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Abstract:
This study aims to synthesize the development
and impact of risk dimensions in the field of
E-Commerce. A total of 668 articles were collected
from the Scopus database. Through bibliometric
analysis with the support of VOSviewer and
Excel, the study maps the progress of works in the
period 2021-2025, showing a significant increase
in publication volume starting from 2021. The
analysis highlights research effectiveness, including
the most influential publishers/journals, the most
cited publications, and the countries with the
highest publication output. In addition, the study
identifies key factors closely related to consumer
behavior in E-Commerce - acting as antecedents or
consequences. Finally, the study analyzes thematic
trends, points out research gaps, and suggests some
directions for future research.

Keywords: Risk dimensions; E-commerce;
Business-to-consumer (B2C); Online consumer
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1. Introduction

The rise of the Internet has changed the way people
buy and sell products. Especially, Electronic commerce
(E-Commerce) has been defined by the Organization
for Economic Cooperation and Development (OECD)
as the ordering of goods and services over the internet
while payment and delivery of the goods or services can
be conducted either online or offline. Today, e-commerce
allows customers to shop anytime and anywhere through
websites and mobile applications. It makes shopping easier,
faster, and more convenient than traditional stores (Laudon
& Traver, 2017). One important model is business-to-
consumer (B2C), where companies sell goods or services
directly to individual customers (Turban & King, 2004).
Even with these advantages, many customers still feel
uncertain about shopping online. This uncertainty is called
perceived risk. Bauer (1960) first introduced the idea of risk
in marketing. Later, Dowling and Staelin (1994) described
it as the consumer’s view of possible negative results when
buying a product or service. In E-Commerce, perceived
risk means the chance of loss or problems when making
an online purchase, such as losing money, receiving the
wrong item, or having personal data stolen (Featherman &
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Pavlou, 2003; Glover & Benbasat, 2010).

Research shows that perceived risk has a strong effect on
how customers think and act. High levels of risk can create
negative feelings, such as fear and worry, which reduce the
intention to buy online (Kim & Lennon, 2013). Perceived
risks describe consumers’ subjective belief that an online
transaction is uncertain and bound to adverse effects, such
as identity theft or financial losses (Mou et al., 2017). In the
same way, Liao et al. (2021) found that when risk is high,
trust in sellers decreases, and customers are less willing to
complete a purchase. Phamthi et al. (2024) also explain that
risk has many forms, including financial risk, privacy risk,
delivery risk, performance risk, and social risk. All of these
can lower the willingness of customers to shop online.
On the other hand, good website design, secure payment
methods, clear product information, and reliable sellers can
reduce risk and make customers more confident (Chang et
al,, 2019). Social influence and cultural factors also affect
how customers see risk and decide to buy.

More recent research highlights the emergence of novel
mechanisms for mitigating perceived risk in digital markets.
These mechanisms include advanced return policies,
consumer-generated reviews on social media platforms,
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influencer endorsements, blockchain-based payment
systems, and Buy Now Pay Later (BNPL) services. Such
practices are increasingly adopted by e-commerce firms
to strengthen consumer trust (Iskamto & Rahmalia, 2023;
Cheah et al., 2024; Kumar & Nayak, 2024). Nevertheless,
extant research has largely concentrated on traditional
factors such as website security and design. Limited
attention has been directed toward examining how these
newer mechanisms shape consumer perceptions of risk
and purchasing behavior (Majeed & Samorin, 2025).
Addressing this gap is essential to extend the understanding
of risk in online shopping and to provide actionable insights
for e-commerce businesses.

Therefore, it is essential to examine more closely
the relationship between perceived risk, consumer
decision-making, and the growth of e-commerce. A clear
understanding of how both traditional risks and new risk-
mitigating mechanisms influence purchase intention can
extend existing knowledge and contribute to the academic
debate. Atthe same time, such understanding offers practical
value by helping businesses design effective strategies to
strengthen trust, reduce uncertainty, and support sustainable
development in digital markets (Phamthi et al., 2024).

