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Abstract - Internet has become one of the most important part of everyone’s life. There are billions and billions of internet users increasing every
day. Shopping with e-commerce sites has also become an integral part of our routine because it has many advantages over the traditional
shopping such as time consumption and large variety of options available on a single click. Even though no reasonable person will spend money
at an untrustworthy online store no matter how usable and pretty the site may be. Trust in online site strongly affects consumers' purchase
decisions. These decisions are mainly dependent on the reviews and findings written by the customers. In this paper we solely focus on the trust
factors of the reviews written by the users on each product. We then calculate the trust factor of the product based on the calculated trust value.

The first section includes related work in this area. In the following sections we discuss the detailed algorithms, modules and some

implementation techniques. The last section discusses conclusion and future scope for the problem.
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I. INTRODUCTION

Business in E-commerce is spreading its wings rapidly over
the traditional business worldwide. The benefits of e-
commerce, ease and comfort for the buyers, secured
transactions are few important reasons behind the things
being so successful.

It’s a very common practice to provide feedbacks / ratings
on the products purchased online by the buyers. The analysis
of trustworthiness of such feedbacks/ ratings is the main
issue of concern.

Trust is an important factor in any social relationship and
especially in commerce transactions. In traditional
commerce, a buyer can often see both the seller and the
product, verify its quality, negotiate and bargain with the
seller. Thus, it is possible for each of them to assess the
trustworthiness of the other and for the buyer to be
convinced about the product goodness. In the e-commerce
context, there is a lack of direct trust assessment.

E- Commerce does not have any direct assessment of trust to
it, so the users refer to the reviews of the products, in order
to conceive their own trust and reputation experience. By
this reviews of the product it trusts the product and
purchases it, Therefore feedbacks overviews, scores,
recommendations and any other information given by users
are very important for the trust reputation assessment.
However the reliability of the reviews must be verified to
ensure only genuine review is taken into consideration. Here
lies the importance of Trust Reputation System (TRS)
implementation because this is the need of an hour for the
sellers, production companies as well as buyers.

In this paper we focus on the related work in this area in the
next section. The proposed system will be introduced in the
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further section which will be followed by implementation
section. The paper concludes with future work and
conclusion.

Il. RELATED WORK

Hasnae RAHIMI, Hanan EL BAKKALLI [1] at al, define the
trust as the ability to rely on someone or something, to rely
on its truthiness, on its strength to prove its reliability. In e-
commerce, being trustful is a quality characterizing a
product that a user claims to know either intuitively or from
a past experience which is more trustful, or because other
users estimate that it is a reliable product. They define TRS
as - Trust and reputation systems (TRS) are an important
class of decision support tools that can help reduce risk
when dealing with in transactions and interactions online.

The authors provide in this paper is a Reputation algorithm
which studies the user’s attitude toward this selection of
prefabricated feedbacks. As a result of this study, the
reputation algorithm generates better trust degree of the
user, trust degree of the feedback and a better global
reputation score of the product.

The paper gives the basic idea of trustworthiness and how it
is measured in E Commerce site, it also explains the use of
prefabricated feedback to give the user a trust degree and
products its global reputation score. With the help of these
two trust degree and the user appreciation about the
productthe products global reputation score is calculated and
even the trust degree of the feedback given by the user.

Xiuzhen Zhang, Lishan Cui [2] suggest in their paper the
idea of calculation of trust factors considering the seller’s on
ecommerce web sites. They try to evaluate and find solution
to the famous “all good reputation” problem.
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They propose a model CommTrust for trust evaluation by
mining feedback comments. The main contributions include:
1) a multidimensional trust model for computing reputation
scores from user feedback comments; and 2) an algorithm
for mining feedback comments for dimension ratings and
weights, combining techniques of natural language
processing, opinion mining, and topic modelling, They have
developed a Comment-based Multi-dimensional trust
(CommTrust), a fine-grained multi-dimensional trust
evaluation model by mining e-commerce feedback
comments. With CommTrust, comprehensive trust profiles
are computed for sellers, including dimension reputation
scores and weights, as well as overall trust scores by
aggregating dimension reputation scores. Their research has
helped in reducing “all good reputation™ problem and rank
sellers effectively on the live sites like eBay and Amazon.
Lifeng Wang [3] at al, propose a novel trustworthiness
measurement model, which has the capability to deal with
all types of possible trust factors leading to a final
trustworthiness decision making. The evaluation of
trustworthiness is based on our designed multi-criteria
analysis mechanism. They developed a system which
recognizes trust factors of e-commerce systems and
distributes the factors in the designed multi-dimensional
trust space and trustworthiness measurement model. All
relevant factors are filtered, categorized and quantified.
Then, the designed multi-criteria analysis mechanism can
deal with the trust factors and analyze their trust features
from different perspectives.

Hiral Y. Modi[4] introduces an effective algorithm for web
mining which is going to be helpful for our algorithm for
calculating trust factors while storing and analysing user’s
reviews on different product categories In this paper an
architecture that integrates product information with user’s
access log data and then generates a set of recommendations
for that particular user is presented. The implementation has
recorded encouraging results in terms of precision, recall
and F1 metrics.

111 . ALGORITHMS AND MODULES

The proposed system mainly intends to deal with the
problem of Opinion mining and trustworthiness by handling
the opinions by passing it to Trust reputation system (TRS).
The TRS algorithm mainly tries to understand the user
behaviour by evaluating trust values depending on the
prefabricated feedbacks . We will discuss the modules in
detail-

The project is roughly divided into three modules.

