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ABSTRACT

Recently, with the economy and the information communication technology developed, the e-commerce
market grows continuously. A meta-analysis refers to a statistical literature synthesis method from the
quantitative results of many known empirical studies. We conducted a meta-analysis and review of between
perceived risk to criterion variable on e-commerce researches. This study focused a total of 25 research
papers that established causal relationships in between perceived risk to criterion variable on e-commerce
published in Korean academic journals during 2000 and 2014. The result of the meta-analysis might be
summarized that the effect size in the path from perceived risk to the criterion variable with the effect size
-0.251. Based on these findings, several theoretical and practical implications were suggested and discussed
with the difference from previous researches.
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