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Abstract

The developing of the Internet network and information technology have significantly changed the
ways of living, the ways of conducting businesses, and the ways of communication. Especially, the increas-
ingly growth of mobile computing, which allows people to communicate at anytime and anywhere. Social
media has become an integral part of our everyday communication. Furthermore, it is used as a way of doing
business, which is known as social commerce. Social commerce brings a lot of challenging for businesses

in term of adapting toturn social media intelligence into business results.
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é’f'aasjfmgﬂl,tuwaaqsﬁa Social Commerce
1. Bloggers/Influencers

Blog s sUnuuiuladuszammilediln
e deyanavaunsouaninnudaiiiunering
Fornuiidwesudoniduaudou gsravanousiaiing
ovihuden muglurumsviiuledivessgsia Lite
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wlngneneuiiayliideslestuiuledvosgsia il
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uinduidunagménisnismaiaidngsligaudilune
Like snfegnatiu Msasauenwaladuiiielsignamie
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