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ABSTRACT

The purpose of this study is to compare the sabekwasitor access traffic as a result of usingicalt
success factors in an online car accessories storpared with online trading forums. The study uses
guantitative and non-experimental methods. Quadivitadata analysis and t-test are performed on the
comparison and correlation of visitor access anessiiequency between online stores and onlinarigad
forums. Analysis results show visitor access tcafind sales frequency in online trading forums are
significantly higher than online stores. This studyealed that it is better to market and sellazaessories
online through online trading forums compared &pecialized online store.
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1. INTRODUCTION considered as the advantages of using CMS. Thily stu
also compared sales and visitor access between the
Along with the need for practicality in modern developed online store with threads selling car
systems, current trade is not only performed plajisic ~ accessories in online trading forums to determime t
but also through the Internet or in what we knoweas best media for online sales of car accessories.
commerce. The number of individual buyers of online  Currently there is not many Small and Medium
products and services still continues to increasspile  Enterprises (SMEs) performing its operations ontine
resistance toward these online-based purchasingmsygs to slow adoption of e-commerce on SMEs (Simpson and
(Hansen, 2008). The existence of Small and Med'umDocherty, 2004), including those operating in the

Enterprises (SME) is crucial due to its importasierin . L ; .
the commercial sector. Their main obstacle is gdher autqmotwe sector, which |mplementat|orj runs mare |
lack of capital and difficulties in marketing (Ramg,  trading and market place forums as social mediahwhi

1999; Tambunan, 2009). Currently there is a IBMIES acts as a container for interaction of the commumsing
engaged in automotive sales more particularly carthe role of social capital in possession (Cooke \afitls,
accessories via an online channel. Sales of carl999; Bowles and Gintis, 2002; Molina-Morales and
accessories in the Internet are more commonlypartinez-Fernandez, 2010). The research questi@ne w
performed in general trading forums or special whether visitor access and sales at the onlinee stor

automotive forums. Departing from this fact, thehaus .
developed an online store selling car accessoseana d€veloped with a content management system based on

SME media by using a Content Management Systemgfitical success factors is higher than online itrgd
(CMS) website based on critical success factore Th forums and the types of their relationship.

selection of CMS usage was due to shorter developme  The purpose of this study was to compare visitoese
time and lower development costs. These weretraffic and sales as a result of applying CSF fbES

Corresponding Author: Yulius Lie, School of Information Systems, Bina Nutsaa University, West Jakarta, Indonesia

////A Science Publications 2055 JCS



Yulius Lie and Bens Pardamean / Journal of Computiem&e 10 (10): 2055-2059, 2014

selling car accessories in an online store witmerttading Sales frequency data collection was performedter t
forums. The results would determine best options inonline store and for online forum threads basedroers
marketing and selling car accessories online frém t from consumers. Visitor access traffic data coitecit
comparison between access traffic density and salethe online store was done with the help of Google
frequency in online stores and online trading fasum Analytics and the use of a digital dashboard presid
by Prestashop. Meanwhile data collection for online
trading forums was performed by calculating the
number of views in a thread. Data recording wasenad
This study was performed using non-experimental daily during the study period.
guantitative methods. The development of an online
store used PrestaShop, which is an open sourcee@ont 3.RESULTS
Management System (CMS) widely used to build an
online store as an e-commerce application. Theystud
was conducted in the developed online store and ca

2. MATERIALSAND METHODS

The Development of online store uses Prestashop as
shown in Fig. 1 which is an open source Content

accessories sales thread in online trading foruitisthe

population of all customers who may have Internet

access to the online store within three months (&ud,
2013 until October 31, 2013).

The development of the online store was based @n th

definition of Critical Success Factors (CSF) asnsée

Y\/Ianagement System (CMS). Development starts with
installation of Prestashop on the web, domain
registration of the online store, selection of &westing
provider and database creation. Content creatioa wa
performed through the dashboard of Prestashop
(accessed using an administrator account).

Thread creation in the online trading forum was

Table 1 which served as a comparison of online stores Withperformed by registration of an account in the fioyu

navigation in which sellers can present an attragiroduct
display to prospective buyers (Sahney, 2008; Behjad
Othaman, 2012) to build consumer trust and satisfac
(Cyr, 2008; Lin, 2007), provision of contact betwethe
seller and the buyer that may bridge communicatibich
is good for building buyer's trust (Sahney, 200&h[ati
and Othaman, 2012) which itself is a form of imgdv

(car accessories) and inclusion of content in arfor
thread. Contents that included images must be dptba
through third-party applications to obtain a coldat was
linked to the forum threadrigure 2 depicts the threads
in the online trading forum used in this study.

