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Abstract

:

With the intensification of globalization and the widespread adoption of the internet, cross-border e-commerce has become a popular way of shopping. In order to investigate the sustainable development of the cross-border online purchase intention, we propose the framework that uses electronic word of mouth, perceived value, website design quality, trust, perceived risk and the uncertainty avoidance index as the exogenous variables, which influenced the continuance intention towards cross-border shopping and was mediated by the satisfaction of the customers. The results showed: (1) Among all the suggested independent variables, electronic word of mouth, website design quality, trust and the uncertainty avoidance index significantly predicted the satisfaction of the customers; (2) Customer satisfaction towards the websites significantly predicted the continuance intention of users. A detailed explanation of the results and implications for the theoretical and managerial implications for practitioners and academic researchers in the sustainable promotion and development of e-commerce is discussed.
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1. Introduction


The intensified nature of globalization and the widespread adoption of the internet are changing the business world, and cross-border e-commerce has emerged as one of the commercial responses to these two meta-forces [1]. According to the World Trade Organization, e-commerce is defined as the sale or purchase of commodities or services via internet networks, with approaches that are specifically designed to place and receive orders [2], and cross-border e-business refers to the different transactions, payments, settlements and logistics services that are performed in the international e-commerce platform [3].



As the basis of trade globalization, e-business carries very important strategic meanings. It not only breaks the boundaries between countries and facilitates international trade, but also brings about changes to the companies and consumers, respectively. For companies, e-commerce has greatly broadened access to the international market and it opens doors to the optimal allocation of multilateral resources and the mutual benefits shared among companies. For consumers, it makes it easier to purchase commodities around the world, reduce search costs, allow them to compare the prices and quality of product, and finally make better decisions [4,5]. Moreover, according to the research conducted by McKinsey, the important feature of e-commerce in 2019 is that it may become the driving force of the next industrial revolution. Lots of developing countries are employing it as a means to get rid of poverty. Countries such as Indonesia are witnessing e-commerce becoming the core of their economic life, with countless entrepreneurs and ordinary people finding their own work in the e-business sector.



In addition to these benefits of cross-border e-business, there also are costs. For example, compared to traditional offline shopping, consumers are not so familiar with the background information of vendors, and, therefore, they may not trust vendors. Moreover, they also need to cross language barriers, need a secure way of payment and need to acquire the cost-efficiency of parcel delivery [4,6]. Although the past few years has witnessed attempts by e-commerce companies turning toward direct contact with customers instead of relying on third parties or advertising activities, the growing business of traditional e-commerce platforms, such as Amazon and Taobao, shows that this kind of market strategy still has a long way to go. Therefore, how to achieve the sustainable promotion and development of e-commerce purchase has become an important issue in a practical sense.



With this research background, the current study is interested in the sustainable purchase behavior of consumers when cross-border online shopping. A review of extant empirical studies showed two strands that focused on sustainable continuance intention in business and informational studies. Based on a certain theoretical perspective, the first strand pays attention to the application of theory in the new context, such as the self-determined theory [7], the expectation–confirmation theory [8], the commitment–trust theory [9], the technology acceptance model, the theory of planned behavior [10], the network externalities and flow theory [11], and the gratifications theory [12]. The second strand focuses on the impact of specific factors on the sustainable promotion and development of purchases, such as legal regulations [13], consumer self-regulation [14], subjective norms about displaying information about products [15], transport/logistics [16], and returning policies [17], social capital [18], the uncertainty avoidance index [19], perceived value [20], social factors [21], task-technology fit [22], socio-technical perspective [23], culture values [24], electronic word of mouth [25], trust [26] and online ratings [27].



There are several empirical studies nowadays regarding the cross-border e-business [4,28,29] and continuance intention [11,26,30], but little is known about the factors affecting consumers’ continuance intention in the cross-border e-business context. The purpose of this research is to identify and assess the factors that impact consumers’ sustainable cross-border online continuance purchase intention. The current study attempts to propose a research model that integrate six exogenous variables (i.e., electronic word of mouth, website design quality, trust, perceived value, perceived risk and the uncertainty avoidance index) and an endogenous construct (i.e., continuance intention) through the mediator (i.e., consumer satisfaction) in order to better understand consumers’ continuance intention in the cross-border e-commerce context.




