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Abstract

; ' LTuE rowth during recent
A new computing paradigm termed Social Computing e e ;

ile based applications. These

years. Social Computing s immdl.u.:ed s Wiib sir:)(i)trr‘i)?lbslilr?esses as Iz:/)ell have caused
applications are enhancing the traditional bar an . Thesé'new business 20NN
manifestation of new web and mobile based business mode SHIICSCRES Hoss

~ ; : ¢ irelv upon Social Computing applications. To
acquire advanced business processes based entirely upon : ¢ Social Contt
define Social Computing and understand the dynamlc behavior of oh' _ r; ing
characteristics a generic model for Social Computing 1s proposed and,_m this research, we
extend the idea of the model to investigate the impact of Social Computing on business. The
paradigm shift opens up opportunities for businessmen not only to do business but also to
enhance customer intimacy, and inspire the people of the business world. Today as tec_hnology
is growing with rapid speed so constant reinvention is a necessity. To be on the cutt'mg edge
and enhance the sustainability in business the relevance of customers is important. Social media
like YouTube, Facebook, Twitter, LinkedIn, Blogs, Instagram can create positive opportunities
to communicate ideas, to find up to date information, to add values to the product, to make
business interesting and engaging, to develop new way of thinking, to builds relationship, to
support joint effort on venture and to be imaginative.
Keywords: Social Computing, Catalyst, Business Success, Business Models.

Objectives:
The Key objectives of the study are -

* To describe the long-

A lasting relationship between the consumers and its stakeholders of
usiness. :

* To enhance the communication, participation, collaboration and approval of stakeholders;
the opinion regarding relevant tools need to be recognized.

1 Introduction
Today’s market scenario expects to g0 to customers r

to business, ines >

effectivg St?u;rilr:eesbu; Ness success depends on what are customers’ needs, wants or desires. The
e 3 X

Lt o (RSO;))CESLS on (tihe needs of customers and fulfils them. To maximize the retun
he needs to target the audience, The demographics such as customer’s

age range, marital status, location. gender o
» gender, affluence mattors : ;
customer. To understand the target. Lo ¢¢ Matters most while understanding the

; rescarch is most iy ]
¢ 0 Laran e St . nportant. Google tr help us
C?oz);ll);otrrz:g: 'c';’i,iféii%fﬁlfi’:‘: l:ub' o location ang PUDlllal‘itY-b'lsedOrcc):f;lli/tlﬂ?‘gd;iverf) by
: ¢S Sear a aflen naa 5 £
to understand, 0 competitor websites design and content one has
India’s total population is more than .44 bily
: 44 billion peo it’

. .4 ple (it’s th s
country). ;n Indian populallgon, 42162 million (or 78%) are active SOCi'lel Secc?nd most POF{UIO:;
users are irom age group 18 to 24 years. The cost per click for F s i g M
India, 680.44 million people are active op Facebook (as per 2024€tsclebook in India is Rs.64. In
. Ir'vVey on statistica)

ather than to wait for customers to come

ches, g
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As per City wi§e users, Mumbai has the
cople are using Facebook as a sourc

Facebook is an influential tool.

The next largest social media too] g Instagr

users in India. The largest age group on Inst

highest number of Facebook users. More than 50% of
¢ of news. In business to market any new product

am. M‘ore than 350 million people are Instagram
agram is 18-24 years.

1.1 Why Social Computing?

]nnovaF.lVe ;O(;Illljlltlza?lcitlgn i‘eChniques are called social computing, social media, web 2.0 or
Ememl_lse f. o k“e itself has bﬁ_tcome a computing platform. Web 2.0 applications get
immediate feedbac .and can update information without a conscious refresh
1.1.1 Web 2.0 Applications S
S0t ] s S

A new digital ecosystem promotes creativity, collaboration, connectivity, community and
convergence. ’

JAX —itis a web deve i - -
. aA e lOpr;lent technique that updates a web page without reloading the
page. portions of web pages to reload with fresh data instead of requiring the
entire web page to reload.
. Tf’igging = g desc'ril.)es a piece of information in manifold, it expresses overlapping
associations rather than rigid categories. Geo tagging is used in information on maps.
. Real!y Simple Syndlcatlpn (RSS) — with RSS feeds the subscribers receive customized
qurmat}on when then want it, without surfing thousands of web sites. Subscribers receive a
notification of the changes and information about the new content.
> Blogs or web}ogs — Blogs are open websites, which are open to public. The blogger express
his/her feeling with the help of series of entries. Millions of blogs on the web is refereed as
blogosphere.
» Micro blogging - Blogging using short messages, images or videos is called micro
blogging. '
o Wiki — It represents a web site made of contents posted by users. Wikis promotes
collaboration.
* Social networking web sites — Social networks supports activities. It allows users to create
profile, post messages and create connections, media share etc.
* Enterprise social networks — It represents business oriented social network or corporate
social networks.
* Mashup - A website that takes contents from different web sites, mix them and create new
contents.
Web ?.0 is the third-generation internet service for websites and
more intelligent, connected and open websites.

