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Abstract. In line with the rapid development of social commerce (s-commerce), studies on 

these topics are progressing.  However, the study distributions were found to be concentrated 

on certain areas of s-commerce while others have yet to be studied.  Business performance is 

the research domain that gets the least interest in the field of social commerce.  As s-commerce 

is moving in its maturity phase, more attention should be paid to this domain. This study 

conducted a systematic literature review related to s-commerce performance on studies 

published from 2010 to 2019.  We aimed to provide an overview of social commerce literature 

related to the performance theme. Through the systematic literature reviews, we found only 14 

studies related to s-commerce, and interestingly no study has addressed s-commerce 

performance on online entrepreneurs. The result provides direction for future research avenues. 
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1. Introduction 

Within the context of developing countries, e-commerce is at its infancy stage (Hassan et al., 

2015; Huang & Benyoucef, 2013; Rodriguez et al., 2012), especially in Malaysia, Thailand, 

and Indonesia, wherein the present implementation phase is focused on adoption (Jones et al., 

2015; Parveen et al., 2016; Rahayu & Day, 2017; Sebora et al., 2009; Shahizan et al., 2012).  

Thus, it is expected that the emergence of s-commerce which comes after e-commerce lacks 

references and investigations (Baethge et al., 2016; Salvatori & Marcantoni, 2015). 

 

Studies related to s-commerce were only initiated in the year 2010 (Busalim & Hussin, 2016; 

Lin et al., 2017).  Thus, the literature that addresses issues on measuring s-commerce success 

is still scarce as s-commerce is still an emerging area (Ainin et al., 2015; Bocconcelli et al., 

2017; Hashim et al., 2016; Hettiarachchi et al., 2017; Lin et al., 2017; Odoom et al., 2017; 

Paniagua & Sapena, 2014; Park et al., 2016; Qu et al., 2013; Rodriguez et al., 2012; Tajvidi & 

Karami, 2017).   



Analyses on three different systematic literature reviews concerning s-commerce by Baethge 

et al., (2016), Busalim and Hussin (2016), and Han et al., (2018) revealed that studies on s-

commerce are increasing, where user behaviour has emerged as the theme that is most 

frequently investigated, while firm performance is the least studied. The first review by 

Busalim and Hussin (2016) discovered that only two out of 110 papers reviewed were directed 

to performance within the s-commerce scope. Second, Baethge et al., (2016) found only two 

out of 116 papers that addressed s-commerce and business performance.  Lastly, Han et al., 

(2018) reviewed 407 academic publications and revealed that only 3% of the total papers 

addressed s-commerce performance.  

 

Therefore, this study carried out a systematic literature review to examine patterns of studies 

in social commerce related to the performance theme.  More than 16,000 articles from 

databases such as Scopus,  Web of Science (WoS), Emerald, Sage, JSTOR, and Science Direct 

were reviewed. The result from this systematic literature review may offer directions for future 

research that will stimulate further interest among researchers and practitioners related to this 

domain. 

 

In the following sections, we present an introduction to the s-commerce, the review method, 

the process of identifying and extracting articles, followed by synthesizing and analysis on the 

extracted articles.  We end the paper with discussions, conclusion, and future research avenues. 

 

2. Introduction to Social Commerce 

The term s-commerce was interpreted differently since s-commerce integrated various 

disciplines such as marketing, psychology, sociology, and computer science (Baghdadi, 2016; 

Huang & Benyoucef, 2013).  Some scholars interpreted s-commerce based on the field of study. 

For example, in the marketing field, s-commerce has been regarded as virtual market, where 

Web 2.0 or social media serves as a one-to-one direct marketing tool to support customers in 

decision-making and purchasing behaviour (Constantinides & Fountain, 2008).  From the 

stance of the sociology field, social commerce is a form of web-based social networking that 

facilitates customers’ decisions through social influence (Kim & Srivastava, 2007).  The 

economic perspective upholds that s-commerce is used for social networking websites to 

facilitate customers in performing online transactions and activities to achieve better economic 

values (Salvatori & Marcantoni, 2015). 

 

From business and commerce perspectives, s-commerce is defined as a type of commerce, 

brought by social media that unites offline and online settings (Wang & Zhang, 2012).  S-

commerce is also defined as a new approach of commerce in both participative and cooperative 

ways, connecting all players of the value chain (Baghdadi, 2016).  Beisel (2006) (as cited in 

Wang & Zhang, 2012) defined s-commerce as places where people collaborate online, get 

advice from trusted individuals, and find goods and services and then purchase them. 