2. Literature Review


2.1. Electronic Word of Mouth


Word of mouth (WoM) is an influential commercial tool [31]. It is defined as interpersonal communication about a brand, a good, a service or an organization [32]. Due to the exponential development of social media, Web 2.0 and digital channels (e.g., consumer review sites, weblogs and online recommendations etc.), the impact of WoM has been rapidly spread via the internet and give rise to an updated form of Wom, electronic WoM or eWoM [33], which refers to any positive or negative comments posted by the consumers about a physical product, a service or a company, which can be shared with a general public and institutions through the internet [34].



Compared to the traditional WoM, which is usually the opinions of acquaintances such as family members, friends or colleagues, eWoM could reach a wider audience. Comments in eWoM are normally made by unknown consumers [35]. Moreover, studies have investigated why social media users tend to use eWoM and have distinguished two approaches: the utilitarian approach and the hedonic motivation approach [36,37,38]. The former argues that due to the utility function of e-shopping, such as convenience, information availability, product selection and customized advertisements, people tend to use eWoM and make purchasable decisions; the latter holds that the hedonic motivations, such as trend discovery, socializing, adventure and authority and status, contributed to users’ social media product browsing. It also includes multiple sources of information and that it is highly organized for the readers. Because of these merits, eWoM is seen as a reliable source of information [33] and, therefore, it has more influence than the traditional WoM [39]. When making purchase decisions, consumers tend to read and evaluate its contents. For example, 91% of respondents said they would like to consult online reviews, blogs, and other user-generated information before buying a new product or service [40].



As more and more interactions are carried out on the Web, an increasing number of customers will purchase commodities based on eWoM. As a result, many empirical studies have evaluated the impact of eWoM in commerce, such as revenue increase, customer retention and purchase aspiration [31,41,42]. However, few studies checked its impact in the e-commerce cross-border context. In the current study, we aim to evaluate its influence in the cross-border context and to determine whether the findings in other contexts are still sustained in the cross-border context.




2.2. Perceived Value


Perceived value is widely assessed and discussed in the technology acceptance and marketing research [43] and is seen as an important competitive strategy [44]. Rooted in equity theory, it refers to the overall evaluations made by consumers towards the utility of a physical product or a service [45]. It shows the trade-off between benefits obtained and sacrifice expended. The perceived benefits refer to the advantages that users obtain from the product or service, while perceived costs refer to the sacrifices made in this process [45], such as money, time, energy and mental transaction costs [46]. The positive value will be made when the perceived benefits to the consumer overshadow the perceived costs [46].



The views on value are context dependent [47]. In other words, the components in the benefits and cost side differ depending on the specific situation [48]. In regarding to the online retailing settings, not only the product we are interested in, but also the website and the process of identifying, purchasing and receiving products contributes perceived values to the customers [47]. Therefore, perceived value is regarded as the interactive, relativistic, and preference experience of the users [49]. It is an interaction between the individual’s attributes (e.g., emotions, and socio demographics, etc.) and the features of the websites (e.g., privacy, security, etc.).




2.3. Website Design Quality


Website quality is defined as customers’ assessments of the features of the websites and is about the extent to which it meets their needs [50]. It is one of the important concepts in e-commerce [51]; understanding and evaluating customers’ views of the most important aspects of the website has become a critical e-strategy for enterprises to successfully attract and keep clients [51]. Scholars argue that online shopping itself does not have any value but is a way of transaction; the best way to dig out the value of online shopping is to directly ask the users [52].



Scholars have mentioned that it is a multi-dimensional construct [53,54]. For example, in Lin’s research, website quality is conceptualized using three dimensions: information quality, system quality and service quality [53]. According to the author, information quality can be used to measure the value assessed by a consumer of the output generated by a website. System quality refers to the evaluations of a website system’s generic performance and can be assessed by the users’ evaluation of friendliness in online shopping. Service quality is defined as customers’ overall evaluations of the quality of online shopping delivery [53].



Similarly, in another work, website design is conceptualized using three components: information, navigation, and visual design. Information design describes the content by which the informative confirmation on the website can be clearly transmitted. Navigation design refers to the extent to which the website structure is well organized for the users to quickly identify their needed information. Visual design is defined as the utilization of visual elements to help the website users better understand the information posted on the website [54].




