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Abstract

The past five years (2020~2025) represent a critical period marked by the accelerated maturation
of the global social commerce landscape and the reshaping of user behavior patterns. This study em-
ploys bibliometric methods to analyze 433 articles from domestic CSSCI and Peking University core
journals, along with 281 relevant publications from international SSCI journals. Using CiteSpace
(6.4.R1) software, it constructs visual maps based on keyword co-occurrence, clustering, and emer-
gence within the retrieved literature, conducting a comparative analysis of the similarities and dif-
ferences, evolutionary trajectories, and development trends in research focus between domestic and
international studies. The findings reveal that domestic research tends to focus more on the practi-
cal aspects of live-stream e-commerce, emphasizing variables such as purchase intention, and often
employs a combination of qualitative and quantitative research methods, such as grounded theory.
In contrast, international research places greater emphasis on behavioral theories and the under-
lying logic of social technologies, prioritizing model construction and empirical validation. Future re-
search in this field can be enhanced by deepening the application of new technologies, adapting to
the cultural aspects of cross-border social e-commerce, and emphasizing top-level planning and de-
sign.
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Figure 1. Trends in domestic publication volume over the past five years
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Figure 2. Trends in international publication volume over the past five years
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Figure 3. Domestic author collaboration network map
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Figure 4. International author collaboration network map
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Figure 5. Keyword co-occurrence map of factors influencing domestic social commerce users
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Table 2. Top 20 high-frequency keywords in domestic and international research on factors influencing social commerce users
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8 10 0.02 2020 W 2% B 4% 41 0.06 2021 online
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Figure 7. Keyword clustering map of factors influencing domestic social commerce users
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Figure 8. Keyword clustering map of factors influencing international social commerce users
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Table 3. Keyword clustering and label information for factors influencing domestic social commerce users
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Table 4. Keyword clustering and label information for factors influencing international social commerce users
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Top 19 Keywords with the Strongest Citation Bursts
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Figure 9. Keyword burst map of factors influencing domestic social commerce users
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Top 24 Keywords with the Strongest Citation Bursts
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Figure 10. Keyword burst map of factors influencing international social commerce users
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