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Abstract

With the rapid development of e-commerce, B2C e-commerce platforms have taken a significant
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position in the retail market. Although substantial progress has been made in evaluating user sat-
isfaction on these platforms, traditional evaluation methods still have limitations in terms of weight
distribution. This study constructs an evaluation index system based on the Chinese Customer Sat-
isfaction Index (CCSI) model, covering five aspects: user expectations, perceived quality, perceived
value, customer satisfaction, and customer loyalty. The evaluation model of user satisfaction for
B2C e-commerce platforms is developed by determining the weight of each evaluation index using
the Extension Optimum Degree Evaluation Method. The rationality of this evaluation model is ver-
ified using user satisfaction survey data from three major e-commerce platforms: JD.com, Taobao,
and Pinduoduo.
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1. 5|

TE 24 4 P K R B At Fr, B2C (Business-to-Consumer) B i ~F & 5N T 28 H 3 4 A ]
BRI — 0. AR 2023 4 12 H, FREM Y LA 2] TN 9.15 /2N, #2022 4F 12 A1
K7 6967 71N, o5 REEARR) 83.8% [1], MABLT B2C MLV G EIA AL L R E B . B2C
HLF P G BN 3 5 W R 2 T B S BEARE, VAR TARZ T AR, N S s 7 — AN
i G B AN LU B A B (0 W 08T I I B T B S B T A 1 2 AU R B, FETE T B SO BIARTE 9
LR IRER]. LI, s R T RIGE A RS A

B e G N RILRI S 9% 3 75 SR AW 254k, B2C HLRS 7 & THIIG A Wi = F P ARLS . 37 K ia i 4
R 5 5 IR ) 551 2 PR X SRS T B AU TR EA W T RO QIR A m RS T, i SR
RN TR 93 B0 SR ARG, LS IS ML A PR AR 45 B f 28 5T . IRk, B2C W1
& FH P 0 = R I 7 B MR X B T T A i AR G IE T, B AN FE M R B R EE . &
R PRVH B S ) T B R K, 9 HLE S DVRHERE T R R, BRI R KA & R R IR A
N2 R TR 7R RS HESE , X B2C ML T~ 6 F P i B AT TIRANIR T .t S AR A%
(2] 38 ok g 2 2 P A SR A 3 B PPN VE IR I B2C HL 17 551 65 BAO I 20 8 58, ) Ak i 73
RPEVPA P AN PR ARVBORA M 1) 8 Xulan He [3192 H 3T RS 25 B E 0 5 ik UL G T iR E R sh il 1
1 457 G S T R VPN IO (S SR R RIVE AN HE A R ) s R SR (4145 AR YT T e 1R s
DA H ] o517 il 75 P8 i B (CCS ) LA B 35 ] ot 2% 5 75 P52 418 Hi (ACS ) TR i ot 5385 7= P52 i £ (EC S 1) & 2 v 2
BRI FRAAR SR [S] 0 2 T Sk Y Kano BRI S PR 7R R 1 MUG BEAYAE 75 B2C Fi, & ) 32t it
B RE, O] SR AN X A3 B T SR DA TR IR R s SR FRAE[6] ISR JE IR 43 B v R S I
FEFREU(ACSNIIEE T AL & Z AN PP FR AR B2 = FE AT iR R IR IR AR [T LAY & 7 SR A T ) iz
IREBDVPAME NS 7S RSS P RS . SRS MG SR TS 5 TR A B2C FR o o 203 2 P
PN HI4EAR R RFISZIH R 2 Ehsani Fatemeh Z5[81SR IR ZR MK 2R /0 AT (EFA)K: B2C 7ELR T8 % 1 il
BRI R 2 N EAE TTHRJEAT . Wi, ME RS A FEIOR, HEd iR =
M ANEE A6 T FE A AR AT B AT A AT R R P i R A e R K
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FAEM, 2%

