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ABSTRACT

In this study, We study the market dominance strategy of e-commerce. The Internet has mad changes
in the commercia environment faster than ever before. So the development of e-commerce through the
Internet directly leads to changes in commodity sales platforms. As the market embraced the Internet,
the Internet shopping mall developed, and mobile shopping was created as it became possible to sell
goods on mobile devices. This paper contains information on the market size and status of e-commerce
and provides comparative analysis of the strategies of Coupang and WeMakePrice, the largest socia
commerce in Korea. This paper contains information on the market size and status of e-commerce and
provides comparative analysis of the strategies of Coupang and WeMakePrice, the largest socia
commerce in Korea. It is hard to conclude that anyone is doing better, but it is clear that both social
commerce are doing better in the e-commerce market. Although the e-commerce market is currently
saturated, it is likely to be more extreme than degenerate. Comparing the two social commerce, there
are some strategic similarities, such as collaboration with other brands and diversification of the number
of categories, but Coupang has a clear difference in that it focuses on “fast delivery” and WemakePrice
focuses on “price specia prices.”
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Figure 1. Domestic online shopping mall market size
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