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Chapter 13
Potential and Advantages of Social Shopping

in Portugal
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M2015076@isegi.unl.pt,
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Abstract. Social networks are present in our day-to-day and have a strong
influence in almost all our personal and professional aspects. Among several
benefits and challenges brought by Social Networks, we cannot ignore their
potential in what e-commerce is concerned. Social shopping allows potential
buyers to obtain information and opinions issued by other buyers with similar
profiles, on products and services they are planning to acquire. This way, instead
of allowing a brand or product to create in the community users the need or will
to buy, it is the community itself, through social networks, to self-influence in
the sense of defining what are the products and services they want to be mar-
keted and in what way, thus obtaining better prices and reaffirming its identity.
To accompany the acceptance of cybernauts of these new communication
spaces, like for instance Facebook, and understanding whether these users are as
well motivated in participating and taking advantage of these platforms as online
shopping places, seems to be a relevant issue. In the present article, we inves-
tigate how Social Shopping affects the Portuguese consumers in their purchases.

13.1 Introduction

In the last decade, the World Wide Web has witnessed the emergence of Web 2.0
services, such as video sharing, blogging platforms, social networking, and social
bookmarking [1].

Social networks have conquered their space in our society’s day-to-day, they
continue to steadily grow and have nowadays a strong influence on people’s decision-
making. We know their behavior is influenced by several aspects, where the sur-
rounding environment and contact list are paramount [2, 3].

Due to the number of social networks users and potential viral effect, these have
become an attractive way in divulging products and services. The interest in knowing
how to maximize the use of social networks has been a target in multiple studies in
several areas of knowledge, from psychology, sociology, management, and economics,
being the marketing area the one trying to use these platforms heavily, in order to
promote products and services.

Among several benefits and challenges brought by social networks, we cannot
ignore their potential in what e-commerce is concerned. To accompany the acceptance
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of cybernauts of these new communication spaces, like for instance Facebook, and
understanding whether these users are as well motivated in participating and taking
advantage of these platforms as online shopping places, seems to be a relevant issue.

In this article, we investigate how social shopping affects the Portuguese consumers
in their purchases. The main objective of this research is to contribute to understanding
the potential benefit of social networks for consumers, in particular by enabling them to
purchase better and more economical goods and services.

The present article, apart from this introductory section, is structured in four other
sections: Social Shopping, Consumer Behavior in Online Shopping, Study, and Con-
clusions and future work.

13.2 Consumer Behavior in Online Shopping

Traditional ways of understanding consumer behavior, segmenting markets, defining
policies, and marketing strategies have undergone significant changes throughout the
twenty-first century.

According to Almeida et al. [4], the influence of these changes is due to the opening
of markets, changes in capitalism and, mainly, the way new technologies have changed
the way people work, relate and buy, creating synergies between consumers and
organizations. Indeed, the Internet has changed the way consumers interact with each
other and with businesses, using a direct relationship, eliminating intermediaries in
purchasing, and communication processes. The change of focus has generated new
perspectives, which are outlined by the use of the Internet as a vehicle of communi-
cation and a means of interactivity.

According to Kim et al. [5], Internet commerce is witnessing a steady growth rate,
which makes it a shopping mode of choice for many consumers. The e-commerce
environment allows consumers to search for information and buy products or services
through direct interaction with the online store [6]. A consumer relies above all on the
appearance of cyberspace, such as photographs, images, information quality, and
product video clips rather than actual experience [7, 8]. Thus, shopping in the online
store is like shopping in a mall through a catalogue, in which case the consumer cannot
have a direct relationship with the products (touch or smell, for example) [9]. There-
fore, the promise of e-commerce and online commerce depends to a large extent on
user interfaces and how they interact with other digital media [10, 11]. In addition, the
characteristics of reporting, browsing, and ordering in interactive shopping are con-
sidered more important in building trust than e-commerce [12, 13].

In recent decades, marketing experts have developed the notion that it is not only
the demand for commercial products that can be influenced by marketing approaches
but also the demand for social care services, lifestyles, and even the demand by
political leadership [14]. This underpins the theory of marketing, known as social
marketing, whose main purpose is to encourage people to take actions that, according
to Scrivens [14], will be beneficial to themselves, rather than simply boosting business
profits. Social marketing can be defined as “the design, implementation and control of
programs that influence the receptivity of social ideas and considerations of product
planning, pricing, communication, distribution and marketing research” [15].
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Dholakia et al. [16] define virtual communities as social spaces in a digital envi-
ronment that allow the formation of groups and stimulate continuous means of com-
munication. These can also be defined as diverse consumer groups that meet and
interact online for the purpose of achieving personal goals that are common to mem-
bers. On the other hand, some authors characterize virtual community as an aggregation
of individuals or business partners that interact around a common interest, where
interaction is supported and/or mediated by technology and guided by some protocols
and standards [4]. Virtual communities are supported by trust, commitment, and
structure of consumer relationships with the organization and with each other [4].
Consumers who are part of virtual communities are active members and tend to be
loyal and committed to the products and brand, giving the company a unique oppor-
tunity to interact with this select group [4].