In this article, the systematic literature review
methodology and the PRISMA framework (Page et al.,
2021) were applied to identify the most relevant studies in
this field. The Scopus database was selected because it is
widely recognized as one of the most reputable sources of
scientific research due to its extensive collection of articles.
The paper is structured as follows: the methodological
approach, which explains how and where the articles
were identified; the results, which present the findings
of the systematic review based on the research question;
the discussion, which provides a critical analysis of
the outcomes of the review; and the conclusion that
summarizes the main findings and highlights directions for

future research.
2. Methodological Approach

A systematic literature review was conducted following
the PRISMA protocol (Page et al., 2021). This approach
requires researchers to establish a well-defined plan,
beginning with a clearly formulated research question.
Accordingly, a systematic review can be characterised
as a rigorous and transparent process, primarily aimed at
collecting, analysing, and synthesising findings from prior
studies undertaken by other scholars (Alcadinho et al.,
2020).

As outlined above, the PRISMA method was employed
(Page et al., 2021), with the search keywords defined as (
("Risk*" ) AND ( "Online*" OR "E-Commerce" ) AND
( "Customer™" ) ). The Scopus database was utilized, and
the following query was executed: ( ( "Risk*" ) AND (
"Online*" OR "E-Commerce" ) AND ( "Customer*" ) ).
At the initial PRISMA stage (“Identification”), the search
yielded 668 records. This number was rapidly reduced to
196 records with after the application of the two methods
(first: removing articles not relevant to the research topic
“Keyword-based”: 413 records and after that deleting
articles not relevant to the research topic “Based on the
abstract of the paper/article”: 59 records, the dataset was
reduced to 196 articles.

As no duplicate records were identified, the second
stage of the PRISMA process (“Analysis”) involved a
review of the 196 articles based on their titles and abstracts.
Of these, 50 were excluded for lacking direct relevance to
the research question, resulting in 194 remaining articles.
Among these, 64 could not be accessed due to paywall
restrictions, which constituted an exclusion criterion. In the
final PRISMA stage (“Inclusion”), 82 articles were retained
for the systematic literature review (Figure 1: PRISMA
approach)
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Figure 1: PRISMA approach
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3. Research Findings

3.1. Research Trends Over Time
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Figure 1. Number of articles published from

The chart illustrates the research trend on risk,
customers, and E-Commerce from 2021 to July 2025,
revealing notable fluctuations. In 2021, 23 studies
were recorded, and this number slightly increased
to 24 in 2022, reflecting the growing scholarly
interest in the topic. However, from 2023 onward,
the trend declined sharply, with only 18 studies
in 2023, and further dropped to its lowest point
of 13 in 2024, suggesting that academic attention
had either stagnated or shifted to other emerging
topics. Remarkably, by July 2025, the number of
studies surged back to 25, surpassing all previous
peaks. The rapid increase in recent years indicates
that OCB is an engaging topic and will continue
to be explored more extensively in the future. This
indicates that E-Commerce in the context of risk and
customer behavior remains an attractive research
topic, particularly as the business environment is
experiencing significant turbulence and emerging
risks. The strong recovery in 2025 also suggests
that scholars are re-evaluating the importance
of risk management in the global marketplace,
especially in E-Commerce with the rapid rise of
artificial intelligence. This trend opens opportunities
for deeper investigations into influencing factors
such as trust, data security and user information
protection, or customers’ adaptability in the digital
environment, thereby enriching the theoretical
foundation and providing practical implications for
both small and medium-sized enterprises as well as
major e-commerce platforms worldwide.

4

3.2. Influential academic journal

On the topic of risks faced by consumers when
using services from e-commerce platforms, most
studies have been published in journals focusing on
management, E-Commerce, and services. Among
them, Sustainability (Switzerland) accounts for the
largest share with 14.63% of total publications and
227 citations, highlighting its prominent role in
this research field. Following this, the International
Journal of Retail and Distribution Management and
the Journal of Retailing and Consumer Services
both recorded 222 citations, indicating strong
interest in online retail research. Cogent Business
and Management is also notable with 267 citations,
despite representing only 3.66% of the total articles.