Table 2 shows the detail of sales frequency data
analysis of online stores with sales from threadsntine

service to consumers, an advantage in the e-coramerctrading forumsTable 3 concludes the analysis of visitor

system (April and Pather, 2008). References froewipus
customers in the form of testimonials may alsoreaf the
factors to build buyers trust to make purchasegdtfier
(Behjati and Othaman, 2012; Chen, 2009) which m tu
may build customer loyalty as a factor of accemanicthe
e-commerce system (Al-Abdallah, 2013).

access traffic data from the online store compéaoeithe
thread in online trading forums. Analysis results o
visitor access traffic relationship to sales in thdine
store are shown iable 4. Table 5 shows the analysis
results of visitor access traffic relationship t@es in
threads of the online trading forum.

Table 1. E-commerce critical success factors for onlineestad trading forum

Online store

Forum thread

Layout and navigation

Product is displayed in a table structure
(rows and columns) and product details

Produdtsplayed vertically (rows) with
produtdidein the same page

may be displayed in a different page

Contact between seller
and customer

feature (online messaging)
Reference

Display of seller contatt(ti&l phone,
text messaging, e-mail), with live chat

Testimonial are placed in a special page

Display of seller contact list (diddone,
text medasg, e-mail), with private message feature

Testinhdmien previous buyer are placed
in thread according to posting time
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Fig. 2. An online transaction forum
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Nevertheless high visitor access traffic to threauds

Table 2. Sales frequency data

online trading forums does not affect sales frequemhis

is due to many forum members who stopped by to thew
product being sold but did not make a purchases.

4. DISCUSSION

With a p-value <0.001 ifable 2 which shows the
detail of Sales frequency data analysis of onlfages with

sales from threads of online trading forums, it das
concluded that there is a significant differencéneen

the sales frequency in the online store compared t
sales frequency from threads in online trading rfiasu
Sales in the online trading forums are significantl

higher compared to the sales made in the onlinee sto

developed with a Content Management System-based

on critical success factors.

The analysis of visitor access traffic data frore th
online store compared to the thread in online trgdi

N =92 Mean (Std. deviation) p-value
Online store 0.78 (0.900) <0.001
Trading forum 1.39 (1.382)
Table 3. Access traffic data
N =92 Mean (Std. deviation) p-value
Online store 18.51 (4.592) <0.001
Trading forum 42.21 (8.238)
Table 4. Online store data correlation

“Correlation of
access traffic- Correlation coefficient p-value
sales (N = 92) 0.253 0.015
Table 5. Forum data correlation
Correlation of
access traffic- Correlation coefficient p-value
sales (N = 92) 0.058 0.580

forums in Table 3 has p-value <0.001. It can be
concluded that there is a significant differencéneen
the access traffic of the online store comparech wit
access traffic of the online trading forum threads.
Visitor access traffic in the online trading foruim
significantly higher than compared to the onlinerst

5. CONCLUSION

Based on the study that has been performed the
researchers concluded that the best option in rinagkand

developed with a Content Management System-base&e”ing car accessories online is through onlirelitrg

on critical success factors.

With a correlation coefficient of 0.253 and p-value
equals 0.015 i able 4 which shows the analysis results
of visitor access traffic relationship to saleghe online
store, it is concluded that there is a relationgigpween
visitor access traffic with sales at the onlinerestthat is
developed with a Content Management System-based o
critical success factors.

Since the p-value is equal to 0.580 for a correfati
coefficient of 0.058 from the analysis results @fitor
access traffic relationship to sales in threadsthaf
online trading forum ifrable 5, it was concluded that
there is no relationship between visitor accesfitra
to sales on online trading forum threads. Refertimg
the research data analysis, it is shown that tiere
significant difference in the visitors access tiafind
sales frequency in the online store compared to

threads in the online trading forum, where access

traffic and high sales occurred in the online tradi
forum. This is a picture of a high interaction imet
forum in which the role of the community is used as
the basis of the establishment of a discussionnficas
well as online buying and selling.
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forums. Online selling strategy through an online
community is quite effective in introducing prodsict
that are sold due to high traffic of visitors hence
allowing access to significant sales by offering
attractive products and it is also in accordandd wie
currently growing trend. Small and Medium Enterpsis
[SMEs) may take a glance at an online sales sydteg
expand sales coverage so it is not limited to point
sale which may not be accessible to buyers frorara f
distance. This strategy is also quite effective SMEs
who are just starting in business as a means of
introduction to business and its products with fedi
funding and a shorter time compared to opening
physical stores. The choice of using Content
Management System (CMS) in the development of an
online store is a practical choice to overcome
limitations in time, capital and programming skills
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