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The increased popularity of social networking sites, such as LinkedIn,
Facebook, and Twitter, has opened opportunities for research on social com-
merce. A substantial amount of previous research has been published to
examine factors influencing on individuals' usage, recommendation, and
purchasing behaviors. However, research on the decisionmodels and tech-
nologies thatcanenhancetheefficiencyandeffectivenessofsocial commerce
is still scarce. As we can see that social media is increasingly influential in
decision support, the purpose of this special issue is to explore potential
research areas that are related to social media usage in decisionmaking.

In this special issue, we have chosen nine representative papers
relevant to decisionmodels and technologies for social decisionmaking
to highlight the state-of-the-art research. These papers have gone
through at least two-runs of rigorous review and revision process to
ensure their topic relevance and research quality.

1. Overview of the Special Issue

The papers in this special issue cover a framework and components
of crowdsourcing, and a range of issues related to social commerce,
including user behavior, brand popularity, recommendation, and social
analytics in social networks.

The paper by Geiger and Schader introduces personalized task
recommendation mechanisms and contributes to a conceptual founda-
tion for the design of such mechanisms by conducting a systematic
review of the corresponding academic literature. The second paper, by
Nevo and Kotlarsky, collected qualitative data from focus groups with
crowdsourcing leaders at a large multinational technology organization
to identify vendors' capabilities to successfully utilize crowdsourcing in
delivering services to their clients. The third paper, by Ren, Nickerson,
Mason, Sakamoto, and Graber, focuses on how crowdsourcing processes
should be designed to improve the effective generation of ideas by the
crowd. They conducted an experiment to compare three systems built
to perform greenfield, modification and combination-based alternative
generation. The fourth paper, by Chiu, Liang, and Turban, provides a
framework for applying crowdsourcing to support various phases ofman-
agerial decision-making and problem solving. They identified four key
components and three layers of concerns in the crowdsourcing process.

The fifth paper, by Cheung, Xiao, and Liu, empirically examines how
action-based peer consumer purchases and opinion-based social peer
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consumer reviews influence consumer purchase decisions. This paper
also explores the moderating role of two consumer characteristics,
consumer engagement and consumer expertise. The sixth paper, by
Hassan Zadeh and Sharda, adapts a stochastic point process framework
for analysis of the dynamic microstructure of online social networks
(OSNs). More specifically, this paper investigates the possibility of
using crowdsourcing on OSNs as a marketing mechanism to enhance
brand awareness and popularity. The seventh paper, by Zhou, Jin, and
Fang, investigates the effects of the three types of perceived benefits
(i.e., utilitarian, hedonic, and social benefits), moderated by gender,
on satisfaction in relation to social virtualworld continuance. The eighth
paper, by Lau, Li, and Liao, illustrates the design of a novel social analyt-
ics methodology that is underpinned by a semi-supervised fuzzy
product ontology mining algorithm to facilitate firms or individual
consumers to tap into the collective social intelligence embedded in
social media sites. The ninth paper, by Li, Wang, and Liang, proposes a
multi-theoretical kernel-based approach that can map various social
network theories into a uniform kernel form and convert the recom-
mendation problem to a kernel-based machine learning problem.

Social networking is a double-edge sword. On the one hand, it is a
powerful tool for enhancing organizational decision making. On the
other hand, it could harm the organization if not used appropriately.
The papers in this special issue provide a snapshot of research issues
along the line of social media related decision models and research
frameworks. They are useful for scholars to understand the state-of-the-
art research frontier and to identify new research issues for further study.
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