In addition, the Journal of Theoretical and
Applied Electronic Commerce Research and the
Journal of Open Innovation: Technology, Market,
and Complexity also show significant influence with
71 and 94 citations, respectively. Other journals such
as Annals of Operations Research, International
Journal of Quality and Reliability Management,
and Journal of Hospitality and Tourism Technology
have fewer publications but relatively high citation
counts, with 53, 61, and 50 respectively. Overall,
these journals cover most of the publications and
citations, showing that the research is focused on a
few key journals.

3.3. The most influential country in the research
topic
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The influential countries in the research topic
are identified based on citation analysis, using the

full counting method of countries according to the
authors’ affiliations.

Table 1: Selected countries with the greatest influence on the research topic

Rank Country Number of Number of Average Total Link
Publications Citations Citations per Strength
Article
| China 12 340 283 50
2 India 12 252 21,0 61
3 Saudi Arabia 9 295 32,8 84
4 United States 8 379 474 37
5 Viet Nam 8 75 9,4 34
6 Malaysia 7 48 6,9 42
7 Jordan 5 192 384 40

The results show that China and India lead
globally in the number of studies on customer risks
in online shopping, with 12 published papers and
340 and 252 citations, respectively. The average
citations per paper are 28.3 and 21.0, respectively.
Saudi Arabia ranks second in productivity with 9
papers and 295 citations, and an average of 32.8
citations per paper. Other countries with high
research productivity include the United States,
Viet Nam, and Malaysia. However, in terms of
publication quality, Jordan is notable with the

3.4.The most influential study

. WO Sviewer

Source: Compiled by the author from VOSviewer

highest average citations per paper (38.4), although
the number of publications is still limited (5). Some
other countries also show strong research quality
based on high average citations per paper, such as
the United States (Table 1). Overall, research on
consumer risks in online shopping is concentrated
mainly in developed countries such as China, India,
Saudi Arabia, the United States, and Viet Nam.
Publications in some developing countries are also
increasing, but the numbers remain limited.

Figure 3. The most influential studies on the topic

Volume 2, Issue 5



KINH TE VA XA HOI

Although research on consumer risk in online
shopping has shown signs of decline, the most
influential works, measured by the highest citation
counts, have only appeared in recent years. The
first is the study by Qalati et al. (2021) with 226
citations, which examined Effects of perceived
service quality, website quality, and reputation on
purchase intention: The mediating and moderating
roles of trust and perceived risk in online shopping.
The second most influential article in this topic is
by Hong et al. (2021) with 162 citations. This study
explored Factors affecting customer intention to use
online food delivery services before and during the
COVID-19 pandemic. The third most influential
publication is by Kumar (136 citations). In addition,

several other studies have also made significant
contributions to the topic, such as the work of
Truong et al. (2022), which investigated How do
customers change their purchasing behaviors during
the COVID-19 pandemic? and the study of Alrawad
et al., which examined Assessing customers’
perception of online shopping risks: A structural
equation modeling—based multigroup analysis.

4. The most influential scholar

Based on the results of bibliometric analysis using
VOSviewer, the influence of authors within the
research domain can be classified into dimension:
the quality of publications, which is determined by
the number of citations.

Table 2: The most highly cited authors

Author Citations Documents Aéﬁg;slml:f
Ali, Imran 18 2 9
Almaiah, Mohammed Amin 181 2 90,5
Lutfi Abdalwali 181 2 90,5
Alrawad, Mahmaod 181 2 90,5
Asokan-ajitha, Aswathy 28 2 14
Dinesh, k. g.sofi 28 2 14
Habib, Sufyan 74 2 37
Jose, Ajay 28 2 14
Mayr, Kathrin 13 2 6,5
Naushad, Mohammad 18 2 9
Nguyen, Thi Mai Anh 16 2 8
Reji Kumar, g. 28 2 14

In assessing the influence of authors within a
research domain, the number of published works
alone does not fully reflect research quality.
Therefore, examining the number of citations
attributed to each author, as well as the average
citations per publication, is essential for a more
accurate evaluation (Trinh et al., 2025). In this
regard, Almaiah and colleagues exert considerable
influence, with 181 citations for their publications,
resulting in an average of 90.5 citations per article.
This group of authors has contributed two studies

