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Abstract

This report aims to investigate the phenomenon of consumption conflicts in e-commerce platforms
and propose solutions to improve consumer experience. Through the analysis of consumer complaint
data and related research literature, we found that consumption conflicts on e-commerce platforms
mainly involve commodity quality problems, inadequate after-sales service and false publicity. In or-
der to improve consumer satisfaction and promote the healthy development of e-commerce plat-
forms, we suggest that e-commerce platforms strengthen commodity quality supervision, improve
after-sales service levels, and strengthen the fight against false propaganda by merchants.
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Table 1. Reliability analysis table
=1 EESHR

FEAR R T H % Cronbach’s o 2%k
313 13 0.923
Table 2. Validity analysis table
F2 WESHER
WiH HF 1 Ky 2 BT 3
FHERRAE (e 2 11 8.93 1.63 1.03
Ti ZERRREFR % (e HT) 68.71% 12.58% 7.89%
KRBT R % (el i) 68.71% 81.28% 89.17%
FHERAE (EF )5) 8.69 1.87 1.03
T7 Z R (ieks f5) 66.85% 14.40% 7.92%
FRT E R % (1B J5) 66.85% 81.25% 89.17%
KMO & 0.950
ERFERIEAE 8977.660
df 78.000
pfH .

3. Hikge it

w1 2, BATKI, FH 46.65%HI7H 3 EH K H T 16~25 %, H 34.82%H1H 2k #FH K H T 25~60 % .

EFTA W IEER A H, 51.76%MIVH %4 kE T LRI, 38.66%M7H 2t &k H T 4E% .

50

40

30

20

10 8.95%
B
A:0-16

46.65%

B:16-25

Figure 1. Consumer age group
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Figure 2. Consumer working status
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Figure 3. Which side is preferred between product quality and service attitude
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Figure 4. Main conflicts between consumers and customer service
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ik 4, AT, A 72.57%007H 98 AN B IORERR 0 IR 55 A5 2 A 5 R 18] e 1 7
Pt AAE 598 303 (A E A v, RO SR R B AR RAF VI8 T 3, X SRR G A E R E 2
LBy, RURT e G R AN E I G 58, I ELAE TN AN R 25 B R R RIS — FE R [ B 5
X, AERHIREE A

Foik, ATDAE IR Bt SRS Ja R B T 60% LA L, 5 JE RSS2 B A A e ) B A
BBy, U JE IR 55 AT CAARAE S o/ v SRANBRARZE VPR, I R F S B e Ik S ARG, Bl iR g
A BBTINAESE, 1 2 S B R B AN

4, BRI
HBEEWIARNX AR

FERT B AT KRBT T Z ), BA TR IR R AR FREEAT TR P W Te, A EAER 2 R 4ie
X Jr B T AT PR T R 2R, RS RANE 3 s,

Table 3. Correlation analysis table between product quality and service attitude

# 3. TmRESRITEREXSE

RS EE BRRRGSE

T P15 TS IRIGEER RIERY IR 7 7
iH FIE  bRMEZE FE 4 5] e )i A4 e B
pagingEil 1.44 0.50 1
Jafinancs 2.45 0.79 0.04 1
BRI 1.71 0.63 0.11 0.79™ 1
IR 45 S - -
g —0.34 2.39 —0.07 -0.17 —0.36 1
I
FOORR AR 45 A5 B o - -
y —0.59 2.17 —0.08 -0.17 -0.35 0.98 1
I

7¥: "p<0.05 "p<0.01.

MR 170 A5 e, 3RATIXE 1 A R FREAT T I B R R BT, URTIA
FIFZR 2 BRI RR R R 17 R S RS SRR M BAT D Hra i, |k, JATIE R
P 5 HAh P 3R 2 (B B AR SR P B R0 5 £E ¢ Z TR O AHSG R EK0 0.04, S 8] IAH % R 808 0.11.
RRMVEN SERE . WOl ARSI T SR SRS AL o

Hk, FR 5P B AR RECN 0.79, IXRMWA F 6 RN 2 [AIAFAE — 2 MAH G E . IX AT RE
72 RO AN A £E 38 BU I NAE O R B B A7 AR — e O P SR, 75 223k — 2B WF 0K i R0 AR S 1 1
HAKIRE BTk, BATHIIT 73 RAR 55 A& AN SE iR SR 2 A A G G5 RBoR, BIRS&ES
W) Sk 5 2 18] FRAR 5 R 0N -0.34 0 I R 20 Ml 55 25 P2 5 W SR 2 IR AAAE — RE IO et )
UL, AR IRAR S5 A EERRS, T 2 EA R RIS o ea, BATHEIT 1 238 % 1 Ik 55 &5 2
A= it PR ) T . AR EIR, MRS AL 7 i BR8] A 58 R BON-0.59. IX R WITH 9 2 TE
[ T S AL o T AR AR 55 A L ST RS ERL 7 it o SRS T VY B (Y T A A Sk SR B A pE
PRI FE o

