connect with fans, and show off your
cute new logo. Why not use it to sell a few things and boost sales while you’re there? Set
up a Facebook Shop and you can do just that.

Facebook Shops are customizable. Choose which collections or goods to feature, and
customize the fonts, images, and colors to suit your brand. Import an existing catalog of
products from your website, or create one from scratch.

Your Facebook Shop will be accessible from your Facebook Page, your Instagram profile,
your Instagram Shopping ads, or shoppable stories and post.

When it’s conversion time, you’ve got the option for your customers to do an in-app
checkout, or open up a direct Messenger chat with your business. You can also send them
to your website.

Once you start selling your products on Facebook, you’ll likely see an influx of messages
from your customers with questions about product details, shipping, and sizes. To save
some time and make sure you never leave a question unanswered, use an Al-powered
customer service chatbot like Heyday.

The Heyday chatbot can answer simple, repetitive questions for you right in Facebook
Messenger DMs and flag the inquiries that require a more personal touch. Customer service
has never been easier.

Instagram

60% of people discover new products on Instagram. Your products should be among them.
Integra Shops allows users to buy products featured in your photos and videos from
anywhere in the app.

Business profiles can create a customizable storefront page that acts as a curated collection
of products for sale. Each product in your Instagram Shop catalog will get its own detail
page, featuring pricing, media, and a detailed description.

There are multiple ways you can sell products on Instagram. Shopping Tags allow
businesses to tag their products in their Stories or posts. U.S. brands also have the option
to highlight products in post captions and bios.

You can also sell through the dedicated Shop tab, where people can browse, save, and buy
products listed by businesses or tagged by creators.

Or, you could create an Ad with a Shop tab placement within it. The Ad will appear with a
“Sponsored” label and function as any other post or product listing in user feeds.

Meta also recently introduced a feature that makes it possible to shop through DMs. The
capabilities are always improving and the demand is there.

Pinterest
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Pinterest was one of the first social media platforms to offer shopping capabilities for users’
way back in 2015.But there’s some news you should pin right now: Pinterest does not
strictly offer social commerce.

Yes, for business accounts, Pinterest does offer the option to create “Product Pins”
(formerly Buyable Pins), which are displayed in your brand’s Pinterest Shop. If a customer
lives in the US and sees a Buy button below a Pin, they can complete their purchase through
a checkout experience without ever having to leave Pinterest.

But outside of the US, it’s important to note that these are not available to purchase within
the app. Clicking on a beautiful vase, you’ll be sent off of Pinterest to an eCommerce site
to complete the sale.

Is Pinterest still a helpful tool for getting your goods out into the world? Absolutely —
especially given that 89% of Pinterest users are there for shopping inspiration.

For more on making the most of your Pinterest account, here are eight business strategies
to try.

Snapchat

In July 2020, Snapchat announced a closed beta launch of Brand Profiles. One of the
profiles’ features? A ‘“Native Store” experience (powered by Shopify) that enables users to
browse and purchase right from the app.

They debuted the feature with the help of five official approved influencer accounts —
Kylie Jenner, Kim Kardashian, Shay Mitchell, Spencer Pratt, and Bhad Bhabie.

A few other brands have been approved in the meantime, and it’s likely that this feature
will expand to the rest of the non-Kardashian world eventually.

In the meantime, keep an eye on Kylie Cosmetics to see how she’s making the most of the
app’s “swipe up to shop” capabilities.

Or brush up on your snap cred with the help of our Snapchat for Business strategy guide.
TikTok

Setting up a digital storefront on TikTok as a retailer or creator is a must if you want to stay
relevant with today’s buyers. TikTok Shop is the new shopping feature that allows
merchants, brands, and creators to showcase and sell products directly on TikTok.

There are three ways to sell products on TikTok Shop:

. in-feed videos
. LIVEs
. product showcase tab

The TikTok shopping experience is real. #TikTokMadeMeBuylt, where users post what
they’ve bought thanks to recommendations about products on the site, has been used 7bn
times.

TOOLS FOR EFFECTIVE SOCIAL COMMERCE

1. Streamline sales and customer service with an Al chatbot

A swift and professional answer to a customer’s question can make the difference between
a sales and an abandoned shopping cart. With the right tools, you can automate your
customer service and make sure that your customers are taken care of 24/7/365 (a.k.a. even
when your team is not online).