6

on customer behavior in relation to mobile payment
technologies and perceived risk in e-commerce
(Alrawad et al., 2023). The next highly influential
authoris Sufyan Habib, whose second articlereceived
37 citations per publication. His research examined
perceived risk and technology acceptance during the
pandemic, as well as the factors influencing online
purchase intention, with consumer trust playing a
mediating role (Habib & Hamadneh, 2021; Habib
et al., 2024). Asokan-Ajitha, Aswathy, Dinesh K.
G. Sofi, and Ajay Jose also show notable influence,
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each reaching 14 citations per publication. Other
authors with high citation counts in this research
domain are presented in detail in Table 2.

Research clusters associated with consumer risks
in online shopping

The co-occurrence bibliometric analysis was
conducted for all keywords, with a minimum
occurrence threshold of three. A total of 29 keywords
met this criterion. After excluding several irrelevant

sales

keywords, the results were visualized in a network
map as shown in Figure 4. The main keywords
most frequent term in the topic is e-commerce, with
19 occurrences and 51 links. This is the central
keyword that shows strong relationships with other
factors in the topic. Among these, the most closely
related factor is perceived risk. The keyword phrase
perceived risk appears 18 times with 45 links.
Therefore, it can be seen that e-commerce is closely
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Figure 4: Research clusters on consumer risks in online shopping

connected with perceived risk in the field of online
commerce. Perceived risk is often viewed as a
result of consumers’ online shopping behavior. The
main perceived risk topics include online purchase
intention (Tarawneh et al., 2024), consumer trust in
e-commerce (Quintus et al., 2024), and the influence
of electronic word of mouth (eWOM) on purchase
decisions (Deepa et al., 2025).

The second strong connection is between
e-commerce and consumers’ online shopping.
Online shopping appears 11 times with 41 links.
Several representative studies on this relationship
include Tarawneh et al. (2024) and Quintus et
al. (2024). COVID-19 and risk perception form
the third group of closely related factors with
e-commerce, with 9 occurrences and 37 and 30
links, respectively. In addition to these three key
factors, other elements such as shopping behavior,
perception, purchase intention, and trust are also
closely linked to the research topic. Most of these
aspects function as antecedents that influence
consumer risk in online shopping. In general, many

Volume 2, Issue 5

factors are considered as antecedents of risk in
online shopping. At the same time, this topic is also
viewed as an important predictor of the number of
online shoppers, which contributes to the overall
performance of businesses and small retailers on
E-Commerce platforms. Regarding research trends
over time, the keyword co-occurrence analysis
shows several topics that have gained attention
in recent years. Figure 5 illustrates these research
trends. The dark green nodes represent topics
that have been studied earlier, followed by blue
and green nodes, while the most recent research
topics are shown in yellow. This trend is observed
during the study period from 2021 to July 2025, the
visualization highlights several emerging research
trends on consumer risks in online shopping.
E-commerce and perceived risk appear as central
nodes, indicating their pivotal role in the literature.
The close connection between perceived risk
and factors such as trust, purchase intention, and
COVID-19 suggest that risk considerations remain
at the core of consumer behavior
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Figure 5: Visualization of research trends on consumer risks in online shopping over time

studies in digital contexts. Moreover, recent years
have seen a growing focus on related constructs,
including online reviews, customer satisfaction,
and purchase decisions, which emphasize the social
and experiential dimensions of online shopping.
The presence of topics like artificial intelligence
and innovation further indicates a forward-looking
shift, reflecting how technological advancements
are reshaping the understanding of risk perception in
e-commerce. Overall, the temporal mapping reveals
a progression from fundamental issues of risk
and trust toward more complex intersections with
consumer experience and digital transformation.

5. Recommendations

Based on the above analysis, the author identifies
several research gaps that future studies may
address.

