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ABSTRACT

Cross-border e-commerce (CBRC) is increasingly affecting the value of traditional trade due to its 
rich variety, convenient operation, and freedom from time and space restrictions and has also changed 
consumer shopping habits. However, the development of CBEC still faces many problems, resulting 
in domestic consumers’ willingness to consume on CBEC platforms not being high. Based on the 
above background, the research content of this paper is the influence of consumer trust on purchase 
intention based on perceived risk of CBEC platforms. In this paper, a questionnaire survey is used to 
collect data for simulation. The results show that from the regression results of the five dimensions 
of trust on purchase intention, the adjusted R2 is 0.466, indicating a high degree of fit. When the 
exploratory value in perceived promotional gains is high, it will leave consumers in an irrational state 
and weaken the perception of risk.
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1. INTRodUCTIoN

Trade globalization is not only developing at a rapid pace, but also has a very high degree of depth. 
Consumers are no longer confined to domestic products when choosing products, and some high-
quality overseas products have also entered the public’s vision (Liu et al., 2019). Earlier, the channels 
for consumers who were involved in Haitao to obtain overseas products were limited to traditional 
transfer companies, human backpackers, and purchasing methods, but poor logistics experience, 
frequent half-month receiving cycles, and high Logistics costs are prohibitive for many people.

With the increasing share of CBEC in e-commerce year by year, e-commerce platforms are 
springing up (Lu & Wang, 2016; Wang, 2017). However, due to the relatively new rise of CBEC 
platforms, the perspective of foreign scholars often falls on the enterprise level (Humair et al., 2016; 
Wang et al., 2017). However, the development of domestic CBEC is relatively new. Tmall global, 
Shunfeng optimization, Jumei premium products, tiantianguoyuan and other enterprises officially 
carry out CBEC business for a short time. Scholars mostly analyze and comb from macro policies, 
and lack of research on CBEC platforms from the perspective of consumers (Agrawal & Fox, 2016; 
Wang et al., 2018). In addition, the development of CBEC platforms has been challenged due to the 
restrictions in various aspects such as the early stage of industry development and backward Internet 
management means (Alsaad et al., 2018; Kang et al., 2016). How to make CBEC platform start from 



Journal of Global Information Management
Volume 30 • Issue 3 • July-September 2022

2

itself, find better marketing measures and improve the marketing efficiency of the platform needs to 
be solved (Aljukhadar & Senecal, 2016; Kim, 2017).

Jia used the geophysical and personal mobile phone data of 157358 victims of the Ya’an earthquake 
in 2013 to diagnose the impact of the disaster and investigate the actual risk change behavior. Higher 
seismic intensity does not limit human activities, but leads to the increasing use of communication 
applications, functional applications (and feature applications). Combining the mobile data with the 
field survey (n = 2000) completed one week after the earthquake, the instrumental variable analysis 
shows that only the increase of happy behavior can reduce the perceived risk. Therefore, hedonic 
behavior may become a strategy for coping with and recovering population size, which is often ignored 
in risk management and policy considerations (Jia et al., 2017; Slovic, 2016). The risk of personal 
privacy disclosure will prevent consumers from using lbs, but little attention is focused on how to 
reduce the perceived privacy risk of using lbs. Wang’s research focuses on the impact of consumer 
quality perception on LBS trust, thus affecting perceived privacy risks and the intention of using lbs 
continuously. Through the market survey website, 1399 valid questionnaires were collected.Structural 
equation model analysis is applied to the data. Structural equation model analysis is applied to data.
(José, 2017; Wang & Lin, 2016). Using panel data from 2007-2009 consumer finance survey, Schooley 
studied the changes of people’s perceived and realized risk tolerance after the financial crisis (Ji & 
Guo, 2015). Households with lower risk tolerance are more likely to reduce their portfolio risk, and 
vice versa. In addition, households with reduced wealth are more likely to experience lower risk 
tolerance, and vice versa(Mittendorf, 2017; Schooley & Worden, 2016).

After reading a lot of relevant literature in this article, it is found that most of the domestic and 
foreign research on consumers’ online shopping willingness is qualitative research. Conclusion There 
will be some enrichment of related theoretical research in the field of e-commerce, and the study of 
consumer willingness in consumer behavior also adds some research perspectives.

