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Abstract. The widespread use of the internet and the accelerated proliferation
of cross-border electronic commerce (CBEC) have reshaped consumer purchase
behavior. CBEC removes the geographical boundaries to enable businesses to
enter into the global market and allow consumers to make cross-border pur-
chases. Unlike traditional electronic commerce, CBEC involves diverse and
complex ecosystems with multiple players across nations. All these players con-
tribute significantly influence in reshaping consumer purchase behavior. Past
studies on consumer purchase behavior in CBEC have primarily focused on a
single dimension, such as the consumer factors, logistic service quality, or trust
factors. To reveal the full advantages of CBEC, one should study the entire eco-
system. Therefore, this research aims to fill the existing gaps by proposing a
conceptual framework to understand the CBEC ecosystem. It examines individ-
ual-level factors (attitude, subjective norm, and perceived behavior control), or-
ganizational-level factors (trust, perceived security, product information quality,
and logistics service quality) and country-level factors (legal structure and na-
tional integrity) to explore how these factors reshape consumers’ purchase be-
havior in CBEC. The conceptual framework serves as a fundamental insight for
future research in crafting a comprehensive framework to understand the com-
plex CBEC activities. Also, it benefits businesses to navigate the complexities
of consumers’ purchase behavior with an effective strategy and awareness of
the key market drivers to satisfy consumers’ demand and enhance the organiza-
tion’s competitiveness. Lastly, it provides consumers with a comprehensive
perspective on the CBEC landscape, empowering them to make informed deci-
sions while engaging in cross-border transactions.
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1 Introduction

With the unique characteristics of cross-border electronic commerce (CBEC), it pro-
vides fast, convenient, useful, borderless, and diversified opportunities for businesses
and consumers to access the international market [25]. In the latest report by Prece-
dence Research, the global CBEC market has generated revenues of USD 477.51
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billion in 2024, with this figure anticipated to rise to USD 2 trillion by 2034 [48]. This
remarkable growth revealed the overwhelming responses of CBEC and its significant
impact in reshaping consumer purchase behavior. Consequently, companies are at-
tempting to expand into the CBEC market to accelerate growth, enhance competitive-
ness, and capitalize on the vast opportunities by the global digital marketplace.

CBEC is expanded from the traditional electronic commerce; it is a complex and
dynamic ecosystem which involves multi-players such as sellers, consumers, logistic
providers, platforms and government across nations [42]. According to [24], CBEC
expands and breaks the geographical restriction to enable businesses to enter the
global market and allow consumers to make cross-border purchases. Owing to the
inherent disparities among countries in language, national culture, preference, legal
system, logistic infrastructure, and habitual practices, the success and smooth flow of
CBEC purchase needs the collaborative support from all parties within the entire eco-
system.

In recent decades, much attention has been paid to the study of consumer purchase
behavior in CBEC. For instance, [22] explores the trust paradox in CBEC, focusing
on the relationship among trust, risk, satisfaction, and behavioral intention in the
CBEC purchase. The findings show that trust has a limited role in mitigating the risk;
subsequently, it improves the satisfaction level of consumers, which leads to positive
intention to purchase through CBEC. Also, [39] investigates consumers’ perceived
usefulness, ease of use, trust, and commitment towards the purchase intention in
CBEC. The evidence indicated that each factor, except perceived ease of use, has no
direct impact towards consumers’ purchase intention. Nevertheless, this relationship
needs to be mediated by trust and commitment. Additionally, the study of [16] has
employed the Theory of Planned Behavior to conduct a study in South Korea to in-
vestigate the influence of attitude, subjective norm, and perceived behavior control
towards consumer purchase intention in the CBEC environment. Similarly, [36] ex-
amined the factors influencing the consumer purchase behavior in CBEC and revealed
that male consumers with higher computer proficiency levels and trust exhibit greater
engagement in CBEC purchase.

In summary, most studies focused on a single dimension (individual dimension) to
study the complex CBEC purchase behavior [19], [42]. Nevertheless, consumers’
purchase behaviors are multifaceted; it is insufficient to examine and understand the
behaviors in a single dimension, especially in the dynamic, complex ecosystem like
CBEC. Relying solely on a piecemeal element or factors is insufficient to guarantee
CBEC'’s benefits. In addition to the individual-level factors, the organizational-level
factors (logistic service quality, product information quality, and perceived security)
as well as the country-level factors (national integrity and legal structure) constitute
important determinants influencing CBEC consumer purchase behavior [7], [8], [19].
However, the theoretical relationship between these factors and purchase behavior has
received limited attention within the CBEC environment.