First, research on risks in online shopping has
been conducted mainly in developed countries such
as the United States and China. Although some
studies have also examined this issue in developing
countries, the number remains limited. Therefore,
future research could place greater emphasis on
developing economies, thereby providing a basis
for cross-country comparisons of consumer and
organizational behavior under different economic
conditions and cultural distances. Such work would
not only enhance the generalizability of existing
findings but also provide a solid basis for cross-
country comparisons of consumer and organizational
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behavior under varying institutional, technological,
and cultural conditions.

Second, although factors such as artificial
intelligence (Al), online reviews, innovation, and
purchase decision have been identified as related
to consumer risk in online shopping, the visual
analysis (Figure 5) indicates that studies addressing
their simultaneous interactions with perceived risk
remain scarce. Future research could therefore adopt
a more integrative perspective to investigate how
these factors interrelate and collectively influence
consumer perceptions of risk. For instance, the
interplay between Al-enabled personalization,
consumer trust, and privacy concerns could reveal
important insights into the mechanisms that
shape purchase intention in digital marketplaces.
Similarly, online reviews and social proof, when
considered together with innovation adoption and
decision-making patterns, may offer a more nuanced
understanding of consumer responses to risk in
e-commerce. Third, this study acknowledges certain
limitations that should be addressed in subsequent
research. The analysis relies exclusively on the
Scopus database, which, although comprehensive,
restricts the number of publications included.
Important contributions available in alternative
databases such as Web of Science, IEEE Xplore,
or Google Scholar might not have been captured.
Expanding the scope of data sources could provide
a more comprehensive view of the research
landscape. Moreover, this review considers only
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peer-reviewed journal articles written in English,
thereby excluding potentially valuable insights
from conference proceedings, book chapters, and
non-English publications. Incorporating a wider
variety of publication types and languages could
enrich the findings and strengthen the robustness
of future studies. Fourth, the current review
focuses primarily on qualitative and bibliometric
synthesis without conducting a quantitative meta-
analysis of the relationships among risk, trust, and
purchase intention. This constitutes a significant
gap, as a meta-analytical approach could provide
more precise and generalizable conclusions
regarding the magnitude and direction of these
relationships. Future research should therefore
employ quantitative synthesis methods to test the
robustness of theoretical frameworks and validate
the consistency of findings across different contexts
and methodological approaches. Moreover, several
emerging themes deserve closer scholarly attention.
The increasing application of Al and big data
analytics in online retail creates new challenges
for consumer risk perception, particularly in
relation to algorithmic transparency, data security,
and personalized recommendation systems.
Investigating how consumers perceive and respond
to such technologies, and how these perceptions
affect their trust and purchasing behaviors,
represents a promising avenue for future inquiry.
Likewise, the growing importance of mobile
commerce (M-Commerce) and social commerce
(S-Commerce) introduces novel dimensions of
consumer risk. For instance, issues such as app
security, payment reliability, peer influence, and
real-time interactions in social commerce platforms
may shape consumer perceptions differently from
traditional E-Commerce contexts. Expanding the
research lens to encompass these new forms of
commerce would provide a more comprehensive
understanding of consumer risk in the digital
economy. Another underexplored direction involves
the diversity of risk categories. While prior studies
have mainly emphasized financial, privacy, and

Volume 2, Issue 5

product performance risks, other forms such as
delivery risk, psychological risk, and social risk
have received less scholarly attention. These
dimensions may play an increasingly important
role in shaping consumer behavior, particularly in
cross-border e-commerce where uncertainties are
amplified by geographical and cultural distances.
Future studies should thus adopt a multidimensional
approach to capture the complexity of perceived
risk in online transactions. Lastly, moving beyond
the examination of purchase intention, future
research could extend its scope to actual purchasing
behavior, post-purchase satisfaction, and long-
term loyalty. Understanding how perceived risk
influences not only initial purchase decisions but
also repeat purchases and brand advocacy would
provide valuable implications for both theory
and practice. Moreover, the adoption of advanced
analytical techniques such as structural equation
modeling, machine learning, or big data analytics
could enhance the precision of results and reveal
deeper insights into consumer decision-making
processes.