2.4. Trust


Trust is defined as the belief in something that is safe and reliable [55]. It is another important construct in the marketing research [56,57], and it matters not only in the offline context [56] but also in online settings [57]. Considering the impersonal nature of online settings, and the information asymmetry that almost makes it impossible to evaluate the product quality before purchase [6], consumers often hesitate to perform a transaction online [58]. In this case, trust plays an important role in helping consumers to deal with issues associated with online shopping, such as uncertainty and risk, and thus, reduce the transaction costs [58].



Previous researchers have noted the importance of trust in the e-commerce context [59,60,61]. Due to the rise in economic globalization, more and more customers tend to purchase goods from cross-border shopping websites. In this case, we are interested in whether the findings of e-commerce context are still sustained in the cross-border context.




2.5. Perceived Risk


Perceived risk in online shopping settings is defined as the expected loss the customers judge when they purchase online [62]. Many scholars have recognized its importance in the user–website interaction, for the individuals’ generic evaluation is based on the perceived risk [63]. The higher the risk is evaluated by the users or customers, the less likely that they will make the transaction online.



Different types of risks are involved in online transactions, which will impact consumers’ purchase behavior [64]. Because of this, the perceived risks have been treated as a multidimensional construct [65]. For example, Sweeney et al. [65] argue that the perceived risks including performance risk, financial risk, and time risk are relatively associated with post-purchase evaluations [65]. Performance risk refers to the possibility of the results that are not expected and, therefore, failing to achieve the desired outcomes [66]. Financial risk describes the potential monetary loss of online purchase and its ensuing maintenance [66]. It includes the fear of being overcharged, losing money and disclosing the debit/credit card information via the internet. Time risk manifests when users spend too much time on online shopping, such as researching and making the purchase and learning how to use the website [67]; it is perceived as wasted time [68] or disutility of waiting [69].



Lots of empirical studies have utilized the perceived risk as an important factor in e-commerce and identified its impact on loyalty, decision making and purchase intentions [70,71,72]. In our study, we will adopt this viewpoint to understand the e-commerce and cross-border transaction context.




2.6. The Uncertainty Avoidance Index


Culture drives human behavior in all different settings, and it can be used to explain how people perceive, interpret information and behave accordingly [73]. Although it could be defined at different levels, in our paper, it refers to the group-level differences that exist in the collective mind and with the differences among groups, we define the culture at national levels.



The national cultures may differ from each other on many aspects [74,75]. For example, House et al. (2004) argued that national cultural differences can be attributed to communication manners, time orientation, associations with space, the significance of rules and structures [74]. Our research mainly refers to Hofstede’s dimensions of national culture, which are commonly seen in the information and business research [75].



Uncertainty avoidance is defined as the extent to which individuals in a culture feel frightened of unknown or uncertain conditions [75]. Previous research employed uncertainty avoidance as one of the important factors and has identified its impact in the commercial/e-commerce context [76,77]. For example, research showed that business in the high uncertainty-avoidance countries are less likely to employ new IT infrastructure [77], and this is not the case in the low uncertainty-avoidance culture settings [78]. Our research goes beyond this context and determines whether uncertainty avoidance still matters in the new context.




2.7. Satisfaction and Continuance Intention


Proposed by Oliver [79], the expectation–confirmation theory (ECT) is an important theoretical framework to evaluate consumer satisfaction with a product or service [79]. Customer experience has an influential impact on the purchase behaviors of a product or service by explaining the relations between performance, expectations, confirmation and satisfaction. Satisfaction will be achieved if expectation prior to the purchase can be confirmed after evaluation of the benchmark of the physical product or digital service [79].



According to ECT, in consumption settings, satisfaction refers to the psychological state of customers’ emotional response when their prior expectations towards the shopping experience are confirmed [80]. It is a vital concept in marketing research [81] and it is not only one of the major factors that drives consumers’ e-commerce continuance intention [82], but also an important milestone to build up and maintain customers’ long-term loyalty [81].



Continuance intention refers to an individual’s intention to continue taking part in an activity after having previously experienced it [83]. It is an indication of customer satisfaction or loyalty [83]. Scholars have stressed the importance of understanding continued intention [84,85], and agreed that it is vital to the success of an information system [84]. Therefore, it has been empirically utilized as the endogenous factor in the case of online auctions [18], online banking [9], e-Tax [86] and e-commerce [87].