applications. It will create

;)) Increased collaboration rati
eople with similar interests can share their ideas and can work on them. The collaborative

exchange of ideas helps to successfully find software architecture and design, project
Management etc. the social networking sites, forums, wikis helps to virtually connect people
With each other, Using social networking tools, the traditional organizational structures become
bsolete, Improved collaboration between the various user groups. I‘roblcnlus are shared and
solutions are suggested. It reduces redundancy and advances common functionality.
g)ociinhance(_l innovation e ' Lo SR SR
Computing creates a new stage for innovation whu;,. new ideas ¢ re ed

Models spotted. The public forums and innovative thinking combined tog

€ o i & . : )
adership or ownership. Amazon.com uses social computing for developmen
helps in product enhancement.

ily uncovered and
ether can emerge
t of new features.
Vir .

tual teams’ working on the same ideas

Increaseq productivity i
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ductivity- In
creased proctr {ution. In Busines
! yery of solutiofi. ess
; oroves dell ) - 0
solution sharing and knowledge shariné b= ting rgquired information and communicating
actll

i ir ts, extr : ' {laborative work o
Process Ousourcing (BPC) S || time. On design projects, €0 SR n
s reduces the €2 L oH AT simplifies future iterations. In

it in real time with co-worker ¢ ; '
¢ of a proJ ! : .

e S e S L _eally Stz-1gesf cominmnity identify answet m‘?le quickly. As

these entire scenarios the collective efforts O e baaledge iltTe om il

! iy increases. T
more questions are answered, the lcpcatabllgl:% loyee
platform is treated as a baseline for the new emp

£ -elations - i
LI? :]‘1‘)1113;(;:?(13::‘;’;?}:1f)]:; very well co-workers then 1t would be the best thing for the
€

it attrition rate is very low.
organization/company. If employees are happyt 1.1.316622;:11;31:}; tklljesr;ng e Sryblogs
o i ect with 5 f
Social computing allows employees to conn . ‘
and wikis helps :mployees (o share ideas and experiences of employees can be heard on these.

5) Improved employee engagement ' _ : .
Employees can exchange ideas with each other 10 company using social media. The shared

connections improve the face o face connections and a sense of belonglngs W_lthm each othgr.
The common interest of employees can create bonding with them. Social media has the ability

to influence decisions in the company.

6) Attracting younger workers

Y oung workers usually have expectations about workplace such as workplaces must be highly
interactive, ubiquitous computing and mobile computing. With the practice of technology the
worker can become highly productive. Social computing devices and applications can be used
by all range of humans. Humans are able to perform the task parallel hence the social
computing can be beneficial.

7) Promotion and public relations

Most of the companies prefer to brand their products on public facing social computing.

Customers’ loyalty is a key factor for profit generation in online marketing. Most of the
companies are trying to retain their customers by targeting customers’ loyalty

yST FOR BUS! software project the

cess leads 1O ey
pel'tS 11

SOCIAL COMPUTING: A CATAL

Consistently correct information ac

Literature Review

=i : o .
moacrgl ?oiigart]?;ls z:ic gammfg popularity and are increasingly used in regular operations of
: , Tanging from start-ups and small a i 1
: \ o, nd medium 3
eigﬁrétlons‘ (Lee et 2}1, 20037 Osimo, 2008; Andriole, 2010; Bell and Lenterprlses g lalge
1 hnsllve’useh of social media, little is known on the s ’ e
echnologies have on business process
= g j ' performance (Denyer
e study "The Impact of Social Media on Business 1(3¢31'f0}111el i al': i 1)[9]
mance" by Martin Smits and Serban

Mogos looks at how i ]
/ ow social med im
Using SponsorP: S ; b to'ols help improve busine erati
ay, a startup in online game §S operations and performance.