6. Conclusion

In conclusion, while this study contributes to
consolidating knowledge on consumer risk in online
shopping, it also highlights several limitations and
opportunities for advancement. By broadening
the scope of data sources, incorporating diverse
research contexts, employing more sophisticated
methodologies, and expanding the theoretical lens,
future studies can provide richer and more actionable
insights into the complex interplay between risk,
trust, and consumer behavior in e-commerce.

Such efforts will not only advance academic
discourse but also equip practitioners with the
knowledge required to design effective risk-
mitigation strategies, foster consumer trust, and
ensure sustainable growth in the rapidly evolving
digital marketplace.



KINH TE VA XA HOI

References

Alcadinho, A., Folque, MA, & Leal-da-Costa, C. (2020). How
do we guarantee the quality of an investigation? - The role
of systematic literature review. In LP Nico & Bravo Nico
Educacio Alentejana (pp. 77-82). IN FACT EDITORS.
http:/hdl.handlenet/10174/29365

Alrawad, M., Lutfi, A., Alyatama, S., Al Khattab, A., Alsoboa,
S. S., Almaiah, M. A., Ramadan, M. H., Arafa, H. M,
Ahmed, N. A, Alsyouf, A., & Al-Khasawneh, A. L. (2023).
Assessing customers’ perception of online shopping risks:
A structural equation modeling—based multigroup analysis.
Journal of Retailing and Consumer Services, 71, Atticle
103188. https://doi.org/10.1016/} jretconser.2022.103188

Alrawad, M., Lutfi, A., Almaiah, M. A., & Elshaer, I A. (2023).
Examining the influence of trust and perceived risk on
customers’ intention to use NFC mobile payment system.
Journal of Open Innovation: Technology, Market, and
Complexity, 9(2), Article 100070. https:/doi.org/10.1016/.
joitme.2023.100070

Chang, H. H., Wang, I. C., & Yang, W. Y. (2019). The impact
of e-service quality, customer satisfaction and loyalty on
e~commerce. International Journal of Electronic Commerce,
23(3), 123-152. https://doi.org/10.1080/10864415.2019.16
03917

Cheah, C. W, Koay, K. Y., & Lim, W. M. (2024). Social
media influencer over-endorsement: Implications from a
moderated-mediation analysis. Joumal of Retailing and
Consumer Services, 79, 102750. https:/ideas.repec.org/a/
eec/joreco/v79y2024ics0969698924001279 html

Dowling, G.R., & Staelin, R. (1994). Amodel of perceived risk
and intended risk-handling activity. Journal of Consumer
Research, 21(1), 119-134. https:/doi.org/10.1086/209386

Deepa, M., Ghosh, M., Rani, R. I, & ... (2025). Digital era:
The effect of electronic word of mouth on consumer
purchase decisions. Intemational Joumal of Intelligent
Enterprise, 12(2), 171-189. https/Awvww.researchgate.
net/publication/338984000 THE IMPACT OF _
ELECTRONIC_WORD OF MOUTH_ON _
CONSUMERS PURCHASING INTENTION

Glover, S., & Benbasat, . (2010). A comprehensive model of
perceived risk of e-commerce transactions. Intemational
Journal of Electronic Commerce, 15(2), 47-78. https:/doi.
org/10.2753/JEC1086-4415150202

Hong, C., Choi, H. (Hailey), Choi, E.-K. (Cindy), & Joung, H.-
W.(2021). Factors affecting customer intention to use online
food delivery services before and during the COVID-19
pandemic. Journal of Hospitality and Tourism Management,
48, 509-518. https:/doi.org/10.1016/jjhtm.2021.08.012

Harish Kumar; Augmented reality in online retailing: a
systematic review and research agenda. International Journal
of Retail & Distribution Management 27 April 2022; 50 (4):
537-559. https://doi.org/10.1108/IJRDM-06-2021-0287

Habib, S., & Hamadneh, N. N. (2021). Impact of perceived

10

risk on consumers’ technology acceptance in online grocery
adoption amid COVID-19 pandemic. Sustainability,
13(18), Article 10221. https:/doi.org/10.3390/su131810221

