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Abstract

The development of social media and emerging technologies has promoted the transformation of
business models from market-centered to user-centered, fueling the evolution of traditional
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e-commerce to social e-commerce. In order to understand the current research status of social
e-commerce, this paper adopts the bibliometric method to collect the core literature about social
e-commerce in the Web of Science database from 2019~2023 for visual analysis and research, us-
ing the CiteSpace literature analysis tool and the Strategic Consulting Intelligent Support System
developed by the China Knowledge Center for Engineering Science and Technology. The results
show that the number of literature in the field of social e-commerce has shown a gradual increase
in the past five years; the hot topics of research are social e-commerce user behavior research, so-
cial e-commerce business model research, and data-driven social network analysis research. Fi-
nally, the future research trends of social e-commerce are proposed to provide relevant refer-
ences and lessons for scholars engaged in social e-commerce research.
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Figure 1. Research literature on social e-commerce in the last five years
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Figure 2. Literature landscape by country

B 2. BEXESEE

WRIEE A R CERE, ME 1 TLLEE, “20227 . “20237 . “20217 . X=AMEGRAGH
HREE R, BES AN 737 £F. 623 £F. 593 fF. SCHREEAA R FTHESA, Hd 2019~2022 4K SCH

DOI: 10.12677/fin.2024.141011 79 G


https://doi.org/10.12677/fin.2024.141011

B

BOPIEK, 2022 FFRSCHUL BT, 2023 FFESCHRECH BT R . LR, w5, Ak, AR
TERFEEI K . 2019~2022 FFA2 P I /M, FEALAC LA S web 2.0 HEARMBIK R, T8 2 b7 I I s
FINE BT, AERAEFEATWAAR TR, 2 M ASCERIE 2 . i 2023 SRR, SR N H
FREEAN, RALAE s A e G BT N . Ik, ASCREMEDE#UEZ 2023 42 10 A, MR A EEd
Al e T 5.

YR & R A IEH P 2 R AR, “hE” . “KE . C“9EE”  REANERMX
RATHKSCER B I %2, R0 9. 1684 11, 409 fF. 162 1. HIEHA LN = 1) AT
W77 HEFET A R RN VR, A58 s T LR E A B R o TSR D AR )
1o B IR 22 R B W S 77, A9 6 [6] 5K 0 i oy B B AL A R T 40 2) AR A I 3t S s 77
R E A A R T E B A IS A S, 3 E N LL Facebook. Instagram %54 F[6]. X LLF
GRS P SRR AZ HEThEE, X R R R R T OCER . 3) BRI k. XL
E R BB BN RIE, B ST RS e 35 . = S Re TS IR Z A ) B,
5543 F P T LLd #3871 7 1) #1528 HL RSP S AT A 5 (7] TRIRS, XSS EFRIE 3 T KA
M ST R GE, 9 T B SR A T AR A ST IR IE A 56
3.2. AR

SCRRAS BT AL T N N A SR A, e R R W e B A B SO ) SRR R
IRI e G IR DB A B — R AT Y T LU AR . ASCRIA CiteSpace B Xt 2019~2023
SEAEAT HU I U S B AT T AT, B SR BR AT 7T P S B R SR B PN S AT, 5 B A H R
FUR) SRR TR T, e 3.

S .. #6 privacy calculus

" -, #3 rural e-commerce

© . #0 trust N
—— fey 3 L
P * ..:.#1 purchase intention
#5 collaborative filtering 0

2o .. #2 e-commerce platform
[ -
”
" N~
- . . - #4sentiment analysis
- yai:

Figure 3. Visualization of keyword cluster analysis
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Table 1. Keyword centrality table of research literature (top 10)
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74 0.07 2019 B
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Figure 4. Analysis of key words research timeline
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