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Abstract The compound annual growth rate(CAGR) in online shopping via internet has been
increased 15% which shows clear contrast of 3% CAGR in offline shopping. Especially SNS(social
network service) such as facebook and twitter has been replacing the core concept of offline word
of mouth, In this sense, the friend's recommendation through SNS recognized as a key marketing
channel and has been adopted rapidly in online shopping mall and open market, The main purpose
of this research is to identify the usefulness and satisfaction of the friend's recommendation
through SNS, Users think the recommendations in shopping mall site as advertisements rather than
useful information because they did not match user's expectation and needs, However, the friend's
recommendation through SNS perceived more useful information because the friends shares same
interests and needs,
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