Habib, S., Alkhuraydili, A., Haider, A., & Khan, M. A. (2024).
Identifying factors of online shopping and influence on
purchase intention of product among Saudi consumers: The
mediating role of consumer trust. Journal of Infrastructure,
Policy and Development, 8(10), Article 6437. https:/doi.
org/10.24294/jipd.v8i10.6437

Iskamto, D., & Rahmalia, K. F. (2023). Customer review,
influencer endorsement, and purchase intention: The
moderating role of brand image. Shirkah: Joumal of
Economics and Business, 8(3), 234-251. https:/shirkah.
orid/new-ojs/index. php/home/article/view/601

Kim, J, & Lennon, S. J. (2013). Effects of reputation
and website quality on online consumers’ emotion,
perceived risk and purchase intention. Journal of Research
in Interactive Marketing, 7(1), 33-56. https:/doi.
org/10.1108/17505931311316734

Kumar, S, & Nayak, J. K. (2024). Understanding the
intricacies of risky indebtedness, impulse buying and
perceived risk in buy-now-pay-later adoption. Asia Pacific
Journal of Marketing and Logistics, 36(7), 1697-1716.
https://www.emerald.com/insight/content/doi/10.1108/
APIML~08-2023-0759/full/html

Laudon, K. C., & Traver, C. G. (2017). E-commerce 2017:
Business, technology, society (13th ed.). Pearson. https:/
library.uniq.edu.ig/storage/books/file/Kenneth C
Laudon, Carol Guercio Traver - E-Commerce 2017
(2017, _Pearson)/1665654249Kenneth C__ Laudon,
Carol_Guercio Traver - E-Commerce 2017 (2017,
Pearson).pdf

Liao, C., Lin, H. N, Luo, M. M., & Chea, S. (2021). Factors
influencing online shopping intention: The role of perceived
risk and trust. Information & Management, 58(3), 103—
131. https://wwwi.researchgate.net/publication/311893341
Factors_influencing Online Shoppers' Repurchase
Intentions The Roles of Satisfaction and Regret

Mou, J., Shin, D. H., & Cohen, J. (2017). Trust and risk in
consumer acceptance of e-services. Electronic Commerce
Research, 17(2), 255-288. https:/doi.org/10.1007/s10660-
015-9196-5

Majeed, K., & Samorin, M. C. (2025). Spending patterns
and financial risks among ‘Buy Now, Pay Later’ (BNPL)
consumers. Psychology and Education: A Multidisciplinary
Jounal, 39(6), 780-787. https//wwwuresearchgate.
net/publication/392478206 Spending Patterns
and Financial Risks among %27Buy Now Pay
Later%27 BNPL Consumers

OECD. Understanding the potential scope, definition
and impact of the WTO e-commerce Moratorium. In
E-Commerce Strategy; OECD iLibrary: Paris, French,

January 2026



ECONOMY AND SOCIETY

2023. Available online: https://www.oecd.org/content/
dam/oecd/en/publications/reports/2023/10/understanding-
the-potential-scope-definition-and-impact-of-the-wto-e-
commerce-moratorium_1al5ea94/59ceace9-en.pdf

Page, M. ], McKenzie, J. E., Bossuyt, P. M., Boutron, L,
Hoftmann, T. C., Mulrow, C. D, ... & Moher, D. (2021).
The PRISMA 2020 statement: an updated guideline for
reporting systematic reviews. BMJ, 372, n71. https:/doi.
org/10.1136/bmjn71

Phamthi, V. A, Nagy, A., & Ngo, T. M. (2024). The influence
of perceived risk on purchase intention in e-commerce—
Systematic review and research agenda. Infernational
Journal of Consumer Studies, 48(4), €13067. https:/doi.
org/10.1111/ijes. 13067

Qalati,S.A., Vela, E. G, Li, W,, Dakhan, S.A., Hong Thuy, T. T,
& Merani, S. H. (2021). Effects of perceived service quality,
website quality, and reputation on purchase intention: The
mediating and moderating roles of trust and perceived risk
in online shopping. Cogent Business & Management, 8(1).
https://doi.org/10.1080/23311975.2020.1869363