13.3 Social Shopping

Boyd and Ellison define social network sites as being web-based services, that allow
individuals to build a public or semi-public profile within a limited system, to articulate
a list of other users with whom they share a connection, to watch and go through the
personal connections lists, as well as those made by people within the system [17].

Social networks have proven to be very useful and powerful beyond their initial
competences. An example of it is their use in politics, teaching, marketing, and in many
other activities and areas of collaboration and cooperation. In this context, a new area
arises known commonly by social shopping [18].

Shopping has always been a social experience and social networking allows con-
sumers to interact with individuals—many of whom are likely strangers [19].

Social shopping is a way of electronic commerce based on social networks, where
«friends» influence others to buy [3]. Social shopping uses technology to mime social
interactions found in malls and physical stores. On another hand, social shopping is
also a way for a company to assess the market and detect consumers’ tendencies on a
product and/or a service. In the present day, there is a social network created exclu-
sively for this purpose, called Frugar (http://my.frugar.com.br). There are also plugins
for social networks, as Facebook, for this purpose.

Frugar is a Brazilian social shopping network where one can find opinions of the
members about products and services one can eventually acquire. It is a social network
whose objective is to be a reference to people wanting to purchase something. One just
needs to register to Frugar and create a list of products, contributing to the development
of the community by commenting on them. It is also possible to add friends or meet
new people with similar taste and follow them to see what they buy or what comments
they are making. The objective of Frugar is to have 1 million users during the first year
of existence.

Some virtual shops use social networks API’s in order to interact with the customer,
in the form of social shopping, like Levi’s Friends Store. Levi’s created a social
shopping channel, destined essentially to an audience with ages between 18 and 34.
The channel is meant to be complementary to Levi.com electronic platform. Levi.com
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electronic commerce platform visitors can see invites to use Facebook Connect and
«Like» the brand, or in jargon «to become a fan».

The customers’ preferences are expressed by the «brand ambassadors» through a
simple «Like» telling your friends these are your favorite jeans. For instance: «John
likes 501 Original Jeans». The «Like» will show in Facebook feeds that take the
customer directly to the page with product details. Levi’s Friends Store is filled with
products where users and friends have manifested themselves via «Like» [20].

Naked Pizza held a promotion only divulged in Twitter. The result was a 15%
increase in sales in a single day. Palm, needing to increase its smartphone device
developed an application for Facebook. Users of that application registered and
received news on the product. A message was sent to around 70 thousand registered
users, and in 3 h, 3 thousand had read them. The return of this action in sales was made
clear [21].

«Sony Electronics» chose to use social networks as a blog, which allowed to
maintain contact between the user and the company. In the end, this company was
reachable in other social networks as YouTube, Flickr, and Twitter. Through these
networks they could convey information on their products to consumers [22].

The constructer «Tecnisa» uses Twitter to divulge their services. An example of
success due to the use of this tool was the sale of an apartment by users who followed
the company via Twitter [21].

In Portugal, «Tap» and «Coca-Cola» show themselves in social networks using
these with the objective of showing their customers their products/services and pro-
motions [23]. «PT» uses Web 2.0 tools to make available online support to their
customers, allowing in a quick and effective way the enlightenment on questions [24].
«Sol Mélia» group resorted to Web 2.0 tools to get more information on their clients,
and thus keep updated and prepared according to their demands. To do so, the group
assigned several employees the task of maximizing the use of social networks use, in
order to make business and getting to know the clients better [24].

13.3.1 A Social Shopping Model Example

There are several social shopping models. The model presented below consists of a
social shopping approach, where the community itself determines what they are
interested in buying (basket) and, in some situations, when [25]. This way, instead of
letting a brand or product create the need or will to buy on the users, it will be the
community, through a network effect to self-influence, in order to define what they
want to buy, by assuring exemption related to brands, products, and services. The
management of the community has as major tasks to propose products and services,
and to handle the whole process, from the client’s choice to delivery and due payment.
Such a community allows two important things: on one hand, it is the very community
that defines the basket of products and services they mean to acquire, translated in a
specification for potential suppliers and ulterior contractual agreement; on another
hand, after a while, it will be possible, resorting to data mining techniques, to create a
concept that effectively represents the community.

