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Abstract

With the globalization of Internet technology, cross-border e-commerce has developed rapidly
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with its features of rich varieties, convenient operation, and being free from time and region re-
strictions. More and more consumers buy overseas goods through cross-border import platforms.
However, compared with traditional domestic e-commerce, issues existing in goods, logistics, af-
ter-sales service, payment, and other aspects of cross-border e-commerce influence consumers’
trust in cross-border import e-commerce, thus affecting their purchase intention. Therefore, it is
necessary to study the influence of consumer trust on cross-border import shopping intention. On
the basis of reviewing the research on consumer trust and various factors affecting the purchase
intention of cross-border import consumers, the paper builds a model and puts forward hypo-
theses. The data is collected by questionnaire survey and processed and analyzed by SPSS. The
results show that: In cross-border import online shopping, the administrative supervision in in-
stitutional trust has little influence on consumers’ purchase intention, while legal and technical
guarantees, complaint feedback mechanisms, and third-party payment have a significant influence
on consumers’ purchase intention. At the same time, the experience of using the platform, the
reputation of merchants, and the service quality of the platform have significant impacts on the
purchase intention of cross-border import consumers, while the merchant scale doesn’t. In the
end, based on the conclusions, corresponding management proposals are put forward to promote
the healthy and orderly development of cross-border import e-commerce.
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FHRF — PR R H AT R . FIa, AT (2014)ERT FERE R b, Jext B iR e R E B B il 7%
BRI RN €, 5 U R bR AR T 2 R A R A R AR A AR N R
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182 NEMBUR . ATWRSSSEHEAT A SRR, Jydilb RIS, ol A Dol A i s ool 12 4 1) 12
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FLRAE IR ot R BSOS B B B e 95 S5 5 TS SRAF CEAR K AN E TR 3R - S SR 2%
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5o PFTUAMERSBEIRIAIAET T, 8 2 A5 AR XAt AT TE 2 1 7 it B0 S T B S M PR R 0 D i 5 L i ol
R AR BRI T 37 T 17

g3 b, ASSCIUR A SCHRAT FUV 3 i T Bise, M B AR AR IR D ) 2 1 A2 A SEAIE 73 Ak B A
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i WS S5 L T A 9 9 {5 A2 T BT 2 A S R Y S T TR AT A i
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211 HBREEENEE
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BRATDUE AT N3 BT L, ARAUNIE— 4R 78, T2 2 AR TR I o

MIHEAT 4 EERE ARk, Williamson (1985) 1A {4 1l & 45 B mT LA R L AUEAE . D AEIES
HITEBAE[7] . TRAEID(2003) 14 A5 AT SRUFAEAS AR HEFE 73 Ay T ARRHE 1R A RS 1] B2 (15 4 [8] - 1 ##(2009)
IS AE I 4 B AT DASY NAE AR . S AR A BREAE[9]. B4 5 (2013) A A A AT (A 2 448 5 ] LA
I NNBMEAE . BARMEAEFH (S AE[10]. ZEBRTE(2014) N 95 AF AT LUK Ak [X 5 o B3 AR AT B [11] o AT
WK (2015) I N E AT AL S AT AR FASAT M [12] . FEBEFH (2019) IAZ AT [F) 4045 AT 4 9 Ha i T B (S AT
) A A ATA ) LA B 4 288 B4 58 ) FE A5 AT [13]

MHEAT B HARFZ A K K0 50K G, Dan (2008) K- FE AL MM R & 70 A3 T 45 R G DiRs).
ETAANMEY AR Z5055). E TSR ARE. BAZARY)HE[14]. 77 HERSE A (2010)
B NHI R RN EIE. SO AR RS MO RS NS EWR . 2505%5) . Rols:
JiIR R (LT RE 1. PR RRAE . AR BE AL ) DA R 0 b 4 0E (0 3 AR 55 2 . B RAIRCSK) [15]. 15445(2010)
WE AT B PR 25 n] BAR 43 R 88 =T Ak (B8 =T AR £ AR5 LKA NRHIE (B AR Im) « & F il ) 22
%) [16].
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Table 1. Specific influencing factors of consumer trust
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Figure 1. Theoretical model diagram of this paper
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Sy BVREIRIEYE, BT CAERSBERE MO MG TR, 1 238 (5 A0 T 5K R A B0 I 2t B H A Rl [ 17 ] i 2
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R, PFrl i RENEGIAIARLEL, FIP 208 H SR B XU R R 2 [18].