S RSN B2C LR T 5 A i i B IS — s M TORRR L R R T B rh TR R AR A
2, K BT ST TV LA I S5 PR L SO Kano BERY 2 IR ATk MR GO PEAN L 4 - SR
AR 2 BT TE SRR T8 20 25 JEATAN NS GAEAN ) 26 A T B R AR 1 LK PP A 48 o AL B 5 I B 195 0 A2 AL
ZhAPE. A% (Extenics) [9]4& HH B %3 2 30T 1983 fE ey AR I — 1548}, & EEFF R FY 2 7 1P
JE R Z B I HAC R PR R FE VR [10] 2 — Fh5E Tl 40 22 PR (0 455 2 T B 2R AR R R TN X R 55
FEBEBEAT ER G VPO I € B AL VA, HOR A SCIB B HOE B BE 538 S N\ O I ZM AN 25 R T, 3@ id Bl
FEAKE I SEBRTE DLl 25 70 AL, A R0 S A A S A A AL RIRE A SE BRI DL, A 25de s PR 45 2R
MRt E AR SEE . BRI, AN 238 R R AT AT S0 L BE VP 7 2R T FE B A5 AR MR ) R A 5K
A 11138 1 Zh AU AT S0 AN 75 0P 0 FH I A R R K AR S R G RORDL: AR S5 (12 R AT
VN 5 ROk 1 R T BUER A TP B AR TR K90 28 BOE PEATE BEPPA b (A AR 7R (1 1) s
TR [13] 45 3 AT IR M) T M R T o0t AT Bt ) USRS HEAT B TP 4 ST 0k, ASCEs G
JO5t 3 S B FR MR R [ 14T R 2 B2C FLTT 5 i B IOV SRR AR R, IF SR TR DL E PP AR A
P TR AR B N B VEAN S5 GRS AS T BEACE, T SRS S W P T R B . T OV HU R P
SR R RO TR, AR B I R TR 55 1R P R IR T S R R S R

2. B & A RWEE R et R AT RN E

e [ A1 % % 2 ) $5 3 (CCSI, China Customer Satisfaction Index) 2 7£ 20 H 40 A 3t T 74 J7 [ 5 Qi LA
5% [ 45 (10 51 250 i 58 PS8 i 0T S SE AR R 17 o CCSI o — ol P 4887 828 51 2 o A o 7™ s R 5 (6 S P EE [ 8 b
AR OB L TR o R A DA R B T R R S LA SRR A FE AT VAL, R A
A ARAURM EE TR, Fitl, ASCHET CCSI BAYME B2C HIR T & [ H il B FE VPN FR AR 4 &
1

Table 1. User satisfaction evaluation index system of B2C e-commerce platform
7% 1. B2C BB TR PHEEITEN e R

— kT — AT R
77 g — B Ci o it R T U B T 1 1 R S
Fil P PRERAZRE G P OFRS 5 B R TS B R R R 7 R
g 5 e Cs F & e R FIAR SIS Zh M)
7 R Ce P R 75 A LR 10 Th R R P T
BERE  EEEAMERE G i M BT 3525 PP T o 6 1 2 75 v
L% e B Ce 7 i B3 1 S R A O
. et & Cr % A R AR A S 0 K A 77 2 75 2
RS H Cs P S P BRSO 2
. RIS Co FE P B0 Ao A R R
PR 5 25 Cio BB IR RRAERINE, 7 FR I 1 B e A v L e
o T R Cu Fi PR 75 A S 0 AT S R 1
FH P RS ) )
e 15 Ci FEL P S A2 1 7T B

T Al PG T 1K) B2C BRI LA T AR
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HOG, HEALF P IO
N C v
C2 V2

R:(N’Cilvi): 1)

Cn Vn
Hop RACRFFEMIIE, N BATH XIS, CONPFTEES, Vi NP ESR C (1=1,2,---,n) IR
HU, WE B Iabn A IR 51T, EY) iR AR, BT X SAE AN R PR ST ) R BUE VG
Mo s, R B2C BT & MR 0 m ARG, WG j A PR SR S S o A
R (i=12-nj=12-,m)A:

N, c vyl NG <a1j,blj>
R;=(N;.C.V; )= Cz V?j - C.z <a2j ,.ij> )
Co Vy C, <anj by >

Horpr N AU B2C M1 & F Pl R BOIE A 58 0,V :<aij,bij>79i¥1f[‘?'éﬁ Ci KT VFH 4 N; I HUE
FH RS TR R AR