Use a tool like Heyday to engage with your customers on their preferred channels and
convert customer service conversations into sales.

Heyday is an Al chatbot for retailers that integrates your online store with your social media
channels. It allows you to automate as much as 80% of your customer support
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conversations. When customers reach out to you on social media with questions regarding
your inventory or order tracking, the chatbot assists them in real time (and passes more
complex inquiries over to your support team).

Get a free Heyday demo

Heyday can also help you boost sales by automatically sending out back-in-stock and price-
drop notifications to customers who had previously expressed interest in a product.

2. Engage with your followers

To create a great social commerce experience, you’ve got to remember the “social” part.
You can’t just toss up your catalogue and forget it. Answer questions, offer value and
interesting content, be human and authentic, and so on. Set up a chatbot to help people
move forward with their shopping journey through customer service.

The same best practices that you usually use for engaging your following all apply here.
3. Listen strategically

You’ve got a front-row seat to your audience. Make the most of it.

Keep a close eye on comments and shares on your Shop, and respond or offer customer
service when necessary.

Setting up social monitoring across all platforms can be a great way to catch feedback or
industry news outside of your own bubble, too.

Check out our guide to social listening here.

4. Encourage reviews

93% of online shoppers say a review can make or break their decision. If you’ve got a
product people are happy with, get them to help spread the word.

Whether it’s an automated follow-up email asking for a review after a product has been
delivered, or incentives like a contest to encourage previous customers to weigh in and
share their experience, collecting social proof is vital to building a positive reputation
online.

Once you’ve got some positive reviews, share them on your social feeds in creative ways,
whether that’s posting user-generated content, hosting a Live video with happy customers,
or simply creating a carousel of positive comments. There are tons of ways to do this that
won’t make you sound like you’re bragging.

5. Target your reach

Take advantage of the incredible data available to you on social to get your products or
Shop in front of the right people.

Not sure who your audience is, exactly? Here’s how to find and target your dream customer.
6. Price your products to move

Social commerce offers a great opportunity for lots of different kinds of products —
clothing, dog toys, risqué pottery — but luxury products typically aren’t successful here.
Because of the risk associated with buying something unseen, consumers are less likely to
splurge on something with a larger price point.

Shopify’s data show that an under $70 price tag is ideal: right in that “why the heck not”
sweet spot for many social users.

7. Include products from your Shopify store in your social media posts with Hoot suite
Though not strictly falling under the definition of “social commerce”, Hoot suite users are
able to easily post products from their ecommerce sites like Shopify, Magento, Woo
commerce, and Big commerce, to their social networks via the Shop view app. It’s an easy
way to use social media to enhance your customers’ online shopping experience.
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Of course, social commerce is likely just one piece of your overall digital marketing puzzle.
To craft a robust strategy that engages, sells, and intrigues all across the wide plains of the
internet, dive into our Social Media Advertising 101 guide. Build up your brand across all
your platforms for your best chance at success, online or offline.

SOCIAL COMMERCE FAQ

WORKING OF SOCIAL COMMERCE:

Social commerce capitalizes on the sheer amount of people using social media platforms
around the world. For example, 59% of U.S. adults use Instagram daily and 38% of those
daily visitors are logging on multiple times per day.

That’s a huge potential audience for brands to advertise to, far surpassing any reach from
television, radio, and print advertising.

Social media users can discover and explore brands, products, and services, add products
to their shopping lists or carts, and complete checkout — all without leaving the social
network.

Social commerce can involve the use of native shopping solutions (e.g. Facebook and
Instagram Shops) or eCommerce integrations (e.g. browsing a product catalog and adding
items to a cart on a social platform, then completing checkout in an online store).

TYPES OF SOCIAL COMMERCE:

1. Native social media shopping solutions (e.g. Facebook and Instagram Shops)

2. Marketplace sales, a.k.a. peer-to-peer sales (e.g. Facebook marketplace, Craigslist,
eBay)

3. Curated shopping lists (e.g. Shopping Lists on Pinterest)

4. Live shopping events (e.g. on Facebook Live)

5. Shoppable AR filters (e.g. shoppable Lenses on Snapchat)
SOME SOCIAL COMMERCE EXAMPLES
Examples of social commerce include:

. Domino’s Pizza taking orders via an automated Facebook Messenger flow
. Mac Cosmetics’ shoppable AR Lense on Snapchat

. Gap using Instagram Guides for curated shopping lists

. Nike using Product Pins on Pinterest

. Best Buy Canada’s Shop tab on Facebook

Engage with shoppers on Instagram and turn customer conversations into sales with
Heyday, our dedicated conversational Al tools for social commerce retailers. Deliver 5-star
customer experiences — at scale.