P BLHE L AT G AMEOR AR 220 2 R U 2 T —BUE DL, — e Ik SEORE R fE
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REHERE LU ERSE:

H4: E585k LRI, 55 = J5 SO 938 W SK R I S 2 5
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H8: #58Eik LA, T SR R 2% 3 W S AT 3 R

FETH S8 W SR i b M B 1 DL e, Y B e R IR BB R 7 (8, AR & R S5 b &
4, RIBTHEER, SRR HINTE 2 R KR IR [20]. ARIE-F & IS5 R R B 5 DL RS

HO: #5851 & AR 55 BB 2% T K A 5 R

3. Wizt 5
3.1 BET

WRIG SRR BIRAR, EFHAEHITT 7R R SR GOR R AL L, 6 38 (S AR Mo ma R 7 34T Ak
JriiT, DA RO I SR R AR o 1) 26 R R TBORE R R B SRR BOMUS N Z B 7 - FRAE 1 46
HH BB LI LA 530 B e K, PRI ) o et sk
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PSRRI 2 D SRS SR R FE I, AW E R RGE R &
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3.1.1. FIEEERNE
HARRER TR B XN AR anEE 2 o

Table 2. Measurement item table of institutional trust
2. HIEEEMNEmInR

S ARG B
AR 10 BEHEHE 1T & BB IR A A S BRI R e
. 11 R RS W RS 5 s 5
e 11 MRS ST, BRI (R R S R A A
‘ 12 OIS IR HEE UG & 07 2 K M AT R 75 5
BT 5 .
12 T T 2 b B A B 24
13 85 =07 S AR R T B I e % 4
= 13 85 0y S R RS T P O
13 BT A R A
i 14 BEBEE 1  P AT SU) 5 B0 S5
TFEHLR o ‘ o
14 P AR AT UK RSB HEE 11 &2 07 2

312 MREENNE
FARR SR v A O A CRS e 3 Fos

Table 3. List of measurement items trusted by the merchant
= 3. MREEMNEFBIE

R4 1 H AR R VB
15 TR G A R B TR BT 75 7
5 45 R A
N - 15 AT A B0 5/ R
o 16 &R T4
CER s NPT .
16 REERTFIEM TR
- 17 e I F ONIE
h 17 Ko RF MR
B 18 REEREERSITHT 6
GRS R s : - :
18 TR PR T DB R e B 2B e SOk B P &

313 MITENNE
FLAR I ER BT AE H X B AR W 4 s o

Table 4. Purchase intention measurement item table
=4 WEEERNEIMIR
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3.2. ElERWSEHAS

AR AR A R BT R R, BRI UE . SRR RN Oy B IS . s — 3tk
T 222 4, BIBRAsBA 5 B H S T 0T SRR IO BB A R 1) DL S AR I [B)IKT- 25 FPIREAS, AL
] %3k 196 £, bk 88.3%.

L7 5 1 7 RO R R B, 2022 4w [E B3 1 A (9 P P AR 12 19~35 X MEIR B, it
76.5%, 36~40 Z I 7 17.8%, 1M1 18 & LAF )2 41 5 DL B R (5 5.7%. 7T LUK IS S5k 119 9% N LLAE
BNHE, MAIER T s ORISR R H, BB O i 9 & 85.3%, SIS L 14.7%.

AAEFH SPSS X} 196 475 &I L AT HUHE A, a8 Xof b vl 45 YR 6 SRR 5 S R i B 3 11 0
FAPRHAEARAUFEBE, LUK 6 ) 45 54 2 71 B AT o 1

1) MG AR GRS A I S O B R etk 71.2%, B T 28.8%.

2) FwE . B ER RAERTE 18~25 S Z, fitl 63.05%, HIUZ 26~35 %, (il 23.42%,
36~45 % 51t 9.91%, 19 % LU N1 46 % DL ERIx R L, 3 3.6%.

3) Fhi. B WERN R wAARR b, AR 71.17%, B G 13.51%, KU
b 2.7%, g/ R DUR AR — L 12.62%, FTLAESEELRE O s DR AN .

