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Abstract: For the changing commercial world the Commercial Law always lags behind
commercial practice and commercial law loophole is normal and common. Although the
Pandekton civil law system makes the statute law possess unprecedented practice power to
construct rationalism the statutory law’s pursuit of legislation and justice logic meticulosity
brings that applying basic principles of the Civil Law to fill the loophole of the Commercial
Law can satisfy the self-consistency in logic but cannot respond to the diversity and
complexity of commercial legal relationships which will harm the value pursuit of business
innovation and the Commercial Law. Legitimate and authoritative judgments of commercial
dispute objectively require the legitimacy of source of the Commercial Law. As a basic law to
lead each special law of commercial affairs General Principles of the Commercial Law can
guide and coordinate these special laws to eliminate legal conflict and repair the loophole of
the Commercial Law with basic principles as the basis to establish normative system of the

Commercial Law.
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