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Abstract

China’s e-commerce has gone through 26 years. E-commerce enterprises began to diversified,
multi-industry, all-round development. Reputation is an important factor affecting the develop-
ment of e-commerce enterprises. A good reputation helps to enhance the social influence of
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e-commerce enterprises and expand sales channels, thus improving the performance of enter-
prises. In the face of the highly developed network information, determining the evaluation index
of the reputation of e-commerce enterprises has become the key. Based on this, this paper selects
appropriate reputation evaluation indicators of e-commerce enterprises according to the over-
view of corporate reputation theory, and uses factor analysis to analyze the impact factors of
e-commerce enterprises’ reputation, and adjusts the model and calculates the weight according to
the correlation strength shown by the impact factor of the reputation of e-commerce enterprises.
Several factors affecting the reputation of e-commerce enterprises are obtained: customer trust,
subjective cognition of enterprises, social responsibility, the company’s own level, and merchant
comments and feedback. This paper aims at the “short board” mentioned in the article to make a
breakthrough in performance.
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Table 4. Pearson product-moment correlation coefficient
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Table 5. E-commerce enterprise reputation evaluation system
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