4) Bk, M XS 45.05% 2 fER A2, R T 22.52%, [ 4 Gt TAIBURFI AL N 5
FEARTA, #42 12.51%, FH B ERME#E FIIARER YL & 5.4%.,

5) A¥AI &S . &R R A2 A &40 28.83% 2 2000 JGLA R, 5 32.43%[1% R H
BTS2 & ATE 2001 A1 5000 o2 7], 27.03%4 5001~10,000 7, 10,000 7GLA M5 b 11.71%.

6) TEMBLLESIEIE 16 FIgPit . n) 35 R A R 4K 2 AR S R A E B, TAF 73.87%, A
52.25% I NAE I AR Ak, HRO 5 T BRI AN By & R, 7370 di EE 31.53%41 36.04%, FHK, A
26.13% M N FH /N a8, R RIEERD Sk, 2R, FUERIRI L ZEA L NEBEL D

4. SEERRGRIH
41 FESHERE

4.1.1. EEEE

BEST BN EREEMEIRLY . —M& Cronbach’s o REAE 0.9 UL ERMEG s &3, UiHMEER
I, 0.8~0.9 Z[A MG EEAH:, 0.7~0.8 Z[AME W LIS, 0.6~0.7 Z I HIME R —MK, 0.5~0.6 HiA KEEAH,
0.5 LAF TR X} ) G A HE . ARSOR B AT 00, M EAARE B 5 R, o RECH 0.942 (5T .
Table 5. Questionnaire overall reliability test table
5. BEAKEERER

Cronbach’s a &3 Fr#EAL Cronbach’s o &%k %
0.942 0.943 21

X th B AR S AR I AR 6 PR, BAREN o REEIINT 0.7, A =00# 0.8, HEHL,
RN AR ) 5 B AR DL S %A B e — B

Table 6. Reliability test table for each variable
F6 RLEBRFEEREE

AR Cronbach’s a % FrHEAY Cronbach’s o %35
HEHEHEAR 0.721 0.721
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3T Gy IRBE 0.769 0.769
VR R I 0.758 0.759
=T 0.777 0.783
T BN 0.775 0.775
& A R 0.811 0.811
[EESEES 0.795 0.796
GBS 0.774 0.774
F &R E 0.753 0.753
= 0.887 0.898

4.1.2. HEKE

1) ML

R3PS VARSI 5t XoF I 4 1) R E B P Rk BB MEIEAT AR 3G . RS, WM S SR R, B
BB IR RO LTI = IR s A, WM R 22, S BE IR B0 MRl & R 2

Table 7. Overall validity test table
T BRHYERER

KMO 5 A1 Bartlett 165

KMO {& 0.873

EALRTT 2151.283

Bartlett BRJE [E 40 %6 df 435.000
p 0.000

7 7 W4, ACEIFER KMO {658 0.873, AT 0.7, RUIFEARMICHERL:, NS EME P
{H/NT 0.05. [RIL, X ZH R U AR A BAR R AR 4, 7T DAEAT - 23 HT o

2) Ko

B F A AT, AR B ERE F5 (0 R HE R, A B R R - 7 A 1 LR AT I o S o A I
H R F A /N T 0.5 1, T Bt 2 500 B AN B R R - e ff LK T 0.5, H B — AR F 11 L

Table 8. Total variance interpretation

F8 RAERE

AL R RN S A7 A TR H AT 7 A
o T 2 1 o R A% BT EA L RR% BT E AL RR%
1 9.132 43.484 43.484 9.132 43.484 43.4 3.799 18.091 18.091
2 1.780 8.475 51.959 1.780 8.475 84 3.778 17.990 36.082
3 1.391 6.625 58.584 1.391 6.625 51.9 3.470 16.522 52.604
4 1.039 4.948 63.532 1.039 4.948 59 2.295 10.929 63.532
5 0.940 4.479 68.011 58.5
6 0.781 3.717 71.728 84
7 0.770 3.665 75.393 63.5
8 0.637 3.035 78.428 32
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10
11
12
13
14
15
16
17
18
19
20
21

0.610
0.568
0.511
0.466
0.413
0.379
0.328
0.275
0.248
0.234
0.217
0.163
0.117

2.905
2.704
2.433
2.220
1.969
1.807
1.562
1.308
1.183
1.116
1.035
0.774
0.555

81.333
84.037
86.470
88.691
90.659
92.466
94.028
95.336
96.520
97.635
98.670
99.445
100.000

48 BT EMFER, W 4 DARTREHLE AT 1, REBOARIGT 4 MERAAK T, HETS
ZEfRRERN 63.532%, — B NE T E MR ENT 60% ks, IIHT LLEEAT T — D fifke .