4 J. Ferreira et al.
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The model is based on a member’s community, interested in a certain set of
products, come together to determine in a certain time period, a basket of products and
services to be acquired.

The community starts by proposing a relatively vast basket. The members then
point out their preferences and make comments on the products and services in the
basket, which will influence the choice of other members.

When the moment or predetermined date is reached, they define a product basked
for that period of time, based on the community members’ preferences. These products
choice process can be achieved based on the comment’s analysis or simply through
vote.

When the basket is set, so is its cost, and a period of ordering/payment is opened.
At the end of this period, the orders are handed to the social shopping store suppliers
and to the logistic operator, in charge of product pick & pack. This process is illustrated
in Fig. 13.1.

At the same time, the community management will have to ensure total exemption
related to brands or products intrusion, that tries to influence directly or indirectly the
array of the products in the basket.

Social Network

Suppliers

Logistics 
operators

Final
basket

Forum

Pick & Pack

Participation in the network

Package Delivery

Package Orders 

Orders for Products

influence

Initial
basket

List of 
Products and Services

Services procurement

Services
Provision 

Fig. 13.1. Social shopping model with self-defined shopping basket
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13.4 Study

Based on the research objectives and a questionnaire was constructed and executed.
The target population of this study was Portuguese consumers who use social networks
and shop online. The questionnaire was available for answer from February 12, 2018 to
March 4, 2018. The first two questions on the questionnaire are considered eliminatory
because they ask if they are a social media user and shop online. The next three
questions focused on sociodemographic factors such as gender, age, and complete
educational level of the respondent. The questions in the questionnaire were divided
into six categories, which are called: consumption triggers, impulse purchases, social
media, social networks, social and business networks, and social shopping. The
questionnaire obtained 198 answers.

13.4.1 Sample Characterization

The female gender predominated in the responses to this questionnaire with 59.7% as
opposed to the male gender which obtained 40.3%. The age group with the largest
number of respondents is between 26 years and 36 years old has a higher percentage
than the others with 38.3%. Then we have the age group from 37 years to 45 years
with 26%, from 18 years to 25 years with 19.5% and, finally, over the age of 45
presents the value of 16.2%. In terms of education, the “Bachelor” has the highest
percentage with 45.5% in relation to the others; however, the option “Master” is second
with 34.4%. The remaining ones have a small percentage, “Secondary Education” with
11.7%, “Doctorate” with 5.2% and, finally, 3.2% for the option “Basic Education”.

13.4.2 Descriptive Analysis

Given the answers obtained, it was concluded that:
The three most common factors that consumers consider are “Online Payment

Security” (99 replies), “Quality of Product Reviews” (73 replies), and “Product
Characteristics Detail” (70 answers), respectively.

The three most important factors that consumers have in mind when completing
their purchase are “Price” (132 replies), “Quality” (112 replies), and “Utility and Use”
(111 replies). By contrast, “Humor” (4 replies), “Fun” (9 replies), and “Pleasure” (20
replies) are the factors that are least considered by the user when searching for a
product.

13.4.3 Correlational Analysis

Impulse purchases in e-commerce
Table 13.1 mirrors the positive correlation of variable X with the variables K, Q, S,

T, W, Y, and Z. The correlations that are most relevant to the study are those of the
value 0.323, between the variables X and K, and 0.325, between variables X and Y.
Thus, impulse purchases in e-commerce are shown to increase when confidence in
online payment systems also increases. However, “friends” play a significant role in
impulse purchases in e-commerce, because due to their positive correlation of 0.325,
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impulse purchases increase if a “friend has made a purchase in the company” also
increases. Also, with a positive correlation of 0.207, impulse purchases increase if the
“friend” advises the product to increase as well.

On the other hand, impulse purchases are unrelated to the variables Q, S, and T,
“Do product reviews help you decide if you make a purchase?”, “Are you part of an
online community? (e.g., OLX, eBay, LinkedIn, etc.),” and “Is the information pre-
sented on social media fully reliable?” respectively.

Table 13.2 shows impulse purchases in electronic commerce by socioeconomic
variables.

13.4.4 Analysis by Association Rules

The analysis by association rules was performed in SPSS Modeler, targeting impulse
purchases in electronic and traditional commerce. For this analysis the Apriori algo-
rithm was used.

For the analysis of the impulse buying model in electronic commerce, the following
variables were defined as consequent and antecedent:

• Consequent: “Impulse purchases in e-commerce”;
• Antecedents:

1. “Do product ‘reviews’ help you decide if you make a purchase?”;
2. “Is the information presented on social media totally reliable?”;
3. “If a ‘friend’ follows a page they are likely to follow it too?”;
4. “If a ‘friend’ made a purchase at the company, is it likely to make it?”;
5. “Confidence of friends’ comments on social networks”;
6. “Are most purchases ‘recommended’ by your friends?”.