REFERNCE:

1. https://blog.hootsuite.com/social-
commerce/#:~:text=Social%20commerce%20is%20the%20process,Source%3A%20Insta

gram
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Salient Features

MKJC'S

¢ Leading College in achieving Highest Gold Medals and University Ranks
¢ Innovative Teaching Learning Methodologies
e Placement Focused Research Oriented Courses

SUCCESSFUL
ACADEMIC JOURNEY

e College with Excellent Infrastructure Facilities

¢ Qualified and Highly Committed Faculty

¢ Laboratory with State-of- Art EQuipments & Instruments

¢ English Language Lab & Communication Skill Development Classes

¢ Audio Visual Rooms & Smart Classrooms

e Well Stacked Digital Library

e Skill Development Training Courses

e Placement through Employment Training and On/Off Campus Interview.
e Entrepreneurship Development Training.

e Opportunity to “Earn while you Learn” through startups.

e MoU with leading Organizations and Research Institutions.

e Internship Training with Stipend.

e Research Grant (Seed Fund).

e Industrial Visits, Projects, Inplant Trainings & Educational Tours.

e Guest lectures, Seminars, Workshops and Conferences.

¢ Inter-Collegiate Competitions to Explore Students’ Skills.

e Well Furnished AC Seminar Halls with seating capacity of 800 and 250
e Auditorium with seating capacity of 2500 Lift facility

e Wi-Fi connectivity with 200 mbps

No. of Courses -50

2022 No.of staff-184

No. of Students -3150 +

No. of Courses -40

OPA0] No. of Staff-181

No. of Students -2834

No. of Courses -19
No. of Staff-113
No. of Students -2055

No. of Courses -10
No. of Staff-62
No. of Students -836

e Spacious Outdoor Playgrounds
e Indoor Courts
e Special Coaches for all Sports Activity.
e Yoga and Meditation Classes with Exclusive S¢8Hr paragraph text
e 2 NSS Units
e NCC National Cadet Corps
Scholarships - Management: Meritorious, Sports: District, State, National Achievers |
Government [Minority | Organisations | Donors | Alumni | Charity Scholarship.
e Hygienic Hostel.
College Bus Facility (47 buses - Vellore, Tirupattur and Krishnagiri Districts)
College Messages to Parents via SMS
Biometric Attendance System for Student Security.
CCTV Monitoring.
Clean and Secure Campus.
Government Competitive Examination Coaching
Reglstered Alumni Association-

No. of Courses -4
No. of Staff-18
No. of Students -147

MAR(JDi—]AR KESARI JAIN COLLEGE FOR WOMEN

Recognized u/s 2(f) & 12 (B) of UGC Act, 1956 | | Permanently Affiliated to Thiruvalluvar University
An 1SO 21001:2018 (ISO EOMS) Certified Institution | | Accredited with " A" Grade by NAAC (3 Cycle)

@ Marudhar Nagar, Chinnakallupalli, Vaniyambadi - 635 751, Tirupattur District, Tamilnadu. India.
3 04174 - 224300, 225300 @ +91 88258 87756 ™1 principal@mkjc.in &% www.mkijc.in

Follow us on : m n E r@ﬂa
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MANAGEMENT TRUSTEES

e SRI. M. VIMMAL CHAND JAIN, AMBUR

e SRI. C. LICKMICHAND JAIN, AMBUR

e SRI. J. RATHANLAL JAIN, VANIYAMBADI

e SRI. K. RAJESH KUMAR JAIN, VELLORE

e SRI. N. SRIPAL KUMAR JAIN, VANIYAMBADI
e SRI. K. ANAND KUMAR JAIN, TIRUPATTUR

e SRI. N. LALITH KUMAR JAIN, VANIYAMBADI
« SRI. S. NAVEEN KUMAR JAIN, VANIYAMBADI
e SRI. U. RISHAB JAIN, VANIYAMBADI
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