Sl ey advertisi
ombined interviews and surveys with 60 e 1‘ ertising, as a case study, the rescarchers
Google Apps and Salesforce enhanc mployees. They found that social, dia tools like
which leads to better business results ?r;eanlwofk, communication, and k m1e dla 0(})1 in
together creates a strong system tha, | 1¢ study shows (hat using a n‘f fnow' sdgs P 1gs
effectively. Despite focusing on on ielps manage internal and a mix of social media 99
e positivclyimpact i pch Lf)lnl)anly and mcluslry the sty leXtemal business aCUVltg?S
The stdy ialidizatl se oo s oo AN, : dy suggests that social media
Agility" );xrlj;é:;:l;‘d“og as a Factor for Business Sypyi
ow businessec (. ¥ oY VIV
velile s Uialog Appleﬁlr:lecbb:; can use digital techllrc;llo i i
- @8 a case gies to stay competitive during

study, it exam;
s RS, Nin g
nics remain agile es how digital tools like ERP, CRM,

¢ and
tesilient. The research highlights i

pecific impact that these tools and

I A Critical Analysis of Busines®
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and thrive, especially SMEg
)

; they ne i g
responsiveness, and over Y need to adopt digital tools to improve flexibility,

all business
guch as high costs and the nclz:t]lbligfbi;LE?TQF‘“EIu@. However, the study also notes challenges
The study "The Role of Social Mccli.i:liduon With existing systems.[6] ik
qoclaiman and Sanny Ekawati Cxami;legn E]hhanq.ng Business Performance" by Lydlawatl
penefits it provides. Social media s wiclckl V:/l:y lbbusmesg S adopt social medla and the
helping businesses in marketing, CUS(Omc?f 02)?12 ecause it is low-cps‘t and easy to 1rpplement,
wescarch, based on a survey of 609 busi 1111.111}cat10n, and gaining marl$et mmghts.. The
3 : S 3 ness owners in Jakarta, found that social media aids in
pmmm!ng products, reducing marketing costs, im rovin’ Aisp e d
expanding market rcaph. Despite challenges liké conF;ent cgeaiiliysn()::g Pl de
“CC‘”’E‘CI‘* the overall impact of social media on business performance i?anaigtlir\]/g r;)ef%:rin
significant advantages i marketing and customer engagement.[7] pos 3 2
The study "Social Media as a Catalyst for the Development 01; Tourism Business: A Study of
Tourism Industry of Pakistan" by Khushboo Rafiq, Muhammad Kamil Lakho, and Kumail
Abbas Jn.f (iry explores how social media influences the tourism industry in Paki’stan It uses a
QU“”‘“‘?“"C ap!)roach With 206 survey responses to understand the role of social media in
enhancing tourism business. The findings suggest that people trust opinions and experiences
shared by f_l'iC”dSa family, and influencers more than traditional advertisements. Social media
platforms like YouTube and Vlogs are particularly effective in influencing travel decisions.
The study concludes that tourism companies should focus on earned media marketing tools
rather than conventional advertising to better engage potential tourists and build credibility.[5]

1.3 Social Computing In Business Marketing
"Social computing in business marketing means using social media, online communities, and
collaborative tools to connect with customers, build relationships, and promote products or
services. Here's how it works:

Social Media Marketing: Businesses use platfor
share content, run ads, and interact with customers to get more peop

ms like Facebook, Twitter, and Instagram to
le interested in what they

offer.
Content Marketing: Businesses create and share helpful and interesting content like blogs,

videos, and infographics to aftract and keep customers engaged. ; i
Influencer Marketing: Businesses team up with popular social media personalities to reach

new audiences and build trust. : :
Community Engagement: Businesses create online spaces where customers can chat, as
questions, and support each other, building loyalty and advocacy.
Social Listening: Businesses use tools to listen to what people| are s
helping them understand what customers like and whqt they don't.
Customer Service; Businesses use social media to quickly respond to custom

concerns, building trust and loyalty.

Data Analysis; Businesses study socia

how to improve their marketing strategies. ' S
, - vith customers,

Overall, social computing in business marketing helps companies connect Wi

build their brand, and reach their goals.”

aying on social media,
er questions and

| media data to learn more about their customers and

a survey. The online business

attributes, online shoppigg
follows shown 1n

1.4 Research Methods:

To analyze the trend, data used in
survey used in this research paper
survey has 129 samples and 14 attribute
the following table.

lected through

nd data set has 13
attributes as

this paper is col

has 16 samples a :
s. The dataset consist of

i Pg. 107
ure and Culture Studies g
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for business, online posting

Online business Survey the attribute ; [atform ' |
Lt holders, addressing queries,

: - iness, use o
category of business, domain of business, Us¢ <atiot- With stake
of information, customer feedback, communi

: i SINCSS.
addressing new product, and gt owth in busine

- wing fig. 1.
; " v s as shown in following
The graphical representation of the business survey 1s asts

Fig 1 : Graphical representation of online business survey.