Quintus, M., Mayr, K., & ... . (2024). Managing consumer trust
ine-commerce: Evidence from onlineretailing. International
Joumnal of Retail and Distribution Management, 52(10—
11),  1038-1056.  https://www.emerald.com/ijrdm/

Volume 2, Issue 5

article/52/10-11/1038/1213263/Managing-consumer-trust-
in-e-commerce-evidence

Tuban, E, & King, D. (2004). Introduction to
e-commerce. Pearson Prentice Hall. http:/ndl.ethemet.
edu.et/bitstream/123456789/88752/1/2017_Book
IntroductionToElectronicCommerpdf

Truong, D., & Truong, M. D. (2022). How do customers
change their purchasing behaviors during the COVID-19
pandemic? Joumal of Retailing and Consumer
Services, 67, Atticle 102963. https:/doi.org/10.1016/.
jretconser2022.102963

Trinh, T. H, Tran, H. U. T, & Nguyen, V. A. (2025).
Organizational citizenship behavior in the hotel sector: A
bibliometrics approach. Hue University Journal of Science:
Economics and Development, 134(5A), 27-44. https:/doi.
org/10.26459/hueunijed.v134i5A.7673

Tarawneh, M. A., Alsoud, M. A, & ... (2024). The impact
of attitude, subjective norms, perceived risk, and trust on
online shopping intention. Intemational Journal of Data and
Network Science, 8(4), 2677-2684. https:/growingscience.
com/beta/ijds/7194-the-impact-of-attitude-subjective-
norms-perceived-behavioral-control-and-perceived-risks-
on-intention-in-online-shopping-in-jordan.html

11



KINH TE VA XA HOI

CAC KHIA CANH RUI RO TRONG THUONG MAI PIEN TU":
TONG QUAN HE THONG TAI LIEU

Lé Minh Hoang

Khoa Quan Tri Kinh Doanh
Truong Pai Hoc Lao Bong — Xa Hoi (CSII)
ROR: https://ror.org/04erjjt33
Email: hoanglm@]ldxh.edu.vn
ORCID iD: htps=//orcid.org/0009-0005-9597-6499

Lich sir bai bao

Ngay nhan bai:  08/10/2025
Ngay phan bién:  28/10/2025
Ngay tac gia stra:  30/11/2025
Ngay duyét dang: 14/01/2026
Ngay phat hanh:  30/03/2026

DOI:htps://doi.org/10.64223/tvj.e2026.v2.i5.a66

TAP CHi KHOA HQC TRUONG PAI HOC TRUNG VUONG

Tém tit:

'ghién ciru nay nham téng hop qua trinh phat

trién va murc do anh huong cua cdc chiéu kich
riii ro trong linh viee thirong mai dién tir. Tong cong
668 bai bdao dwoc thu thdp ti co so dir liéu Scopus.
Théong qua phdn tich thw muc hoc (Bibliometric
Analysis) véi s hé tro ciia VOSviewer va Excel,
nghién ciru ldp ban dé dién tién cdc cong trinh trong
giai doan 2021-2025, cho thdy sw gia tang dding ké
vé khoi liwong cong bé bat dau tir nam 2021. Két qua
phan tich lam néi bdt hiéu qua nghién civu, bao gom
cdc nha xudt ban/tap chi ¢é anh hieong nhat, cac
céng bo dwoc trich dan nhiéu nhat va cac quéc gia
¢6 san lwong cong bé cao nhat. Bén canh dé, nghién
curu xdc dinh cdc yéu 16 then chét c6 lién hé chat ché
voi hanh vi ngueoi tiéu dung trong thuwong mai dién
tir—déng vai tro nhw cdc yéu té tién dé hodc hé qua.
Cudi cing, nghién ciru phén tich xu hiéng chi deé,
chi ra cdc khodng trong nghién ciru va dé xudt mot
s6 dinh hwéng cho cdac nghién ciru tiép theo.

Tw khéa: Cdc chiéu kich rui ro; Thuong mai dién

tir; Doanh nghiép—nguoi tiéu dung (B2C); Hanh vi
ngueoi tiéu ding trec tuyén, Ban 1é triec tuyén.
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