1. Website design

2. Feedback acceptance with opinion mining.

3. TRS algorithm for calculation of User and Product
Trust.
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The flow of the project is described in fig 1.

Data base filled
by raw data

Fig 1. Flow diagram

Algorithm for Concordance Checking-
Accept the textual Feedback from User.
Perform Lexical Analysis on the text.
Use POS (part of speech) Tagging
meaningful words.

POS tagging processes the marking up of a word in a
text body as corresponding to a particular part of
speech, based on both its definition and its context. i.e.,
its relationship with adjacent and related words in a
phrase, sentence, or paragraph that marks the words in
the review statement as noun, verb, adjective, adverb
etc.

Process the marked words to identify nouns and
adjectives, also adverbs associated with the nouns.
Compute the value of score of user’s feedback using
‘SentiWordNet’ (a lexical mining resource) which gives
a positive , negative or neutral feedback.(positive or
negative polarity)

Accept the rating between the range of -5 to +5 from the
user.

Compare the user rating[5] with the score calculated by
lexical analysis, If it matches, accept the review and
update the database with the latest concordance value.
Else Block the user for giving contradictory review and
ratings and discard the review.

to separate the

Algorithm for Trust Reputation System (TRS):-

Prepare a knowledge database with previously stored
feedbacks of different users along with their trust
values.

Select the reviews randomly from the knowledge base
(pre-fabricated feedbacks) and display them before the
user as a special form.

The user will agree or disagree the other user’s reviews
by clicking on radio buttons.

The Values entered by the user will be compared with
the original trust values of the reviews and the trust
factor of the user as well as latest review will be
calculated.

The knowledge base and feedback table are updated.

A Global Trust Value for the Product will be updated
and displayed on the sitewith the following formula:-
Global trust value = ( X+Y*b /ath)

Where

X — stored trust value in the database

Y- recently calculated trust value

a-Summation on coefficient on feedbacks

b- current User ratings [5]
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IV. IMPLEMENTATIONDETAILS

ASP .Net is used to develop the website whereas the
algorithms are developed using C# technology. The
backend is developed with SQL server. The execution
starts with the website where you can see the variety of
products with all the details, which can be selected for
purchase.

Home AboutUs | Produet | Legomt

2 Main Menu

¢ ® 8 9

B ogo®

Rs: 26,999

Speriazh

Fig. 2 Product catalogue

The selected products will be inserted in the cart, Here we
can make the transactions and buy the product. The reviews
can only be written if the product is purchased. The users
can see the related reviews with their trust values on the
website.
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Fig. 3 .Writing a review with rating.

When the user writes the review and clicks the submit
button a form with some random questions is displayed.
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Fig. 4. Result of opinion mining.

The questions are selected randomly from the reviews stored
in the database. The user selects the appropriate options and
from these options the TRS algorithm calculates the results.
If the results are positive, the user is considered to be
trustworthy else he is banned from writing the reviews on
the site for a random time. The more trustworthy reviews for
the product, the more Trustworthy the product is. The global
Trust value of the product is updated each time a new
review is written.

localhost:8527 says:

Your Feedback is Submited Successfully & Your Trust Score of Product=1

T
b Itboth flip and motorola
sl thers bad experiences.

Firstthe phone:- itwas very nice for the 33 days it worked!! The android is seamless and the display is good. It
also works very intelligently with Moto voice and detect. Butthe battery life is too less and the camera is average
in good light only. It also hanged a couple oftimes & dropped calls which rarely happened in my previous HTC
Desire and Samsung 52. The MOTO migrate software didnt work very well which was an irritant but i still liked the
phone.

Then two days ago the display went blank (34 days since delivery). | tried everything and called Flipkart three
times. Since the 30 days return time was over, there response varied only from cold n stupid to rude. When i told
fthem that there was a thin hairline crack on the panel even though i have never dropped it the woman at the call
centre says that this can happen even if you sit down hard with the phone in your back pocket or throw it on the
bed. A stupid explanation for a Rs 30000/~ phone with Gorilla Glass3,

/A srfloor manager Mr Rajiv says with pride that 30 days return is for all products from Rs 100 to Rs 1 Lakh, 5o my
hard spent money wasted in 35 days is of no concern to flipkart! Also they donot tell the product coy to repair/
replace faulty products.

Qfcourse, flipkart took a full 20 days to deliver the phone after a number of calls. but hehad no excuses for the 15
exira days they took.

|As for Motorola, the service centre for Jamshedpur is as bad as Flipkart. They have asked for RS 12000/ to repair ™

Fig. 5. Final Trust Value

This trust value will be stored in the database so that it can
be used for future calculations on trust factors.

V. CONCLUSION AND FUTURE WORK :-

This way, the results of opinion mining, the polarity values,
current feedback written by the user alOng with the ratings,
and a sum of already stored trust value for the particular
product play a major role in finding a final TRS value for
the product as well as user.

The more trustworthy feedbacks and products on the sites,
the more customers will get attracted resulting in a good
business.

AS a future work, the site can have a different types of
analysis of reviews depending on the specifications of the
products.

TRS is going to prove extremely useful for the users
interested in purchasing various products from commercial
websites. It will certainly help to detect the malicious users
and fake reviews, so that users get benefit of purchasing

278



Radhika Patwardhanet al, International Journal of Advanced Research in Computer Science, 8 (7), July-August 2017,276-279

only trustworthy products, which will enhance the site’s
business and reputation.
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