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The marketing value of the community shopping

In our study we deal with the definition of the marketing value of the increasingly more popular community shopping. In the original interpretation the community shopping means, that with our acquaintances, our friends and our family we can share the experience of the shopping, with the help of the Internet. Our research is based on three major fundamental questions. On the one hand which factors determine if the community shopping web page is successful or not, on the other hand, does it worth it for the service provider to, appear on these web pages with special offers. Our third major question is looking for the answer to the question of do the customers benefit from community shopping. Based on our research questions our hypothesis is that the community shopping sites have a significant marketing value from the service providers’ point of view. In the first part of our study we present the theories of services which closely relate to our topic and help the effective understanding of the dealt issues. The most important one of these is the issue of the two-sided risk awareness. Our applied methodology on the one hand is based on primer researches, under which we understand the deep interview and questionnaire we made. On the other hand we made secondary researches of, which primary source was the WEB. Based on our researches we established that the successfulness of a community shopping web page depends on a number of factors, like the principle “to be the first one in the heads” people friendly image and ensuring continuous quality. Examining from the customers' view we that they get real benefits with the usage of the sites since the risk is minimal. From service providers view the promotion is only successful if users are not treated like “half guests”, but they try to maximally fulfill their needs and expectations. Overall, we conclude that the special offer is only successful for the service provider, if he/she is thinking in a long term, and considers the action as marketing.



