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Abstract  Online reputation systems for social network services(SNS) aggregate users’ feedback and estimate

the reputation of contents or providers. The aim of this research is to enhance credibility of the online
reputation system on the SNS based e-Commerce(we called it as social commerce). SNS users usually refer to
evaluations from other users who bought the products before. Most social commerce sites provide reputation
system to help their customer make a decision, but sometimes we can't believe the reputation because the
reputation is too subjective and the seller can deceive the customer for sales promotion. Threrefore, we usually
use just the average value to show the general customer's evaluation result. We applied collaborative filtering
method to give more weighting to the users who have evaluated correctly in the past. As a result, we could
get more accurate evaluation results by considering each customers' credibility value that was computed by
collaborative filtering.
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<Table 1> Comparison of predictive accuracy(MAE)

Rater group Reputation Mechanisms Average of
size [BCF] | [SCFI | [ECF] | [HCF] MAE
20 0.8838 | 06258 | 06324 | 04511 0.6483
40 06998 | 04768 | 04174 | 0.3182 0.4781
60 06358 | 0374 | 02968 | 0.2352 0.3858
80 0.5921 02845 | 02335 | 0.1568 0.3167
100 05124 | 02654 | 02114 | 0.1541 0.2858

BCF] Rating mechanism without reputation weighting(Basic mechanism)
CCF] Ratingmechanismswithsimilaritybasedreputationweighting
ECF] Ratingmechanismswithexpertisebasedreputationweighting
HCF] HybridRatingmechanismswithsimilarityandexpertiseweighting

Comparison of predictive accuracy (MAE)

e —

Rater group size

g [BCF] =g [SCF] [ECF} [HCF]

[Fig. 1] MAE of each mechanism with variation
in the rater group size
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