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The Factors Influencing Risk Perception for Online Shopping

DING Xiagi* , MA Mou-cheo’
(1. Sherzhen University , Sherzhen Quangdong 518030, China ;2 Irdtituie @ Psychdogy , GAS |, Bijing 100101, China)

Abgract : Risk percgotion is a key factor irfluencing online shopping. The risks percaved by consumersin case of online shopping
indude finandd risk, peformance risk, physcd risk, time risk, privacy risk, psyctologcd risk and sodd risk. When consunmr
ers b their orline sopping, such factor may irfluence their risk perception as internet experience, online dopping experience,
product krowledge and inrovativeness This pgper suggeds ©me messures to df etively aveld these posshle risksin orline sopping
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