3. Research Methodology


3.1. Research Model and Hypotheses


Based on the above discussion about existing literature, a theoretical model is suggested in Figure 1, and we summarized the operational definitions for each factor (as shown in Table 1). We propose the framework that uses electronic word of mouth, perceived value, website design quality, trust, perceived risk and the uncertainty avoidance index as the exogenous variables, which influenced the continuance intention towards cross-border shopping and was mediated by the satisfaction of the users.



Lots of empirical studies have found that one’s satisfaction towards a certain product has a positive impact on own eWoM. People tend to write down positive comments to certain products if they are satisfied with them [21,32]. But according to the expectation–confirmation theory, we could assume that one’s eWoM could impact others’ evaluation of certain products. The positive relationship between internet content and one’s satisfaction could be observed in some empirical studies [88]. In addition, people tend to participate in e-commerce when they have utility requirements from these sites and/or they can be socially integrated in these places [36,37,38]. Following this logic, we could assume that the more positive prior WOM one reads, the much more satisfaction they could achieve. Based on this discussion, we propose:



Hypothesis 1 (H1):

Eectronic word of mouth has the positive impact on satisfaction.





Empirical studies focused on the relationships between perceived value and customer satisfaction discovered that the perceived value positively impacts customer satisfaction in most cases [45,89,90]. In regard to e-commerce, such as online shopping websites, the positive relationship between perceived value and user satisfaction could also be observed [91]. Thus, we proposed hypothesis 2 as follows:



Hypothesis 2 (H2):

Perceived value has a positive impact on satisfaction.





Consumers like to shop online if the website is of a high quality. Based on the expectation–confirmation theory [79], when perceived website design quality is better than consumers’ expectations, they will be satisfied with the website. Lots of empirical studies have suggested the positive relationship between the website quality and satisfaction [51,53,84]. Consequently, we propose:



Hypothesis 3 (H3):

Website design quality has a positive impact on satisfaction.





Trust could reduce perceived risks and information asymmetry, and it enables customers to have confidence in their expectations [92]. The cognitive–emotive causal order [80] and social exchange theory illuminate that trust is an important antecedent to satisfaction [93]. Dwyer et al. (1987) found a positive indirect relationship between trust and satisfaction in offline settings [94]. Previous studies have also identified its positive relationships in the online context [95,96]. We propose H4 from the above discussion:



Hypothesis 4 (H4):

Trust has the positive impact on satisfaction.





According to Oliver [79], expectations have a direct influence on satisfaction evaluations [80]. Perceived risk is seen as a subjective expectation of the losses; it is also a form of expectation [97]. Lots of empirical research has found the negative linkage between perceived risk and user satisfaction [64,66,98]. Thus, we propose:



Hypothesis 5 (H6):

The perceived risk has a negative impact on satisfaction.





Uncertainty avoidance measures how well individuals allow changeable and shapeless situations and contexts [75]. People from high uncertainty avoidance cultures tend to obey the traditional rules and be unwilling to adopt new ideas and technologies [75]. Online shopping is closely associated with a high level of uncertainty than shopping from a physical store, and this virtual business environment makes it difficult for consumers to check the legitimacy of the store before purchase, to protect their personal information after the shopper key in their credit card number and to ensure the product will arrive on time [99]. Empirical studies have identified the relationships between uncertainty avoidance and satisfaction [100]. Based on these discussions, we propose:



Hypothesis 6 (H6):

The uncertainty avoidance index has a positive impact on satisfaction.





According to the expectation–confirmation theory (ECT), satisfaction will occur when the actual performance of the product or service is better than expected. A positive linkage between satisfaction and continued intention has been found in the contexts of e-commerce and m-service adoption [84,101,102]. Therefore, we proposed H7 to assess the in the context of cross-border e-commerce:



Hypothesis 7 (H7):

Satisfaction has a positive impact on continued intention.






3.2. Measurement Items and Sampling


A questionnaire survey was employed to collect the data. The respondents in this study were all cross-border shopping consumers in Taiwan. The shopping websites they used include Amazon, ebay, book depository, Rakuten, Taobao, etc. The convenience sampling method was adopted, and the study used an online questionnaire to collect the data. The questionnaire was posted in the mySurvey website and the samples were collected in 45 days. The total number of filled questionnaires was 324 and after deleting those by cross-border shopping users, 302 remained. The detailed demographic characteristics of respondents are tabulated below.





