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Abstract

According to the population of using social network site (SNS) is growth rapidly. The
impact of virtual community also influence the members in purchase behavior, we call this
phenomenon is social shopping, This study will examine the perception of social shopping, and
analysis how the benefits of SNS effect the member’s purchase behavior. We expect that the
research can be the reference materials for the business to make a marketing strategy in the
future.
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:. Sites, Smartphones, and Socializing )

T

O How much do social and community tools impact buyers?

Customer Reviews
Question and Answer
Internet Forums
User-generated Videos
Facebook Fan Page
Facebook Newsfeed
Mobile

Twitter

Links to user- generated content g. review sites, Facebook, Twitter) make
up a quarter of the search re s for the top 20 brands in the world."!
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