Rt:(Nt'Ci'Vit): C;Z - = . . (3)
Cn Vnt Cn <ant’bm>
Horr NefU# B2C BT & P R R M 2N S5 2, V, = (ay, by ) A& NeR T I R bx CiAERT
AT E ISR, I ELY, =UT, -
=, M SCER R AU E VP TR bR A EE o B FLE ST B I R R A FR AR I e O PR A X TR )
RS, DU ST A I B BRI T

2(vi—aij), visaij+bij
(Vi Vi) = 2;);__613) . erb (4)
Ly >
b; —&; ' 2
A5 SR ] R G V8 NSRBI AL ORI, WAZAE AR AL
i <1 B (Vi) By (V00 Vi) 2 =05 -
jona ¥ 0.5, Fimax (Vi0Vyj ) < —0.5
A SR ] RR R C Y N SRR IR EE BRI, UHZ FR AR AL B I R
_Je- )% (1 By (Vi Vi )) s T (Vi0Vy) 205 ©
(1= jonax )% 0.5, Bimax (Vi Vi ) < 0.5

Frl o FVFHTEEER CiPTVE N R TEAT SR L, IF L2y, €V I 1 (v Vy ) = max{r (v V) 241y, 2V,
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i, BIiZIBbr I E A TSN G s, HALE R 0.
H A F(4)~(6) rT IRV Fa b Ci AL
I
o, = nl (7)
it
U, #37 B2C R & H M REE R RBERE. HER Y ITE S MY TR T N R AR
Ci(i=12n) KR TEE LT

1 1
p(%Vy) =4 _E(aij +by) _E(bij -a) ®)

PLR A IC S I ek T RN AR C, (1 = 1,2, n) BB REE N :

p(Vi:Vn): Vi _%(ait +bit) _%(bit _ait) )
MARYE CA_E AN A X r] £

a; —Vi, Vv <by
P(Vi VoV ) =3V v, = bij (10)

Vv, —by, v >D;

Horbrv, ZoR At miBL A
~ 0, b &V,

= a; —by, by eV, (1)

TR ) 3 S IR bR A IR B PR b 5 VP SR 2 TR R S R T
K, (v)= ! 12)

- ’Vi'
p(Vivo.Vy) v eV

,D(Vi Vi )_p(Vi V; ) U B

e K (v ) BRI B2C HURE - & F Pl B RS | A PREAR S T PR 540 ) (i=12,--n5 j=12,---,m)i

FRIRJEE BR A
L, WHE S VPR IR S TP SR I SR A IR R AL

K; (R)= ek, (v) (13)
MR LA PRI RS R, i max K (R) =0, WHERTFILE TN j; 2 maxK, (R)<0,
WA e AT (1 =1,2,--,m).
W R PP S S AP SRR IR A RIREE I, PO AR A AR A T
(R~ K;(R)-minK, (R)

]
j()_mwKKR%mmKﬂm (14
BRI AT SRR AL IR 2 B IR, T SRR ORI 2R 5 A AR RS AR G
j*zzl‘:leKj(R) (15)

Z1Ki(R)
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RIFRISRA5 B2C LR T & F i SR EE PP S5 2 o
3. SGESH

ARSORI Y )8 221 5 A BB BEAT I _E D O3 B 8 R TR AT [ 6 it o AR 12 S IEY
TERRFEA Y BRI R, BEA AR 5 3 0 25 300 i) R S N JRs2 384T 1 31 10 YA PR3 o 138 AT
R E . P2 2R =F W B 80 K B RT 6 X e, IS 3 R4 152 4.
AU ] S5 R I3 2 s .

Table 2. Scores of questionnaire results from different B2C e-commerce platforms
% 2. [ B2C BB REEHFITEHER

EEL AN TURRHE S AH R ERHMEEE P ZHHMERE
72 R — St Ci v, =6.43 v, =6.84 v, =6.73
77 PRI 2 R C2 v, =7.14 V,, =7.00 Vs, =6.98
A 51 2 Cs V,, = 6.86 V,, = 6.68 vy, =7.00
7 i P e Cs Vi, =729 V,, = 6.66 Vy, = 7.43
P8 3 AT RE IR Cs Vys = 7.06 V,s = 6.64 Vs = 7.39
fL3% e Cs V,e =7.00 Vy, =7.16 Vye = 6.67
WA M Cy v, =7.06 v,, =6.84 v, =7.24
e AN L Cs v, = 7.06 V,, = 6.84 V,, =7.29
REARIEI ) AR 06 2 P Co Vi, =6.76 Vay =7.28 Vs =6.69
G RS = Cuo Vi =127 vV, =7.10 V,,0 = 6.65
HEWLERE Cu V,,, =6.76 V,;, =6.82 v,, =6.88
e 2 R Cu V,,, =6.20 V,,, =6.92 V,,, = 6.65

