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Function Analysis for SNS and Shopping Mall Integration
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Abstract We can build regular relationships with customers by integrating SNS (Social Networking Service)
and internet shopping mall functions. For example of direct dealing of agricultural products, consumers can find
news of regular sellers (seeding, farming, harvesting and new products) in the timeline at their SNS home.
Then, they can purchase the necessary products by one click motion. The sellers provide news and discount
information for building regular customers. Besides these SNS personal connection building, our system provides
shopping mall functions to consumer's SNS home pages with auto classified catalog of products. Then,
consumes easily find necessary products and these purchase may lead to regular relationships with sellers.
Consumers may redistribute recommendations and reviews and it enables direct communications between
consumers who are unknown to each other.

Key Words : SNS(Social Network Service), regular customer, agricultural products, shopping mall, review,
recommendation, Spread news and review, Web-app linkage
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Fig. 1. The scenario of seller's product management
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