2. PRoPoSEd METHod

2.1 CBEC Platform
Information flow, capital flow and logistics of traditional international trade are separated, and B2C 
e-commerce can be completed on one platform, and can be carried out at the same time (Gonçalves 
et al., 2017; Ji et al., 2016). (Prisha et al., 2017; Y. C, 2016). Compared with traditional trade, CBEC 
has many advantages, such as many categories of products,simple and diverse payment methods, 
and faces global consumers, with huge market potential; because of mastering more customer data, 
enterprises are more able to produce customized products (Gelrandy et al., 2016; Yang et al., 2017). 
The comparison of the existing main operation modes of CBEC in China is shown in Table 1.

CBEC in the trade pattern removes the spatial and geographical barriers between trading entities, 
making it possible for borderless consumer products between countries, and CBEC is directly affecting 
the transformation of the world economy (Kshetri, 2018; Lv et al., 2017; Sheng-Zan, 2016). As 
for the main body of enterprises, the rise of CBEC has provided enterprises with more diversified 
business models for more open, multi-dimensional and three-dimensional import and export trade 
(Hsu, 2016; Xiaofei, 2017). The inflow of overseas goods and the outflow of Chinese products 
can be circulated on the international market through more channels, which promotes the optimal 
allocation of resources between different countries and regions, which is beneficial to achieving a 
win-win situation between enterprises (Cleynenbreugel, 2017; Guo et al., 2020; Huang, 2017). For 
consumers, it is more convenient to purchase and use high-quality and cheap products from overseas, 
which provides a wider international perspective (Krämer, 2016; Vakeel et al., 2016).
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2.2 Perceived Risk
The operation of the system is easy to use in CB online shopping applications in two aspects: the 
operation interface of CBEC platform is clear and smooth, the functions are simple and easy to use; 
and the perfect service platform. The imperfect function of the service platform may directly lead 
to the lack of some functions of the CBEC platform, which is crucial to the system ease of use of 
CB online shopping (Lv et al., 2018). For example, the current financial service platform cannot 
provide consumers with installment payment services such as “Huabei installment” through the 
CBEC platform. Consumers with weak economic capacity can only make loans through other ways 
first, so as to purchase high-value goods on the CBEC platform, increasing the difficulty of use. At 
present, CBEC does not have freight insurance service, so it is impossible for consumers to increase 
purchase guarantee through “one click Check” like domestic e-commerce platform consumption, 
and the lack of function increases the difficulty of using the operation platform. We should also see 
that in response to the problem of CBEC customs clearance, Beijing Customs has opened a public 
information platform, and Hangzhou CBEC comprehensive pilot zone has implemented the “one 
key customs declaration” business. The optimization and improvement of service platform is also 
reducing the difficulty of CB online shopping for consumers.

According to the theory of perceived risk, we know that even the common consumption behavior 
can not avoid the risk. In every consumption decision-making process, consumers need to evaluate the 
consumption risk, and determine the final consumption behavior by comparing the possible risks and 
psychological expectations of consumption behavior. After the emergence of network consumption, 
not only does it not reduce the consumption risk. On the contrary, due to the information asymmetry 
between buyers and sellers of Internet transactions, consumers can not fully evaluate the attributes of 

Table 1. The main operating models of China’s CBEC

Mode The way Advantages Disadvantages Representative 
website

Overseas 
purchasing 
model

Overseas 
purchasing 
platform

Rich variety and large 
user flow

Doubt the real qualification 
of businessmen; establish full 
competitive advantage

Taobao Global 
Purchase, JD 
Overseas Purchase

Friends circle 
shopping User stickiness The model is not sustainable

Proprietary 
B2C mode

Comprehensive 
self-operated B2C 
platform

Strong ability in 
CB supply chain 
management

Significantly affected by industry 
policy changes

The Amazon, No. 1 
sea purchase

Vertical self-
supporting B2C 
platform

Decline in supplier 
management 
capability

Early stage needs larger funding 
support

COFCO I buy nets, 
honey buds

Direct hair / direct shipping 
platform mode

Negotiate agreements 
directly with reliable 
overseas suppliers 
with great potential

Slow investment attraction, 
insufficient initial capital and 
large initial capital demand

