E-Commerce Letters M1 T Fj55¥ig, 2026, 15(10), 609-613 Hans X
Published Online October 2026 in Hans. https://www.hanspub.org/journal/ecl
https://doi.org/10.12677/ecl.2026.15101159

HEtaTAEERTREY

—& T CCSHERPIRIL ST S LSRRG

it

#
HN AL R A BB, HR 22

Wk HiH: 20264F4H23H; S HEM: 20264F5sH7H; KA Hi: 20264F10H27H

R

SCE DA A B B 3 R B SR (CCSD AR RN A ATHE SR, IR FR TP 6 A P B = AR IR 5 (R 4L

JiH, ZHFTCCSIRA R MRERNHMFE A BER L RANNERR. EWRRBEER. B

B, FEAREANRBESERSERRNERM L, KERFASRSER, BALE LS PEERR

B&P RO EZENE, FNRERE. REMWA. SERILEAFHE G ERESBEREE, AEEFE

%%ﬁg;ﬁ R\ EWE. WEE I HREERMMERIESSHESE, HSRETE6RRRAKT
WRERR.

K §Eia
CCSHEEL, HETPE, BPHEE, BEER, BANE

Research on Pathways to Enhancing
Customer Satisfaction in E-Commerce
Platforms

—A Theoretical Analysis and Optimization Strategies
Based on the CCSI Model

Dan Yang

School of Management, Gansu Agricultural University, Lanzhou Gansu

Received: April 23, 2026; accepted: May 7, 2026; published: October 27, 2026

Abstract

Taking the Chinese Customer Satisfaction Index (CCSI) model as the core analysis framework, this
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paper explores in depth the principles underlying the formation of user satisfaction on e-commerce
platforms and directions for its optimization, and comprehensively analyzes the constituent ele-
ments of the CCSI model and the inherent relationship between those elements and user satisfaction
on e-commerce platforms. Clarify the operational rules of the three key driving elements of brand
image, perceived value, and trust system, and summarize the main issues in satisfaction maintenance
of the current platform based on the service characteristics of the e-commerce field. Develop spe-
cificimprovement measures from three aspects: brand building, service optimization, and trust en-
hancement, to provide scientific basis and implementation reference for e-commerce platforms to
improve their business policies, increase user loyalty, and enhance customer satisfaction, and pro-
mote high-level sustainable development of e-commerce platforms.
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