S-commerce in this study is described as commercial applications in the Internet platform by 

leveraging Web 2.0 technologies and social media, which support user-generated content and 



social communication as a way to help customers to get products and services within virtual 

communities and marketplaces (Huang & Benyoucef, 2013).   

 

3. Review Method 

As mentioned, studies in s-commerce are progressing but the performance theme is the least 

researched domain that gets the least researchers’ interest. To analyse prior research work 

related to s-commerce performance, this study began by performing a systematic literature 

review. A systematic literature review is a quick way to collect and analyse the existing 

literature in a field of interest (Bandara, Miskon, & Fielt, 2011). This involves extracting, 

analysing, and interpreting the existing research relevant to the area of study, research questions 

or emerging phenomenon of interest with a purpose to provide deep understanding for a new 

phenomenon, identify research gaps in the existing research, and opportunity for further 

investigation (Kitchenham & Charters, 2007).  This study adopted the steps of conducting a 

systematic literature review as suggest by Bandara et. al (2011), which are extract relevant 

content from identified papers, synthesise, and analyse the findings. 

 

3.1 Identification and extraction of articles 

To begin the systematic literature review, the appropriate set of domains and a combination of 

keywords were identified to set the parameters for the study (Baker, 2004; Bandara et al., 

2011). We reviewed articles published from 2010 until 2019 in the Scopus and WoS databases 

to find relevant articles for literature review. We believed the time frame is appropriate as the 

period where S-commerce became popular was when Facebook permitted firms to create pages 

for businesses in the year 2008 (Kwok & Yu, 2016) and officially began with the opening of 

the first Facebook store by 1-800- Flowers.com on 29th July 2009 (Stuth & Mancuso, 2010).  

These databases were considered relevant since they provide high impact factor publications.   

 

The process of extraction of articles commenced by searching for articles related to the study 

domain using several terms, such as “performance”, “success”, and “growth”, as they represent 

the theme of firm performance.  Next, the findings were filtered to “online business” and the 

results were re-filtered by using “social commerce” and “social business”.  The search resulted 

in 6,711 articles and they were reviewed individually.  Upon review, only three articles were 

found to have a link with s-commerce success. 

 

Since the articles found above were very limited, this study extended its literature work by 

reviewing articles in other databases, such as Emerald, Sage, JSTOR, and Science Direct, by 

using the same steps mentioned above with the purpose of revealing articles related to s-

commerce success or SNSs and entrepreneur’s business performance.  In addition, articles that 

highlighted “success” from customers’ perspectives, such as “purchase decision” and 

“purchase intention” were excluded.  In total, 9,731 articles were reviewed but only 11 articles 

were identified to have links with s-commerce success. This process and outcomes are 

presented in Figure 1. 

 



3.2 Synthesise and analyse the articles. 

The articles extracted serve as a foundation for synthesising and analysing the data. We 

manually reviewed all the articles. We synthesized the articles by grouping similar articles 

under the specific domain of s-commerce performance theme. All of these 14 articles could be 

grouped under four areas, which are social networking sites/social media usage, e-marketing, 

information system, and social support as presented in Figure 1. 

 

 

 

 

 

 

 

 

Figure 1: Process of identification, extraction and synthesis of articles. 

 

Then, we analysed the extracted articles.  From these 14 articles, nine articles addressed the 

impacts of social media, particularly SNS usage towards business performance (Ahmad, 

Ahmad, & Abu Bakar, 2018; AlAjeel, 2018; Franco, Haase, & Pereira, 2016; Grizane & 

Jurgelane, 2017; Hopkins, 2012; Jones, Borgman, & Ebru Ulusoy, 2015; Li, He, & Zhang, 

2019; Qu, Wang, Wang, & Zhang, 2013; Tajvidi & Karami, 2017).  Another five articles were 

on specific fields of s-commerce. For example, two articles studied s-commerce success from 

the Information System (IS) perspective such as system quality, information quality, service 

quality and trust (see Liang et al., 2012; Vongsraluang & Bhatiasevi, 2017).  Meanwhile, two 

articles addressed social support and social networking as other s-commerce success factors 

(see Hou et al., 2017; Liang et al., 2012) (Note that the article by Liang et al (2012) appeared 

twice, in the IS and Social Support domains). Another two articles focused on s-commerce for 

small businesses in the marketing field (see Hassan, Nadzim, & Shiratuddin, 2015; Veseli-

Kurtishi, 2018).  See Table 1. 

 

 

 



Table 1: Articles related to the s-commerce performance. 

