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Abstract. Taobao Store Dynamic Rating (DSR) includes three indicators: truthful descriptions,
service attitudes, logistics services. How do these indicators impact on customers online purchasing
decision-making? How will the price of products affect these three indicators on the online
purchasing decision-making? In view of the three indicators of DSR, this paper collects and
summarizes the information of Taobao stores and the massive purchase data of consumers, and
studies how these factors affect online purchasing decision-making.
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