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Abstract

Online group buying is a new emerged recently. The purpose of this research is to
examine the risk perception and risk reduction strategy in online group buying context. The
moderating effects of gender and product category (search and credence) were also
considered. The results suggested that “shopping” can be used to reduce performance risk.
For search products, “shopping” was used to reduce performance risk, “free sample” was used
to reduce physical risk and “shopping” and “free sample” were used to reduce financial risk.
For credence products, “brand loyalty” can be used to reduce performance risk, while “word
of mouth” can be used to reduce social risk. In addition, males are more likely to use
“shopping” in reducing performance and psychological risk, while “brand loyalty” were more

likely to be used by females to reduce performance risk.

Keywords: Online Group-Buying, Perceived Risk, Risk Reduction Strategy, Product Category,
Gender