4. Results


Partial least square structural equation modeling (PLS-SEM) using SmartPLS (v.3.2.8) [103] was utilized to assess the outer model and inner model suggested by previous suggestions of scholars [104,105]. PLS-SEM was employed for the following reasons: first, it had relaxed requirements for the variables that are not normally distributed. Second, it overcomes the multicollinearity problem. Third, it is appropriate for exploring the causal relationships between factors and addressing the model constructs and measurement items at the same time [106]. Moreover, it does well in analyzing complex prediction models and works well in a small sample size [107]. This study explores the causal relationship among six endogenous factors and two endogenous constructs. Each factor contained a number of measurement items based on previous literature. Therefore, PLS was more suitable as the analysis method for this study.



4.1. Outer Model and Scale Validation


The outer model refers to the linkage between indicators and dimensions. Factor loadings and the reliability test results of all the constructs are illustrated in Table 2. Cronbach’s α and the composite reliability of all constructs were above 0.7, indicating that the constructs were fairly acceptable.



To validate the construct validity, the convergent validity test and the discriminant validity test were evaluated. According to the relevant criterion, the convergent validity would be satisfied if the factor loadings of the constructs are greater than 0.7, the average variance extracted (AVE) is greater than 0.5, and reliability is above 0.7 [107]. Table 3 illustrates that all constructs are above the cutoff value suggested by Fornell and Larcker (1981), indicating adequate convergent validity [108].



The discriminant validity was tested by two methods: Fornell–Larcker and the heterotrait–monotrait ratio (HTMT). The Fornell–Larcker criterion result was shown in Table 4, and it would fulfill the criterion suggested by the scholars if the square root of the AVEs on the diagonals are higher than the correlations between constructs [108].



In addition, based on the multitrait-multimethod matrix, the HTMT of correlations were performed to examine the discriminant validity. The discriminant validity criterion would be filled if the HTMT value is below 0.90 [109]. All values shown in Table 5 indicated that the discriminant validity has been ascertained, for all the HTMT values were lower than 0.90.




4.2. Inner Model and Hypotheses Testing


Hypotheses were evaluated by performing inner model analysis. The path coefficient t-value, significance, and hypotheses testing results are shown in Table 6. The perceived risk has a negative impact on satisfaction, but it did not achieve statistical significance. Therefore, H3 has been rejected. Similarly, the perceived value has a positive impact on satisfaction, but failed to achieve statistical significance. Therefore, H4 has been rejected. Apart from H3 and H4, the remaining five hypotheses proposed were supported.





5. Discussion


The explanatory power of our proposed theoretical model reached 71%. This figure indicates that our proposed integrated model suits the cross-border settings well. The rest of this section discusses these hypotheses.



H7 illustrates that the influence of satisfaction on the continuance intention of cross-border shopping is significantly positive. Satisfaction is a key concept in the expectation–confirmation theory and it refers to an individual’s mental state. Before purchasing goods/services from cross-border websites, such as Ebay or Amazon, people tend to develop some kind of expectation, which is considered as a function of satisfaction [79]. If the expectation is confirmed by the performance of the product/service, people show a degree of satisfaction, which in turn results in continuance intention. The results indicate that people are more willing to continue purchasing commodities from cross-border online shops if satisfaction is high. This insight can also be observed in other research models [83,110].



H1 demonstrates that eWOM has a positive impact on consumer satisfaction. This is expected since the rise in digital channels such as online recommendations and customer review sites made it easier and quicker for consumers to acquire their needed information from the internet [33]. Consequently, more and more customers are dependent on the comments posted by others when making their own decisions [111]. Our data show that when consumers received positive remarks from other buyers, they tend to show a satisfactory attitude [88]. For instance, prior to purchasing a product/service, customers can read other buyers’ comments. According to the expectation–confirmation theory, one would expect the performance of the product/service before use, and if their expectations are confirmed, they tend to show positive attitudes towards these products/services. In this case, if the positive comments from others are received and confirmed by the potential buyers, they tend to be satisfied with these products/services [112].



H3 shows that the influence of website design quality on consumer satisfaction is significant. Customers’ views are important in this digital age and companies need to know what consumers’ needs are before implementing an e-strategy to promote their products [52,113]. In this study, website design quality is conceptualized using three components, navigation function, service quality and system quality, and are all vital factors to evaluate users’ opinions. Our data show that when the website design quality is high, people tend to show a satisfactory attitude [51]. The results in H4 illustrate that the more people trust the website they use, the more satisfaction they achieve. The potential risks associated with online purchases, such as information asymmetry between buyers and sellers, and the impersonal nature of the online environment pose threats to the consumers and also to the buyers, and in this case, merchants need to acquire trust from the consumers [6]. The positive linkage between trust and satisfaction is expected by the cognitive–emotive causal order and social exchange theory [80] and is also in line with other empirical findings [95,96].