RIS, P ooy R PP AR B R n =12, PRI BT 0500, AT v
FEARIATECN (1, 10), RN &SR MG L 0 58 1 B RNEER AR (L, 2.5): 5 2 FR(A
WE) N5, 45); 3L (—M)N(45, 6.5); &4 H(HE)NE6.5, 8.5); 5 MR HE) NG5, 10).
W JE A BT Co~Cop IVRFAERE (AR A R(E), 15 HH 3 VP RBR RIS 1 (v, Vy ) o FESEBR IR, 4R
br Ci FITE NSO AL E K, AR PR fabs G TR NS0/ NIAREER F P A
WEAR R, DM Z AR bR RO SR Re A5 BN Weke Co X R R AE va AR SRAF AT 4550 Ek
FE 1 (v, V) ) = {-5.24,-1.93,0.07,-0.07,-2.76} , FARN A (5)~(6)RAFLASBUEE 1, ~1.783 o HLAEHI 4K
IR 3 2SR A - FR b A 80 BCEUE ri, AR A 3(T)SRAFIL SRS LA o, U35 3; FRARYE 24 3(8)~(12)
SRAFH AN RIR % 1 2 B PPN S G 2 1] AR R BR AN 22 4 J0jm 25 T A 2 (13)~(15) 3R 45 & VPN 4R A 15 %500
EEEVPIN SR AR 25 & RBRE a2 5.

4. VeSS

22 5 0[18, SR, WEMPIL 2 HE T 6 0 H Pl 2 oW R HAE N Eg0h 4. $1£2 £ L 0.2653
MIZEE RS, HRE 5 45(0.2122) Al 5£(0.1769) . #iIt #2 3 AIZE 4 v i3 bR AL = AIPE2> BdiE
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Table 3. Weight of each indicator for customer satisfaction among various B2C e-commerce platforms
3. & B2C BB L &R PHEE SHERIE

EEZL2) HARBUE ) FAE HEE 2SN
C1 0.0471 0.0799 0.0688
Cz 0.0963 0.0894 0.0828
Cs 0.0798 0.0703 0.0839
Cs 0.1051 0.0691 0.1080
Cs 0.0916 0.0679 0.1058
Cs 0.0880 0.0989 0.0655
Cr 0.0916 0.0799 0.0974
Cs 0.0916 0.0799 0.1002
Co 0.0740 0.1061 0.0817
Co 0.1039 0.0954 0.0644
Cu 0.0740 0.0787 0.0772
Ci 0.0572 0.0846 0.0644

Table 4. Table of correlation between evaluation indicators and satisfaction rating levels on B2C e-commerce platforms