No Author(s) 

& 

Year 

Context of the 

Study 

Article Title Performance field  

(Success Factors) 

1. Li et al., (2019) SME The impact of social media on 

the business performance of 

small firms in China 

Information from Social 

media 

 

2. (AlAjeel, 2018) SME The effect of social media on the 

Kuwaiti SMEs 2017 

Social media 

3. (Veseli-Kurtishi, 

2018) 

SME  Social Media as a Tool for the 

Sustainability of Small and 

Medium Businesses in 

Macedonia 

Social media marketing 

4. (Ahmad, Abu 

Bakar, et al., 

2018) 

SME Social media adoption and its 

impact on firm performance: the 

case of the UAE 

Social media 

 

5. Grizane & 

Jurgelane (2017) 

SME 

(Restaurants) 

Social Media Impact on 

Business Evaluation 

Social media 

 

6. (Hou et al., 2017) Online sellers 

in Amazon.com 

Understanding and predicting 

what influence online product 

sales? 

Online reviews and 

reviewer characteristic 

7. (Vongsraluang & 

Bhatiasevi, 2017) 

SME The determinants of social 

commerce system success for 

SMEs in Thailand 

System use, system 

quality, information 

quality, service quality, 

trust and user satisfaction 

8. (Tajvidi & 

Karami, 2017) 

SMEs The effect of social media on 

firm performance 

Social media 

9. Franco et al., 

(2016) 

SME Empirical study about the role of 

social networks in SME 

performance 

Social network technology 

(Facebook) 

10. (Hassan et al., 

2015) 

SME Strategic Use of Social Media 

for Small Business Based on the 

AIDA Model 

Social media marketing 

strategy 

11. Jones et al., 

(2015) 

Small business) Impact of social media on small 

businesses 

Web pages and social 

media (Facebook) 

12. Qu et al., (2013) E-retailers  Implications of online social 

activities for e-retailers’ business 

performance 

Bidirectional friendship 

ties, outgoing friendship 

ties, outgoing advice ties, 

incoming advice ties 

13. (Hopkins, 2012) Small business Can Facebook be an effective 

mechanism for generating 

growth and value in small 

businesses? 

Facebook adoption 

14. (Liang et al., 

2012) 

Microblogging 

website 

What Drives Social Commerce: 

The Role of Social Support and 

Relationship Quality 

Relationship quality (trust, 

commitment, and 

satisfaction), website 

quality (system quality, 

service quality) and social 

support (informational and 

emotional support) 



 

4. DISCUSSION, CONCLUSION AND FUTURE RESEACH 

This paper provides an overview of the literature on s-commerce performance. During the 

process of literature review, we extensively searched the related articles in various databases 

such as Scopus,  WoS, Emerald, Sage, JSTOR, and Science Direct. More than 16,000 articles 

were extracted but only 14 of them were linked to s-commerce performance.  These articles 

addressed s-commerce performance under four subthemes: social networking sites/social 

media usage, e-marketing, information system, and social support. 

 

Results from our systematic literature review are consistent with findings in three meta-studies 

which have been conducted separately by Baethge et al. (2016), Busalim and Hussin (2016), 

and Han et al., (2018).  They classified the articles using nine themes as suggested by Liang 

and Turban (2011), namely user behaviour, business model, website design, adoption strategy, 

enterprise strategies, social process, network analysis, security and privacy, as well as firm 

performance.  They claimed that studies on s-commerce are indeed emerging but when 

compared to the overall study on s-commerce, business performance appeared as the least 

concerned theme among scholars. Thus, this proved that the research theme of “business 

performance” in the s-commerce field is still in scarcity. 

 

Morevoer, through this systematic literature review, we found that all authors in the articles 

listed above focusing on s-commerce performance for B2C entrepreneurs, small businesses, 

and SMEs with firm unit level as the unit of analysis, while neglecting s-commerce at the 

entrepreneur level (i.e., individual unit of analysis) (see summary of these articles in Table 1). 

This review also found that there is a lack of study in the context of online sole entrepreneur 

(i.e., customer-to-customer) for s-commerce 

 

The findings provide a clear future research avenue to scholars.  Since the current literature in 

s-commerce performance is in scarcity, we believe that there are many more rooms to explore 

this theme to add value to the current body of knowledge.  Moreover, the emptiness of research 

work on online sole entrepreneurs calls urgent attention to scholars to conduct the study in this 

domain. Sole entrepreneurs are amongst the important engine that contributes to the country’s 

economy and s-commerce is the most attractive and cost effective channel for them to start a 

business. 
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