H6 shows the positive relations between the uncertainty avoidance index (UA) and consumer satisfaction. Based on Hofstede’s argument, people from a high UA culture prefer to utilize the traditional way of living and they tend to visit offline retail environments when it comes to shopping [75]. In other words, they are reluctant to accept and adopt new technology and new ICT services, such as online shopping [114]. Online shopping is inherently associated with high levels of uncertainty compare to shopping in offline retail environments, for potential buyers often lack information about the legitimacy of the store prior to purchase, they may fall into the trap that anything could happen when they key in credit information, and they are also worried about whether the product will arrive on time [99]. Compared with findings only within the e-commerce context [99], this study indicates that the UA is still vital in the cross-border e-commerce setting. And compared with other factors employed in this research, the UV index is the most important antecedent of satisfaction in this research.



Perceived value is an important antecedent in the marketing research and lots of companies utilize it as a strategy to attract customers [44]. Results on H2 show that the relation between perceived value and satisfaction is not statistically significant. This probably means that the utility of a product or service that the consumers want to purchase has already been highly recognized by them. In this case, they pay more attention to other features, such as web interface features [115]. They may be very interested in the usefulness, informativeness and entertainment of the website [115]. Similarly, the hypothesis proposed on H5 is not supported either. This is probably due to the likelihood that a cross-border e-commerce website has already gained a customers’ trust before they purchase online. In other words, consumers have already mentally prepared for the potential risks associated with online shopping [116]. This inference could be drawn from the fact that an increasing number of people prefer to buy commodities from cross-border shopping websites [5].



To the best of our knowledge, this research is the initial integrated study that has identified factors related to the continuance intention in cross-border shopping behavior in the e-commerce context. However, this study has several limitations. The first limitation is related to the sampling method. We utilized convenience sampling and purposive sampling to find respondents and because of this, the findings of the research cannot be generalized to the whole population who purchase the product/service on cross-border e-commerce websites in Taiwan. Future research could employ the random sampling method to obtain the representative data to check whether our findings could still be sustained. Secondly, the current study covers several transnational e-commerce websites, such as Amazon, ebay, and taobao. Although they are cosmopolitan in nature, there are still minor differences between them. For example, Taobao is rooted in China, a country that is famous for collective culture, while Amazon is rooted in American, a country that is famous for individualism. More research can also be performed to focus on only one type of e-commerce website and conduct an in-depth investigation of the interplays between e-commerce websites and their settings. Thirdly, the data were only collected in Taiwan and, due to this, future research across different regions or countries will be encouraged to better understand the generalization of our research findings. In addition, the target groups of this research mainly focused on cross-border e-commerce users; in the future, we will investigate the manufacturers of cross-border e-commerce. Finally, the integrated model proposed in this study focused on the factors that are common to the cross-border online shopping and IS system. Future studies may add more variables, such as legal regulations [117], consumer self-regulation [14], subjective norms about displaying information about products [15], transport/logistics [16], and returning policies [17], and integrate them in order to investigate this issue comprehensively. Although globalization enables customers to easily obtain what they want around the world, each country still has their own measures in general, in the form of tax in particular, to regulate the behavior of cross-border e-commerce [118,119]. These are all issues that need to be fully investigated in the future.
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	Construct
	Definition
	Source





	Electronic word of mouth
	Any comments made by customers about cross-border shopping websites via the internet
	Henning-Thurat et al., 2004



	Perceived value
	Consumers’ general evaluation of the utility of cross-border shopping websites, based on their views on what is received and given
	Zeithaml, 1988



	Website design quality
	Users’ assessment of whether the features of cross-border shopping websites meet their needs and show the general excellence of cross-border shopping websites
	Chang and Chen, 2008



	Trust
	Whether the consumers have confidence in the reliability and integrity of cross-border shopping websites they use
	Jarvenpaa et al., 2004



	Perceived risk
	The subjectively determined views of loss by cross-border shopping website users in thinking about a particular online purchase
	Forsythe and Shi, 2003



	Uncertainty avoidance index
	The extent to which users feel threatened by uncertain or u