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An Analysis of the Social Commerce Industrial Value Chain

XU Guo-hu, HAN Xue
(School o f Business Administration , Zhongnan University of
Economics and Law ,Wuhan 430079, Hubei ,China)

Abstract: Social network needs to expand its profit model, while the traditional e-commerce companies

have met troubles in shortage of user flow,low user credibility and poor promotion. Under this back-

ground,appears the social e-commerce, which introduces the social network into the industrial value

chain of eccommerce by using the content resources,the user resources and the relationship resources

to promote and facilitate transactions. Based on the analysis of the social commerce industrial value

chain, this paper aims at its characteries and the roles orientation, profit mode in value creating. The

paper also stresses the importance of information exchange and flow introduction in e-commerce indus-

trial value.
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