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Abstract
The Novel Coronavirus disease in 2019 has seriously affected global e-commerce. This paper uses
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a combination of qualitative and quantitative methods to analyze the text. The qualitative re-
search is based on the attitude subsystem under the theoretical framework of evaluation theory,
and conducts discourse analysis combined with the consumer evaluation of JD, T-mall and Suning,
the three major domestic e-commerce platforms during the COVID-19 period. Quantitative re-
search: Gooseeker crawler software was used to collect the evaluation discourse data of epidemic
of well-known domestic e-commerce platforms during the epidemic period, and also the evalua-
tion theory—attitude subsystem in UAM Corpus Tool software was used as the analysis frame-
work. After research, it is found that: 1) The evaluation attitude of the three e-commerce consum-
ers is mainly appreciation evaluation; 2) The more appreciation evaluation, the higher the emo-
tional intensity, the higher the score of e-commerce stores, thus presenting a better e-commerce
corporate image and more trustworthy; 3) Domestic consumers, affected by the epidemic envi-
ronment, so pay more attention to healthy ecological and psychological experience, which reflects
the humanistic care in the process of epidemic prevention and control.
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Figure 1. Overall word cloud of e-commerce consumers’ attitude category evaluation
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Table 1. Quantity and proportion of attitude subsystem distribution
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Figure 2. Social grid of e-commerce consumers’ attitudinal category evaluation co-word
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Figure 3. Three major e-commerce positive evaluation word cloud
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Figure 4. Three major e-commerce negative evaluation word cloud
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