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The Influence of Intangible Product Categories on
Perceived Risk in Online Shopping

WU Shuai’, CHEN Y i- wen', SUN X iang
(L The Research Center of Socil and Econan ic Behaviors  Institute of Psychobgy Chmnese
A cademy of Sciences Beijng 100101, Ching
2 Graduate Un wersity of the Chinese A cadany of Sciences Beijng 100049 Ch na)

Abstract In order to exp bre he nflience of ntangble product categories on consum ers percewved risk in orr
Iine shopping to further accomp lish the rsk perception theory m online shopping In this sudy 60 particpants were
invited to accom plsh a laboratory experment The result shows that first consumer has s gnificant d ifference n o
verall perceved risk among different categories of intangble product second buying ntangbk products online
brings fmancialrsk physical risk peromance risk psychological rsk and social risk to the consumers third comr
sumer does not worty about physical risk when they buy most categories of ntangible product Conclisbrr when corr
sumers were buying onling different categories of ntangble product gave different types of perceived rsk Buyng
profess bnal sewice onlne & no doubt them ost risky
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