Given the existing literature gaps, it is essential to understand the contributions
from each stakeholder in the CBEC ecosystem, particularly in terms of how these
factors reshape and influence the consumers' purchase behavior. This finding subse-
quently aids in identifying pertinent factors and understanding the consumers’ pur-



42 C.J. Yeeetal.

chase behavior in a multi-dimensional in order to facilitate the international business
smoothly. In light with the aforementioned considerations and gaps, this study aims to
propose a conceptual framework to examine the influence of individual-level factors
(attitude, subjective norm, and perceived behavior control), organizational-level fac-
tors (trust, perceived security, product information quality, and logistics service quali-
ty) and country-level factors (legal structure and national integrity) towards the con-
sumers’ purchase behavior in CBEC.

2 Literature Review

2.1  Cross-border Electronic Commerce (CBEC) Ecosystem

The term “ecosystem” was first introduced in the work of [35], who emphasized that
an ecosystem is a dynamic and interconnected system between all elements. Every
element in the ecosystem should not be considered isolated in piecemeal, as it will
undermine the overall effectiveness and resilience of the ecosystem. In the recent
decade, the concept of ecosystem was introduced by [7] in the CBEC environment
and has since received considerable attention in the literature. The authors believed
that the success of CBEC primarily depends on the cooperation and support among
the elements like consumers, suppliers/ organizers, logistic services, payment securi-
ty, national integrity and country regulation. According to the founder of Alibaba
Group, Jack Ma commented that “We are not operating a company, but an ecosystem
that is built up with the new technology and involving millions of global consumers,
retailers, manufacturers, service providers and investors” as cited in [46]. The idea of
the CBEC ecosystem was further supported by [42] to adopt the CBEC ecosystem
concept in the case study of Alibaba. Figure 1 presents the theoretical framework
proposed by the authors to illustrate the CBEC ecosystem. The findings revealed that
the success of Alibaba, as the global leader in CBEC is formed with the support from
all elements, including individual factors, organizational factors like payment securi-
ty, products, logistic service quality, as well as the support from government agencies.
All these elements are the core “species” which bring significant contributors affect-
ing the consumer purchase behavior in the CBEC ecosystem.



Unraveling the Drivers of Consumer Purchase Behavior in ... 43

Fig. 1. CBEC ecosystem by [42].

Consumer purchase behavior in CBEC ecosystem. The CBEC market is rapidly
emerging and highly competitive, with numerous platforms and companies from dif-
ferent nations striving to expand into this global trade ecosystem [24]. Hence, under-
standing consumer purchase behavior in CBEC is critical to empowering businesses
and the government to strategically navigate and succeed in the CBEC marketplace.
In light of the insights by the aforementioned literatures [42, 7, 21], the consumer
purchase behavior in CBEC cannot be fully captured if it fails to capture the influence
of all the key elements in the ecosystem. Nevertheless, viewing the CBEC as an eco-
system is still relatively new, and it remains a notable knowledge gap in understand-
ing how these elements shape the consumer purchase behavior in CBEC. Hence, this
study proposes a conceptual framework that involves multi-dimensional factors (indi-
vidual, organizational, and country-level factors), collectively reshaping the consumer
purchase behavior in the CBEC ecosystem.

Key factors at the Individual Level. Theory of Planned Behavior (TPB) has been
recognized as one of the well-known influential theories that could explain individual
behavior [2]. It has been widely employed in the diverse past studies, including tour-
ism [4, 32], renewable energy [40, 44], consumer behavior [10, 45, 22], environmen-
tal science [14], and education [3, 26]. TPB emphasizes the significance of three core
elements: attitude, subjective norm, and perceived behavioral control [1] in forming
one’s behavior. Attitude, as defined by [1] (p.188), refers to "a person's favorable or
unfavorable evaluation or appraisal of the behavior in question." In simpler terms, it
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represents an individual's positive or negative perception regarding engagement in a
specific behavior. [34] emphasized the pivotal role of attitudes in consumers’ deci-
sion-making within the framework of this theory, highlighting their influence on pref-
erences, intentions, and ultimate actions. Subjective norm, another crucial component
of TPB, pertains to "the perceived social pressure to perform or not to perform the
behavior" [1] (p.188). It reflects an individual's belief about whether significant oth-
ers, such as family, friends, or colleagues, expect them to engage or not engage in a
behavior. Perceived behavioral control is defined as "the perceived ease or difficulty
of performing the behavior and is assumed to reflect past experience as well as antici-
pated impediments and obstacles" [1], (p.188). When an individual believes they have
significant control over performing behavior, their intention to engage in that behav-
ior is likely to be high.