Tmall International, 
Ocean Terminal, 
CB Connect, 
Suning Global 
Purchase

Shopping guide / rebate platform 
model

Lighter model and 
easier business

In the long run, there is greater 
uncertainty in scaling up

55 Haitao, Yitao.
com, Ocean City

Overseas merchandise flash sale 
model

Form the platform 
advantage of 
traffic resource 
concentration

High requirements on the control 
of supply and logistics; high 
requirements on the ability of 
front-end users to divert and 
convert

Mitao.com, Tmall 
International, Jumei 
Premium
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goods before consumption, and the potential risk of online shopping is more than offline shopping 
risk. The actual risk of online shopping exceeds expectations and will turn to offline shopping. This 
risk perception will make consumers reduce the transaction frequency for self-protection. The impact 
mechanism of CB transactions is more complex, which also determines that the risk of CBEC will 
be higher than that of traditional e-commerce (Zhu et al., 2020). Therefore, even online shopping 
consumers will be deterred from CB online shopping.

2.3 The Influence of Consumer Trust on Purchase Intention 
of CBEC Platform Based on Perceived Risk
The multi-dimensional structure of perceived risk is shown in Figure 1.

Perceived process risk is consumers’ risk cognition of CB online shopping process; perceived 
result risk is consumers’ risk cognition of CB online shopping results. From the connotation of 
category, we can see that perceived environmental risk affects perceived process risk and perceived 
result risk. At the same time, perceived outcome risk is affected by perceived process risk, which 
constitutes the whole concept of perceived risk. Consumers’ evaluation of risk will change with 
different transaction stages. That is to say, in different transaction stages, the dimensions and intensity 
of consumer perceived risk are different. Based on the dynamics of perceived risk and the shortcomings 
of existing models, two key nodes in the model are intercepted for further study, as shown in Figure 2.

In view of the many factors involved in the formation of perceived risk, the first is the dynamic 
research of perceived risk in multi-stage decision-making of CB online shopping consumers. Based 
on the specific multi-stage decision-making situation of CB online shopping, the study of consumers’ 
perception of ordering, payment and logistics Changes in different dimensions of risk and comparison 
in different contexts (Qu et al., 2015); Second, the coupling research on perceived risk of CB online 

Figure 1. Multidimensional structure of perceived risk presentation
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shopping consumers’ multi-stage decision-making: Aiming at the innovative subject of “perceived 
risk coupling”, the existing research framework of risk coupling is used for reference. The system 
analyzes the coupling mechanism of perceived risk, and conducts useful exploration in the interaction 
of the factors that influence the coupling of perceived risk.

Compared with traditional offline shopping and domestic online shopping, CB online shopping 
is undoubtedly a “risk event” due to the expansion of shopping scope and unfamiliar shopping 
situation. The powerful deterrence of Murphy’s law makes many consumers cautious in CB online 
shopping. Even in the face of small probability events such as payment password leakage, bank card 
swiping, lost goods, etc., they will think that there is a great possibility of occurrence, that is, after 
the objective risk of the small overview is processed by human brain information, it may produce 
the amplified perceived risk; in addition, in addition to the amplification of risk intensity, Under the 
effect of Murphy’s law, some consumers will associate the causes and structural relationships of risks. 
For example, the packaging damage in the transportation of goods may affect the quality of goods 
and thus endanger the safety of use, that is, from perceiving financial risks to perceiving physical 
risks. Therefore, Murphy’s law has a strong psychological effect, which affects consumers’ subjective 
cognition of risk intensity and risk structure, and makes consumers’ perception of risk coupled.

In CB online shopping, “order payment logistics” is not only the basic transaction process, but 
also the three decision-making stages that consumers must make. First of all, there is a certain time 
series between the three stages of decision-making, that is, consumers’ order decision, payment 
decision and logistics decision are not made at the same time, but in the order of business relations, 
which provides the possibility for the formation and role of psychological set. Secondly, there are 
certain similarities and differences in the three decision-making stages, that is, although there are 
objective differences in the risk situation of the three links of ordering, payment and logistics, many 
CB shopping websites often provide “one-stop” and “one-stop” services to optimize the shopping 
experience of consumers. Under the influence of psychological stereotype, due to the change of risk 
status in different decision-making stages, some consumers will be based on the same website and 
similarity, and other consumers will perceive the risk in the later stage, so that the perceived risk 
in the later stage is restricted by the perceived risk in the earlier stage, resulting in cognitive bias. 
However, no matter which direction, psychological stereotype will lead to the mutual influence of 
perceived risk in the first and second stages.