LR EPTIE, MRARFATHI AR, P 5 0 S PSR [4] Z 1R SRR AR, ARl AR ML 2 [ A74E —
IF IR o 25 MR I 55 285 X T S AR AT — 5 (RSN, TV 9 SE A R - S AL S R T AR 55 25 L
TGS JO T AV AR ST R ANE s R —ERR 2R .

DOI: 10.12677/5a.2023.126171 1679 Giih 5 R


https://doi.org/10.12677/sa.2023.126171

KT, ERETE

Table 4. Analysis table of correlation between the possibility of consumers giving negative reviews and the satisfaction of
customer service handling methods

T4 HBEAETNURMSERAESNHEEENEXITE

WiH FEIAE bRz HZEEVERI AT Rt B ARACEE 5 R R
o5 VR AT e —0.58 2.19 1
BN Aab 2R 7 P S AR —0.04 2.70 0.96™ 1

7: "p<0.05, “p<0.01.

Wz 4, FRATSUORE 93 45 ZE VI T B S5 R IR AR BE 77 i = HEAT T MO T, E B R b AE G
RE, BATTLLE B AAR B 2 (A AR B A S . B0, ST B P G LR VE AN =, i
ATEH 28 H VP X AT RE SR H — i ST (9 S L], B A A 36 AN T, B i n) Tod i 45
ZEVERFIBAMATOAT; . X — SEBIEH AR TR, RIS RBANE R ON-058, BAEENST¥E
X(p <0.05).

FR, 278 23 A S AR s 2 e e, A AT R AR AR B 7 s AR A R . HE
AN, TR A R AL Ty AT DL 3 PRI o 0 T AR I8 AN o X — s AEEE S B T IE, BRI B R
WA RECAH-0.04, [FIREEA BZEMSIH¥ 3 L (p <0.05). MR, XA & (8 1A%k R %
B, a0 SRF 6 Re s IR AL IR AL I 7 30, A9 2 38 5 T AR B8 AN T FE ik 2 PR . X AT REH B
T T R (1 5 7 A R

Table 5. Table of influencing factors of consumers’ negative reviews

F 5 HBEEEWEMERR

TiH EVEE t{H p1E VIF
WA -0.26 —7.79 0.000"
BTSRRI R BRI 3 0.07 2.92 0.004™ 10.28
HRMREAT G I50E 0.51 8.42 0.000™ 49.35
) SE P it I 340 I 2 A 5L AR PT A 0.20 3.41 0.001™ 36.30
VAR RS 25 IR 5 0.07 1.19 0.236 45.41
Xof % IR R 55 25 FEE P AR 0.06 1.99 0.048" 18.14
HAE 313
R? 0.973
T R? 0.972
F F(5, 307) = 2184.147, p = 0.000

7: “p<0.05, “p<0.01.
FRAE 17 2 P A B A o0 i) REEBEAT T B A5 20006 5 MR #rgs R, FRATT ] LS 2 B )3 5 F2 an
T
Y =-0.26+0.07X, +0.51X, +0.20X, +0.07 X, +0.06 X,
Horr, Y ARRL LT EWERANHERINIES Z R e X AARELTELR . R SERAIE

PRI X MR W ST G, X AR IR bt 2 A2 S 2k — 252, X, ARRIME Ik
J 55 25 LG AEL ™ it B XA RE s Xo ARTR I M e A 368 38 i RIS 2 R AL B 77 SR R P . AR [ UH R 3
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—UBE A LR, B R AR E AT AR R R R, R iR 55 A B, (H™ B A S
Xk Wy i L BE A S 25 S, DO e G 1 [ s 2 A 75 Q6 R P X W i T P A A e 5
B A A B i R ) 5 22 S M 1 T P

[l AR (S DU BE SR AR T, AZAR T DUARREZ) 97.3% K2k LI AN SRR A et %)
HHLELE Y 97.2%. FRRIGES REH], MBI B4R %

EREPTIR, BEXSEEEEK. WAEFESERRRTT A BRSBTS, SERAE. E0%
AR AL B 1)) 75 2, W] A R e B i B, D AN R I AT e . SR, 7 R
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