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Abstract Reputation management system is effective for promotion of cooperative behaviors in online
transaction. In most reputation management systems, the reputation of participants in transaction are calculated
as an accumulation or an average of the his/her evaluations. We explore the information that the participants
emphasize in the reputation management system. To analyze effect of the reputation management system, we
develop a C2C market platform and experiment on virtual transactions. We find that the reputation management

system can promote cooperative behavior in online C2C markets.
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