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Service Quality Analysis of the Third Party B2B E — commerce Platform

CAO Er -1
(Depariment of Management Harbin Financial College Harbin 150001 China)
Abstract: With the rapid development of internet commercialization and the generation of numerous B2B E — commerce
platforms operators face intense competitive pressure and demand for services enterprises are faced with the choice
problem of quality service platform. How to evaluate B2B E — commerce platform to meet the needs of the business of
supply and demand sides for platform services draws more and more attention. In view of third party B2B electronic
commerce platforms holding the mass market combing the classical result of service quality evaluation this paper ana—
lyzes the service quality factors of third party B2B electronic commerce platform and establishes the service quality eval—
uation index system. Then a third party B2B electronic commerce platform service quality evaluation model based on

fuzzy comprehensive evaluation is developed.
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