3. EXPERIMENTS

3.1 Experimental Setup and Environment
The purpose of this paper is to study the influence of consumer trust on purchase intention and the 
intermediary effect of perceived risk between them. From the theoretical review, this paper confirms 
that perceived information quality, perceived privacy protection, perceived security protection, third-

Figure 2. Two key points of continue research
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party authentication, website reputation are different observation dimensions of consumer trust. 
Firstly, this paper reviews the related industry reports of CBEC websites, and selects more mature 
market areas for the people with higher consumption frequency. Then through the literature reading, 
select the test indicators of variables. Through pre investigation, eliminate the low quality indicators, 
and complete the purification of the scale. And further exploratory factor analysis to see whether 
the theoretical framework is reasonable. Then, a formal questionnaire was conducted. The overall 
statistics and descriptive statistics of the scale are carried out, the reliability and validity of the data 
are tested, and the research hypothesis is constructed and verified.

3.2 Subjects and data Sources
Taking the CB B2C e-commerce market as the research point and the CBEC website as the media, 
only including the CB import and retail in CBEC transactions, excluding the CBEC B2B part. The 
main consumers of CB online shopping are people who like CB online shopping mostly work in 
wholly-owned, joint-venture or foreign-funded enterprises, and generally have a higher education 
level (Chin et al., 2016). Most families have a monthly income of more than 11000 yuan. At present, 
the CB shopping population is mainly high educated and high-income people. The consumers with 
bachelor’s degree or above accounted for 72% of the total overseas Taoists, and the consumers 
with monthly household income of more than 10000 yuan accounted for 82%.But the main force 
of overseas Taoists is still 28-35 years old. This paper chooses a mature CBEC platform consumer 
market field - Shanghai, aged 20-40 years old, with higher education background as the research 
object. The investigation started on May 1, 2019 and ended on May 25, 2019. The respondents are 
mainly consumers aged 23-40 (Bachelor degree or above) in Shanghai. The distribution and recycling 
methods of the questionnaire include: entrusting friends and classmates to distribute and recycle, 
and electronic distribution and recycling methods of questionnaire stars. The selection criteria of the 
questionnaire are: 45 items without CBEC platform shopping experience and all options are the same 
in the formal questionnaire are excluded. A total of 386 questionnaires were sent out, 375 of which 
were recovered, with a recovery rate of 96.6%; 267 of which were valid, with a recovery rate of 72.3%.

4. dISCUSSIoN

4.1 Regression Analysis
In this paper, the sample data is standardized, and the research hypothesis that perceived usefulness, 

perceived ease of use and perceived risk affect purchase intention is verified by regression analysis. 
The processing results are shown in Table 2.

The regression analysis is shown in Figure 3.

Table 2. Regression Analysis

Dependent 
variable

Independent 
variable

Nonstandardized coefficient Standardization
t Sig

B Standard error Beta

Online shopping 
willingness

Constant 3.482 0.262 13.318 0.000

Perceptually useful 0.334 0.068 0.382 4.852 0.000

Easy to use 0.145 0.069 0.166 2.114 0.037

Perceived risk -0.357 0.069 -0.333 -5.241 0.000
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Combining Table 2 and Figure 3 shows that the coefficients of the regression models in this 
study are all above 0.1, and the sig.According to the regression results, we believe that perceived 
usefulness and perceived ease of use have a positive effect on CB online shopping willingness, 
and that the perceived usefulness is more significant than the positive effect of perceived ease of 
use (0.334> 0.115). It means that for consumers, perceived usefulness is more stimulating to their 
consumption than perceived ease of use. By increasing product categories, reducing consumer prices, 
and increasing consumption efficiency, it is easier for consumers to generate consumer willingness. 
Perceived risk has a significant negative effect on the willingness to buy online, and the influence 
factor on the willingness to buy online across borders is 0.359, indicating that the risk factor is also 
the most sensitive factor for consumers. The current weak consumer demand for imported CBEC 
is inseparable from consumers’ concerns about economic, psychological, social, and privacy risks. 
Through empirical analysis, the correctness of hypotheses H1, H2, and H3 was verified again.

4.2 Test of H2 Hypothesis
The research examines the coupling effect of supply chain relationships and product characteristics 
on perceived risk. The repeated measurement variance method using a 2 × 2 two-factor mixed 
experiment design is shown in Figure 4.