Numerous empirical studies in the past have affirmed that the three key predictors
of the TPB significantly influence consumers’ purchasing intentions in the realm of
CBEC [10, 16, 27, 31]. When an individual believes that engaging in CBEC provides
access to unique products with enhanced benefits, their likelihood of participating in
such transactions increases [16]. Conversely, consumers are less inclined to buy prod-
ucts through online platforms when they perceive risks associated with CBEC pur-
chases. Similar to the influence of subjective norm, if an individual's family and close
friends strongly support CBEC purchases, that individual is more likely to exhibit a
similar behavior and engage in cross-border online shopping [38]. Conversely, if there
is a perception of social pressure to conform to the expectations of avoiding CBEC
purchases, individuals are less likely to engage in such behavior [18]. Concerning
perceived behavioral control, individuals who possess the ability and confidence to
engage in online behaviors are more likely to make purchases online [31]. On the
contrary, consumers lacking tech-savviness or proficiency in comparing products are
unlikely to participate in CBEC purchase behaviors.

Based on the above literature discussion, the following hypotheses are proposed:

H1: Attitude is positively related to CBEC purchase behavior.

H2: Subjective norm is positively related to CBEC purchase behavior.

H3: Perceived behavioral control is positively related to CBEC purchase behavior.

Key factors at Organizational Level. In this study, the organizational-level species
for the CBEC ecosystem included seller, platform, product, and logistic services. The
level of ambiguity surrounding commercial transactions indicates the elevated risk
and uncertainty and suggests the importance of relying on seller and commercial in-
formation that consumers judge to be trustworthy [12, 22]. A trustworthy seller with
reliable marketing is an important element in the CBEC ecosystem [29]. If consumers
lack trust towards the seller, it will discourage them from purchasing from this seller,
as consumers will worry about their quality of the product [24]. Past studies con-
firmed that trust in the seller is a significant factor for shaping the consumer purchase
behavior [17, 23, 37, 41].

Additionally, clear and comprehensive product information can positively impact
consumers’ trust in the seller and lead them to purchase from a cross-border. Con-
versely, poor or limited product information may result in information asymmetry,
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which can subsequently reduce consumer purchase intention in CBEC [15, 47]. With
this significant contribution, organization would be inclined to invest and strategize in
this aspect if they could see how well the product information could simulate trust and
purchase behavior.

The platform serves as the intermediary between consumers and sellers in the
CBEC ecosystem. Similarly, perceived security on the platform is crucial for consum-
er purchases in CBEC transactions. Consumers are likely to guard against online
CBEC on data breaches. They will stay away from platforms that ask for user person-
al data during registration, as some e-commerce sites try to falsify and spread their
personal data to other parties [33]. As opined by [22], secure CBEC platforms de-
crease the perceived risk and provide enhanced protection to consumers, which results
in fostering trust and encouraging their purchase.

Also, logistics service dimensions are becoming increasingly pivotal in CBEC. A
high logistics service quality can positively impact purchase behavior by ensuring
timely and reliable delivery. The high quality of logistics service with timely and
reliable delivery ameliorates uncertainty of consumers, enhances satisfaction and
increases the purchase frequency of CBEC [9, 11].

The aforementioned past literature has concluded that a successful CBEC ecosys-
tem needs support from the organizational level species with greater product infor-
mation available, trustworthy sellers, a secure platform, and effective logistic service
quality. Hence, all these organizational-level factors play an important role in ensur-
ing seamless supply chain operations to ease the tension between them to be success-
ful.

Based on the above literature discussion, the following hypotheses are proposed:

H4: Trust is positively related to CBEC purchase behavior.

