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Abstract

With the rapid advancement of internet and mobile communication technologies, the issue of infor-
mation asymmetry between consumers and merchants has become increasingly prominent. How to
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enhance trust through effective mechanisms has emerged as a central concern in platform govern-
ance and academic research. As the most crucial trust-building tool on e-commerce platforms,
credit rating systems exert a profound influence on consumer purchasing decisions. Building upon
areview of domestic and international research, this paper systematically analyzes the components
and operational mechanisms of e-commerce platform credit rating systems by integrating infor-
mation asymmetry theory, signaling theory, and consumer trust theory. The findings not only deepen
our understanding of the relationship between credit rating systems and consumer behavior but
also provide valuable insights for optimizing governance mechanisms and enhancing user experi-
ence on e-commerce platforms.
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