F* 4. B2C EFF A& TN eSS BB EEITNFRZERKKER

HRIERR 1 2 3 4 5
Ci -0.5240 -0.3509 0.5514 -0.0192 —0.3670
Cz -0.6187 -0.4800 -0.1829 0.2883 -0.3223
Cs -0.5813 -0.4291 -0.1029 0.1295 -0.3431
Cs -0.6387 -0.5073 -0.2257 0.4115 —0.3087
Cs -0.6080 —0.4655 -0.1600 0.2353 —0.3288
Ce -0.6000 —0.4545 -0.1429 0.2000 -0.3333
Cr -0.6080 —0.4655 -0.1600 0.2353 —0.3288
Cs -0.6080 —0.4655 -0.1600 0.2353 —0.3288
Co -0.5680 -0.4109 -0.0743 0.0872 —0.3494
Cio —0.6360 —0.5036 —0.2200 0.3929 -0.3106
Cu —0.5680 —0.4109 -0.0743 0.0872 —0.3494
Ci —0.4933 -0.3091 0.4857 -0.0732 -0.3770
A ESE (=g 1) 1 2 3 4 5
Ci -0.5787 -0.4255 -0.0971 0.1206 —0.3444
Cz -0.6000 —0.4545 -0.1429 0.2000 -0.3333
Cs -0.5573 -0.3964 -0.0514 0.0573 -0.3541
Cs -0.5547 -0.3927 —0.0457 0.0503 —0.3552
Cs -0.5520 -0.3891 —0.0400 0.0435 —0.3563
Ce -0.6213 -0.4836 -0.1886 0.3028 —0.3206
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Cr -0.5787 —0.4255 -0.0971 0.1206 —0.3444
Cs -0.5787 -0.4255 -0.0971 0.1206 —0.3444
Co -0.6373 -0.5055 -0.2229 0.4021 —0.3096
Cio -0.6133 —0.4727 -0.1714 0.2609 —0.3256
Cu —0.5760 -0.4218 ~0.0914 0.1119 —0.3457
Ci -0.5893 —0.4400 —0.1200 0.1579 -0.3391
EiiEZE Z e 1 2 3 4 5
Ct —0.5640 —0.4055 ~0.0657 0.0757 -0.3512
Cz -0.5973 -0.4509 -0.1371 0.1890 —0.3348
Cs -0.6000 —0.4545 -0.1429 0.2000 -0.3333
Cs —0.6573 —0.5327 ~0.2657 0.5671 —0.2940
Cs —0.6520 —0.5255 -0.2543 0.5174 -0.2984
Ce —0.5560 -0.3945 —0.0486 0.0538 —0.3547
Cr -0.6320 —0.4982 -0.2114 0.3663 -0.3134
Cs -0.6387 -0.5073 -0.2257 0.4115 —0.3087
Co -0.5947 —0.4473 -0.1314 0.1783 —0.3362
Cio -0.5533 -0.3909 -0.0429 0.0469 —0.3558
Cu -0.5840 -0.4327 -0.1086 0.1387 -0.3418
Cr -0.5533 -0.3909 -0.0429 0.0469 —0.3558

Table 5. Comprehensive correlation between evaluation indicators and satisfaction rating levels on B2C e-commerce plat-

forms

# 5. B2C BRI F AR TMIERS B RBEITNFRZENGA XKE

s Aol 122 I=3 =4 =5
FHE AT AN — e AR H

AR —0.5959 —0.4489 -0.0861 0.2122 -0.3333
T —0.5900 —0.4410 -0.1215 0.1769 —0.3375
iIEE2 —0.6054 -0.4619 -0.1545 0.2653 -0.3275

R T P2 2l s ks S B S5 PR BT 35 DASRAS FL 7 R BE DA RT s 2R FE Al L B 1 B 5 I 55
AP~ S VERERR AT A5 T 2 0 A & e s s A i 2 PR PR ORSF LTI 51 Fy . BRI, TR
HEANFT G e i e R SR, DARmE S msE g .

5. FEERE

A FCIE T AR AN, R T MRGE SE P B UL B S 2 BOAUE ) B2C HURS & L
FEVET R . FHEE T CAERIBE TS, ASCHIQUET ARAE TR T R 3R RO BE, I8 S A BUE ot 7 1EAY
TR HIARAL I, AEA VPO 45 RE MR AN B SEPR N e . SIE TS R3S 1R WE. #f22=
KAEFSEM PRI N ZES, LS A RIRSMAL, TG SGE IR R 7

EGE
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FAEM, 2%

JUE AW FUAE B2C HUR i R RN T T B TR, (Bt e RR k. E5E, WEAT
TP =TGR RIS I AT REAAAE R 22, ARSRIOITFE T 5INFE 2 1
P B REARE, iR R A R R G P R I E R AR I . K, PR bR
AR P f R R BN, Sz — € B AR R, ARORATEE— 2D 5| NHURE T 6 80 % WP 4 4 b A0 2
AT v, DO P SR An SO AR O IR S AR R, SRS R . Ak, AP
ST A AR EE VPO A T AP FE AR B A AR LR RS AE, AR T HE— PR Z AT fabn ik R I DL ALY,
AOARE T A AR A Al ) s R BERT P / SR AR B, IE IR VEO SR AR, DU OR VT OB F I 2
PEANAERAE o

E&WE

BN R U R PR AR R B IR A A T S R B SR R WL (AT S TR B
7”7 (GDZX2021030).
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