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The Source of Consumers Risk and Their Perception in B2C E Commerce
Sun Xiang Zhang Shuwoyang You Danrong Chen Yiwen Wang Erping
Ingitute of Psychology , Chinese Academy of Sciences, Beijing, China
Abgtract : The main am of thisresearch wasto explore thefactor structure of risk sourcesand the dimen-
gonsof perceived risk by consumersinB2C E Commerce, and investigated the impact of the risk factorson the
perceived overall risk. 48 subjects were interviewed and 635 subjects surveyed by the questionnaire. In this
study , eight factorsof the risk resources were explored by exploratory factor anayss and then tested by struc-
ture equation model. The seven dimendonsof the perceived risk were ascertained by confirmatory factor anal-
yss. The more important risk factors of the perceived overal risks were confirmed by regresson. The find-
ings suggest that the core risks are mostly brought from the cyber-redlity interface in B2C E Commerce.
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