From the execution of the Apriori algorithm, the following results were obtained:
Table 13.3 shows that there are strong support relationships of value 75.49%. Thus,

it can be assumed that impulse purchases in e-commerce happen together when con-
sumers identify “Product reviews help them decide whether to make a purchase,” “The
information presented on social media is completely reliable,” “If a “friend” follows a
page, is it likely to follow it too?” and “Are most purchases “recommended” by your
friends?” with 100% confidence.

Table 13.2. Impulse buying in e-commerce by socioeconomic variables

Spearman’s variables correlation K
variable

Q
variable

T variable

Gender Age
range

Level of
education

X
variable

Feel that you make impulse purchases in
e-commerce?

−0.102 −0.129 0.162

8 J. Ferreira et al.
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Table 13.4 shows 56.373% supportive relationships, i.e., impulse purchases in e-
commerce always happen in conjunction with “Do product ‘reviews’ help you decide if
you make a purchase?” “Information Are Social Media Presentations Completely
Reliable?” “If a ‘friend’ following a page is likely to follow it too?” “If a ‘friend’ made
a purchase at the company is likely to do so?, “Confidence of friend comments on
social networks, and “Most purchases are ‘recommended’ by your friends?” with 100%
confidence.

Subsequently, for the analysis of the impulse buying model in the traditional
commerce, the following variables were defined as consequent and antecedent:

Table 13.4. Impulse purchases in e-commerce

Consequent Antecedents Support
%

Confidence
%

Impulse purchases
in e-commerce

“Do product ‘reviews’ help you decide if
you make a purchase?”

56,373 100

“Is the information presented on social
media totally reliable?”
“If a ‘friend’ follows a page they are
likely to follow it too?”
“If a ‘friend’ made a purchase at the
company, is it likely to make it?”
“Trusting friends’ comments on social
networks”
“Are most purchases ‘recommended’ by
your friends?”

Table 13.3. E-commerce impulse buying rule

Consequent Antecedents Support
%

Confidence
%

Impulse purchases
in e-commerce

“Do product ‘reviews’ help you decide if
you make a purchase?”

75,49 100

“Is the information presented on social
media totally reliable?”
“If a ‘friend’ follows a page they are
likely to follow it too?”
“If a ‘friend’ made a purchase at the
company, is it likely to make it?”
“Are most purchases ‘recommended’ by
your friends?”

13 Potential and Advantages of Social Shopping in Portugal 9

A
ut

ho
r 

Pr
oo

f



• Consequent: “Impulse buying in traditional commerce”;
• Antecedents:

1. “Do product ‘reviews’ help you decide if you make a purchase?”;
2. “Is the information presented on social media totally reliable?”;
3. “Most purchases are ‘recommended’ by your friends?”.

From the execution of the Apriori algorithm, the following results were obtained
and presented in Table 13.5.

From Table 13.5 it can be concluded that all respondents who make impulse
purchases in traditional commerce have 75.49% support for “Product reviews help you
decide if you make a purchase” “Product information presented on social media is
totally reliable” and “Are you likely to buy a product if the ‘friend’ advised you?” with
100% confidence.

13.5 Conclusions and Future Work

Based on the analysis performed, it is possible to conclude that the Portuguese con-
sumer is influenced by the recommendations of “friends” to make their purchases, both
online and in person. The following conclusions were obtained for impulse purchases
in e-commerce:

• These happen mostly in the same company that the “friend” ran it;
• These happen mostly when the “friend” advises the purchase of a product and on

the page that was advised;
• Confidence in online payment systems increases when e-commerce impulse pur-

chases also increase;
• Participation in online communities does not influence impulse purchases in e-

commerce, as well as reviews of a product and the information presented on social
media.

Table 13.5. Impulse buying association rule in traditional commerce

Consequent Antecedents Support
%

Confidence
%

Impulse buying in
traditional commerce

“Do product ‘reviews’ help you
decide if you make a purchase?”

75,49 100

“Is the information presented on
social media totally reliable?”
“Are most purchases ‘recommended’
by your friends?”

10 J. Ferreira et al.
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About Social Shopping in Portugal we can conclude the following:

• “Friends” recommendations are used to support impulse buying in both traditional
and e-commerce;

• Being part of an online community is not about impulse buying in e-commerce;
• Confidence in online payments has strong support with impulse buying in e-

commerce.

In this article, we intent to contribute to the debate on social networks and elec-
tronic commerce, by executing a study about the potential and advantages of Social
Shopping in Portugal. As future work, we aim to extend the study to other countries
and social contexts.
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