Table 9. The rotated component matrix®

9. heReIRRIm o RERE ¢

1 2 3 4
18(2) 0.801
16(1) 0.724
16(2) 0.698
18(1) 0.688
17(1) 0.580
12(2) 0.749
10(2) 0.701
14(1) 0.663
13(3) 0.637
19(3) 0.623
15(1) 0.573
11(2) 0.754
15(2) 0.697
19(2) 0.601 0.721
14(2) 0.612
12(1) 0.609
13(1) 0.528
11(1) 0.511
13(2) 0.711 0.642
17(2) 0.732
19(2) 0.596
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FH2e O mT4n, DRFami{EI57E 0.5 AL, &/ i 0.501, FEARFIA SRR T . i HNFE AT BL
KB, B BER 3 MNMEEX A DR, MUl WG MRS R, (2 13(2)F1 19(1) AN - [Fl iy
BT E, &R,

4.2. B354

AHR oy EELEIL BN, KRB TCT 938 A5 A PG 3 DA% 25 248 P52 v (10 52 i K] 3 AR D S5 T B 2 M) 14
SOMAYERL, S35 T p fE/N T 0.05 i bl B 52 DR 200 W K e i 2 i [21]

4.2.1. FIEEEREYVRS T

Table 10. Abstract of institutional trust model

10, FIEEEERERHE

LS R RS V%) R 7 PR SR PR 85 - iRk
1 0.897a 0.685 0.622 10.763 1.208

S 10 vI %0, WS R N 0.622, FRUIH|EEATIRIYEE R 2, HRENWIEZEEHEIT 60%
] Be 1 A2 HR i (S AT R e .

Table 11. Institutional trust coefficient a (dependent variable is purchase intention)

11 FIEEERY « (ALTEAVLEE)

it B 7RI a7 Beta t =M K= VIF
1(#E) 81.413 0.479 22.949 0.000
PESSES TN -0.394 0.120 0.363 —2.612 0.009 0.513 1.949
5T o IRBE -0.237 0.129 -0.114 -1.063 0.041 0.458 2.185
Egl e =git -0.397 0.112 -0.365 -3.535 0.001 0.492 2.031
H=T5 A -0.040 0.149 0.032 -0.270 0.042 0.381 2.622
TG I -0.045 0.087 -0.134 —0.554 0.571 0.402 2.490

M 11 TR, AR ST p T 0.05, HIEEEES p {E/NT 0.05 HIPYI0G i 2% 2 A9 S
B4 B R, A AT B I8 6 I S R R R i A K

4.22. BREEWEVAS T

Table 12. Summary of merchant trust model

* 12 BREEEERHE

i R R Jj G R T FrRAEAS 5 A PEE - IRAR
1 0.924a 0.745 0.741 11.364 1.541

B 12 v, %S R 758 0.741, SRR KM A =, W o3 e K A @i 70%
()R] REME S HH i R AB AT I RE A Y
HHE 13 AL, A = IR 2% p {E/N T 0.05, p {E/NT- 0.05 f =I5 ¥ 9l 3 1 3K s B A\ 3 5,
AT GRS T B 1R e S R SRR RS A K
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Table 13. Merchant trust coefficienta (dependent variable is purchase intention)
%13 AREEREH . (ATEAUIEE)

HLRY B FrifERT iR Beta t o K7 VIF

1 (H ) 1.413 0.372 2.489 0.000
e AR —0.294 0.082 0.283 —2.314 0.004 0.629 1.471
[EEREES -0.137 0.210 —-0.134 -1.380 0.022 0.406 2.234
[HES 0.287 0.095 —0.316 —3.534 0.132 0.643 2.573
& k55 o B 0.142 0.261 0.013 -0.120 0.031 0.715 1.648

43. RigEmER
WS R ) 9 MBBE,  BRIESS R AR 14 Pio:

Table 14. Table of hypothesis test results
F+ 14 BRIRWINERR

Frs (354 LS
H1 BT R v, A BRSO T 9 T 3K R A 2 R J§AT.
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