Online Shopping Survey covers information like name of person filling the online survey,
location, gender, age group, family income, qualification, employment type, online purchasing,
online shopping likes, frequency of purchase, expetience rating, discovery of product and
pavment method. The graphical representation of the survey data is as shown in fig. 2

30

25

& 45 (]
mi BT ||
1 2
8 | .2-2-'_.’-_

Fig 2: Graphical representation of online shopping survey

1.5 Results:

Data Model & Analysis

Weka knowledge explorer model for online
The arff loader loads the data file and classi
data. The result is displayed using text view

shopping is as shown below

fication ol is :
. model is applied to generate rules on the
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istribution is depicted in
. wise data distribution 18
It del performance chart shows that the ge_nde: wise u‘m;e,— e
i }T wir crpb graph it can be casily identified that nu m
lollowing lhig. as per ¢ g

online as compared to females.
70
el

S0

w18 1w 20
= #§31to a5
465 o B4
30
s | Anove of)
0
10

Female Miale
Fig 6: Gender wise age group distribution
1.6 Conclusion

The data modelling and analysis is done using WEKA tool. The data collected has huge

potential to take social computing in businesses to successful level. Data insights can be
obtained for business owners to work on current online bu

market. Data visualization helps to get clarity of user liking. Online shopping dataset analysis
helps to identify that the dominant shopping trend is online;

hence it helps to find that number
of online shopping users are more in the country which sells products online. The numbers of
online shopping users as compared to offline shopping u

analysis will definitely help the business market to analyze the user trend and will help business
owners, to come up with new ideas to sale products online.

siness scenario and capture the

1.7 Discussion

@ Urban areq
® Rural area

Fig 7. : Area wise

% of businc

8S Ownerg
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The business categorization is depicted in follow

: ing fig. The business to customer contributors
is comparatively more than

business to business and customer to customer category.

@ Buciness to Business

@® Business to Customer
7 Cusiomer io Customer
© Cusiomer o Business

Fig.8 : Business categorization

The category of business to business, business to customers where business owners find it easy

to reach to the customers through social media as usage of mobile, internet connectivity is more
in urban areas as compared to rural areas.

The business domain is categorized into food, clothing service etc. is shown in following fig.
the highest percentage of business domain

@ Food
& Clething
i Service
£ Health
@ Training
& Oiher

Fig 9 . Business domain classification

The frequency of posting the products online can be daily, weekly, monthly or quarterly. It
provides an advantage to entreprencur/ business owner toiupdate the .pl.'O.dLICtS as and when
required. The demand supply can be easily managed with the flexibility to promote the
products.
The queries / feedback / suggestion of the customers are addressed after every purchase by the
business owner through written communication. . !
Advertisement of new product in the market is done using social media by the business owners.
98.3% business owners have said that the paradigm shift of doing business from traditional
(offline) to modern (online) way has increased their profits levels and most of them prefer
conducting business through social media. . ;

hus we can say social computing has brought a paradigm shift of conducting business from
offline mode to online mode.
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" % of the people from urban areas, of
According to the survey conducted for customers 94.6'/0 O‘L(l)h) )&g.l()g,:& % & 31% are post
different age groups between 18 o 45 years prefer online shopy
graduates and graduates respectively. ; roducts online is convenient, saves
96.9% purchase from website or mobile app. Purc.hasu‘ulg %00 le Pay or UPL
time. Transaction usually takes place through credit card, g

; ing is li in following fig.
As per oaline shopping survey the frequency chart of shopping is listed i glig

GO
%)
- 40
| =4
o
Q
=38 & Count
20
10 3
Weekly Quarteriy Tlenthiy Yearly Mane i
Shoppig trequency .
Fig 10 . Histogram of online shopping
Customer preferences for online shopping are as shown below
30
": 25
<
1% ® Tatal
14

s apar

L I T

( G RN e Pr ot Livwiow el ‘ﬁ\w.:‘.h.n»
l.HH.J.Mﬂ-uls

Customery Preterence

Fig 11. Customer preferences l’or'()nline Shnpping
"Social computing is really helpful for daily tasks now
activities use. Businesses that operate online fing i
helps with different things. Iv's a| done

adave [6

adays, (6] ypg o System online that many
through the int

people.

WDC_I' usetul becayge social computing
ernet, using websites o apps to connect
€S Processes anc: ,
g¢ these E;:;:enswb be and faster. And it's not
. : j Systems p, : Sl i :

run smoothly. Social computing doesn't just bepefg businesseg. it als '& role in making things
their problems. It's like a win-win for everyone involyeqin 180 helps consumers solve
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