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Abstract

With the rapid development of e-commerce, consumers are increasingly relying on user reviews
and ratings on e-commerce platforms to make purchasing decisions. As an important source of in-
formation in e-commerce platforms, user reviews and ratings play a crucial role in building consumer
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trust. This article explores the impact mechanism of user reviews and ratings on consumer trust,
provides examples of effective measures for existing platforms, and ultimately proposes insights
and suggestions for e-commerce platforms to help improve consumer trust.
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