HS5: Product information is positively related to CBEC purchase behavior.

H5a: Trust mediated the relationship between product information and CBEC pur-

chase behavior.

H6: Perceived security on the platform is positively related to CBEC purchase

behavior.

H7: Logistics service quality is positively related to CBEC purchase behavior.

Key factors at the Country Level. According to [43], country-level factors such as
legal structure and national integrity play a significant facilitation role in the CBEC
ecosystem development. It focuses on the political environment that regulates the
CBEC ecosystem. As defined by [20], legal structure reflects the regulation of foreign
sellers that govern the CBEC transaction. Past studies like [17] highlighted the im-
portance of legal structure as it will bring a significant impact on consumers’ trust and
confidence in the cross-border purchase. Findings confirmed that a strong legal struc-
ture with clear regulation has greater dispute resolution and protection to safeguard
the safety of cross-border transactions, especially when it links with fraud, crime,
defective products, etc. [30]. Hence, it helps to improve the trustworthiness and sub-
sequently lead to CBEC purchase.

Additionally, national integrity is found to be a critical country-level factor in
CBEC studies. It reflects the nation’s overall honesty, ethical principles, and common
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identity perceived by consumers [20, 28]. In an e-commerce environment, it was pos-
ited that positive national integrity perceived by consumers enhances the sales volume
[13]. Likewise, a positive perception of national integrity in CBEC would signal for-
eign countries and sellers adhering to ethical principles, and subsequently lead to
better confidence and trust to engage in the purchase behavior in cross-border transac-
tions [5, 6].

In agreement of the past literature, it is postulated that positive national integrity of
the foreign country and sellers would enhance the trust and later trust mediates the
consumer purchase behavior in the CBEC ecosystem. With these, it is hypothesized
that:

HS: The perceived level of legal structure in the seller’s country is positively re-

lated to CBEC purchase behavior.

H8a: Trust mediated the relationship between the perceived level of legal structure

in the seller’s country and CBEC purchase behavior.

H9: The perceived level of national integrity in the seller’s country is positively

related to CBEC purchase behavior.

H9a: Trust mediated the relationship between the perceived level of national in-

tegrity in the seller’s country and CBEC purchase behavior.

3 Proposed Conceptual Framework

Unlike traditional electronic commerce, CBEC involves diverse and complex ecosys-
tems with multiple players across nations. All these players or factors contribute sig-
nificantly influence in reshaping the consumer purchase behavior. As a result, [42]
and [7] urged to formulate CBEC as an ecosystem, instead of in isolated elements. As
identified by [22], consumer purchase behavior is multifaceted and complex; it is
rarely driven by a single factor. Therefore, to effectively understand the consumer
purchase behavior in a complex CBEC environment, this study proposes a conceptual
framework with involves multi-dimensional factors in the CBEC ecosystem: individ-
ual-level factors (attitude, subjective norm, and perceived behavior control), organiza-
tional-level factors (logistics service quality, product information quality, and per-
ceived security) and country-level factors (national integrity and legal structure) and
examines how these factors collectively reshape the consumer purchase behavior in
the CBEC ecosystem. The conceptual framework is presented in Figure 2.
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4 Conclusion

The CBEC ecosystem indeed is complex, dynamic, and involves multiple players
across nations. The interaction among the multiple factors promotes the success of
CBEC transactions and shapes the consumer's purchase behavior. All factors (indi-
vidual-level factors, organizational-level factors and country-level factors) are crucial
and create collective power and role for CBEC ecosystem development. None of the
factors can work alone to motivate the consumer purchase decision and guarantee the
success of CBEC. Thus, it is important to understand each key factor in the ecosystem
to fully leverage its advantages to bring a synergy effect to mitigate the challenges
encountered within the domain of CBEC.

These findings provide valuable insight for the government to formulate effective
policies by navigating the key factors in order to enhance and develop a safe, satisfac-
tory, seamless, and sustainable CBEC environment. To remain competitive, business-
es must navigate motivation factors to develop an effective marketing strategy that
promotes positive consumer purchase behavior in order to facilitate the expansion of
global trade. Also, future research should look into the CBEC ecosystem to empirical-
ly explore how each key element produces a complementary synergic effect that en-
hances the CBEC environment and motivates consumers to purchase in the CBEC
environment.
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