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Is the force with us?! – Social shopping habits of young people 

Nowadays e-commerce is a well-known concept. A lot of people use the Internet for collecting information and shopping. Most companies know that it is worth being present on the web because it can provide them with several advantages to stay in competition. Consumers are beginning to explore the positive side of e-commerce; trust in online shopping is increasing. Many online shops, auction- and price comparison sites have existed for a long time; social shopping appeared only 3 years ago, but it conquered consumers incredibly quickly and produced much larger income than the average for companies.
The social shopping sites are based on the common power of consumers. A discount will be available only if there is a sufficient number of customers. Discount is the most effective way of advertising. Social shopping helps people to know products and services about which they have never heard before, so social shopping can be an efficient online marketing tool for companies. They can reach hundreds of consumers more quickly, successfully, with less cost, and obtain even regular customers, as well.
In my paper, I examined how popular social shopping is with young people. I also tried to answer whether consumers are able to explore the advantages of online and offline shopping in social shopping or there is mistrust in online shopping which can restrict it. I found the relationship between mistrust and registration on social shopping sites interesting. Furthermore, I studied which communication channels are the most suitable to promote social shopping and the willingness of consumers to use the common function of these sites – the power of community.
After processing the results of my research conducted with the help of questionnaires, I drew the conclusion that most young people are not familiar with social shopping, yet it aroused the interest of several of them. It also turned out that young people know more sites, and subscribed to their newsletters but they are not registered members. The reason for this could lie in mistrust with respect to online shopping and the authenticity of these sites. Only the minority of respondents have already bought something on these webpages, and most of them were satisfied with the purchased product or service.