It can be seen from the figure that the coupling direction of perceived risk can be tested by the 
positive and negative differences before and after the coupling of perceived risk. The average value 
of perceived risk difference (TZ1) of functional products in close supply chain relationship is - 1.111 
< 0, indicating that the coupling direction is negative; in loose supply chain relationship, the average 
value of perceived risk difference is 1.357 > 0, indicating that the coupling direction is positive, so 
the hypothesis of H2A and H2B is supported. Under the close supply chain relationship, the average 
value of perceived risk difference of characteristic products is -0.222 < 0, indicating that the coupling 
direction is negative; under the loose supply chain relationship (GX2), the average value of perceived 
risk difference is -0.101 < 0, indicating that the coupling direction is negative, so H2C hypothesis is 
not tenable, while H2D hypothesis is tenable.

4.3 Analysis of the Influence of Consumer Trust on Purchase Intention
Taking trust as independent variable and purchase intention as dependent variable, the regression 
analysis of consumer trust on purchase intention is shown in Figure 5.

Figure 3. Regression analysis chart
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The regression analysis is based on five dimensions: trust, third-party authentication, website 
reputation, perceived security protection, perceived privacy protection and perceived information 
quality. Results as shown in the above table, except for the third-party certification, the other four 
dimensions passed the significance test (significance level is 0.01). Therefore, there is a significant 
linear relationship between website reputation, perceived security protection, perceived privacy 
protection, perceived information quality and response variables. The change of independent variable 
can better explain the change of purchase intention. According to the regression results of trust 
degree to purchase intention, the adjusted R2 is 0.466, with a high degree of fit. From the regression 
effect, F value reached 47.963, reaching a significant level, with a significant level of 0.00. From the 
regression coefficient, website reputation, perceived security protection, perceived privacy protection 

Figure 5. Regression analysis of consumer trust and purchase intention

Figure 4. Comparison on perceived risks coupling effect
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and perceived information quality have a significant positive impact on purchase intention, while 
third-party authentication has no significant impact on purchase intention.

4.4 The Moderating Effect of Perceived Promotion Revenue
In order to verify whether the perceived promotional profit significantly affects the willingness to CB 
online shopping, and to verify the effect of the perceived promotional profit on perceived usefulness, 
the adjustment analysis of the perceived promotional profit is shown in Figure 6.

The results of multiple linear regression show that perceived promotion gains have a significant 
positive impact on CB online shopping willingness, which verifies the correctness of the research 
hypothesis H6. In the process of promotion, consumers can benefit from it, and it is easier to build a 
good impression of CBEC platform. Under the stimulation of price promotion and external pressure, 
it produces impulsive consumption psychology. Therefore, we believe that the operators of CBEC 
platforms are good at using promotional activities to increase consumers’ perceived promotional 
profits and achieve the purpose of increasing new users. According to the regulatory effect analysis, 
we found that perceived promotion benefits play a positive regulatory role in perceived usefulness, 
perceived ease of use and CB online shopping willingness, and a negative regulatory role in perceived 
risk and online shopping willingness. When the exploratory value of perceived promotion gains is 
high, it will make consumers in an irrational state and weaken the perception of risk.

5. CoNCLUSIoN

This paper constructs a CBEC purchase intention model. This paper explores the current development 
of CBEC from the perspective of consumers, and points out the specific problems including weak 
promotion ability, poor usefulness, poor usability and high risk. Due to the short development of 
CBEC platform, most of the relevant literature is theoretical data. Based on the empirical model, 
this paper explains the reasons for the low level of development of import CBEC, and appropriately 
supplements the theoretical and empirical research of CBEC.

There are still some shortcomings in this paper. This paper does not consider the demographic 
characteristics of consumers, and it has some limitations to explain the specific consumption intention 
of consumers with different characteristics. Because in the actual process, the personal characteristics 

Figure 6. Adjustment Analysis of Perceived Promotional Profits



Journal of Global Information Management
Volume 30 • Issue 3 • July-September 2022

10

of consumers will also have an impact on the willingness to consume, but there is no more detailed 
and in-depth distinction for consumers in this paper. And the three regulatory variables selected in 
this paper, such as perceived promotion gains, perceived popularity and cultural values, are only 
factors that can explain the real problems according to the analysis, and cannot cover all factors that 
affect the change of consumption intention.
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