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Abstract: Social commerce(s-commerce), a new and hot area of E-Business which emerged and
envolved rapidly in recent years, also the important stage characteristics of the current development
and evolution of E-Business. Firstly, We combed the social commerce researches and development
systematically. We analyzed the background and motivation, development status and trends of
social commerce. Then, we investigated the research and application status of social network
analysis. Finally, we discussed the research status of social network analysis in social commerce.
We indicated the main problems existed and explained several important development trends and
research topics.
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