

mailto:zhanghuibing@guet.edu.cn










5. Analysis and conclusion

Reputation is an intangible assets for sellers formed after repeated games between buyers and them.
Revealing the game mechanism and constraint elements between sellers and users is an important
guarantee to design and achieve a good trust mechanism for online transaction. To simplify
discussion, we take sellers who sells high quality goods as an example, and suppose that
f[P(g],F(bj) = 2R,P(g) — 2R P(b). At the end of the n-th trade, its business reputation is

R = f(P(g).P(b)) = f(1/(1+ (PBuy/PGrg)™), 1/ (1 + (PGyy/PBy)")) =
2Ry (1/(1+ (PBypg/PGpg)™) — 1/(1 4 (PGye/PByg)™))

Meanwhile, in order to ensure the market fairness and credibility recognition, assuming that after
the n-th transaction we claim for R = 3R,/2 , namely

n n - PCiHQ)-PC(LQ) .
(1/(1+4 (PB,y /PG, )") — 1,’(1 +(PG,,/PBy,) )j}-aﬂ and 8" > ———=——=~. e obtain

PC(HQI-PC(LQ) ni = . . .
TCHQ-TC(LQ) PB,,/PG,, < 4/ 1/7 after solving the inequality above. Thereby two key

constraint elements appear in calculating sellers’ business reputation: the number of games between
users and sellers, and the restrictions to the relations of PG,,.PE,,. The two elements reveal the
relation of economic interests between sellers and buyers in the forming process of sellers’ reputation,
and provide the information content transferred by reputation value as signal. It should be noted that
the proposed method hereby has better applicability and can be used for other reputation formation as
well for trust computing environments.

n < log;
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