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Abstract

Since commercial dlewelrmementt hef vilme ual stores of
come in droves andihage opbhionit ua-lines shfoptphengan These
not only have no boundary of time and space, but als
characteristic to pursues more profits and satisfy
same time. Curr enttlhye tghoeo doswmnceorosp eafat e with the netwo
door distribution the merchandise, and finally del i
the customer. At thimedhanmiot eyl zaeasd ddmeas a.
Customer rel ati omsehrivpeBmarfaqememntins. The enterprises
basic data of the customers,puwundbpesihagd anhael yczuest o mer
theustemearttri bute from on | ine ,shuospipnigreg hceentissbhmase. T
ofcustomer s’ ratingoftiemdusatid me he.

Keyworicht ernet, virtual stor e, the network shoppin:
management , customers attribute, customer s’ rating
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