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Abstract

In the evolution and innovation process of e-commerce ecosystem, social commerce(s-commerce) is one of the
most popular and advanced emerging field of it, which provides new topics, challenges and opportunities for
management, commerce and social or other fields. Different from other correlated studies, this paper explored
the key variables of this research field, such as authors distribution, research institutes distribution, research
frontier and knowledge base, and further revealed its international research institution by multivariate statistical
analyzing the social commerce literatures from home and broad between 2006-2016 which combined the
quantitative and qualitative analysis methods. This paper also compared the similarities and differences of social
commerce research fields between home and aboard. By using sociotechnical systems approach(STSA), we
elaborated the deficiencies of current studies, potential development directions, as well as research
recommendations for social commerce. This study provides valuable references for cognizing potential
development trends of social commerce, extending basic framework and research perspective for academic
research, as well as promoting international process of social commerce’s academic research and interchange.
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