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Abstract 

China’s import cross-border e-commerce (CICBEC) business model differs from other online 

shopping business models in both the participators and transaction processes. Government as 

an important participator has greatly promoted the healthy and rapid development of this 

business model. As a vital topic in all kinds of businesses, customer trust is also a core research 

topic in online shopping. Many scholars have studied customer trust in traditional online 

shopping while few of them focused on cross-border online shopping, let alone the CICBEC 

business model. The government is a new participator, whose contribution on customer trust is 

not clear. Also, other known variables’ influences on customer trust are still worthy of 

discussion. This research aims to address existing research gap by contributing to Lee and 

Turban (2001)’s Customer Trust in Internet Shopping (CTIS) Model and constructing a new 

customer trust model. A number of influencing factors of customer trust were defined and tested 

in this research. It shows that influencing factors from four participators, the e-retailers, e-

commerce platforms, government and third-parties, have a significant correlation with 

customer trust. The final results show that order fulfillment, government actions, e-retailer 

reputation, information quality, e-commerce platform security and e-commerce platform 

reputation have significant influences on customer trust. 

Keywords: Cross-Border, Online Shopping, E-Commerce, Customer Trust, Government, E-

Retailers, Platforms, Third-Parties  
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1 Introduction 

Chapter 1 introduces the framework of this study. The definition of China’s Import Cross-

Border E-commerce (CICBEC) business model and the background of China’s cross-border 

online shopping industry will be shown in section 1.1. Then, the research problems will be 

formulated and the purpose of this study and research question will be proposed. Finally, the 

research content and framework of this study will be shown. 

1.1 The Background of China’s Import Cross-Border E-commerce Business Model 

1.1.1 An Overview of China’s Cross-Border Online Shopping Market 

The internet technology and cross-border logistics systems allowed customers to purchase from 

overseas websites. A survey of KPMG showed that with the growing demand for luxury 

products or famous foreign brands, more and more Chinese customers have tried overseas 

online shopping (KPMG, 2015). These huge demands expedited the creation and development 

of two industries, the Daigou (overseas personal shoppers) and the Haitao (overseas online 

shopping). Daigou is a free-to-use web service that purchases goods overseas at the request of 

users (Lee, 2012), for example, a customer in China can ask a personal shopper who lives in 

Sweden to purchase overseas products and mail them to China through international logistics. 

Haitao is the way customers buy products via overseas online shopping platforms (Fung 

Business Intelligence Centre, 2014), for example, a customer in China can purchase products 

in a Swedish online shopping platform and has the products delivered to China through 

international logistics. In this view, Daigou and Haitao are similar with the cross-border online 

shopping business model in western countries. However, CICBEC business model shares a 

totally different transaction process. 

Both Daigou and Haitao are in a regulatory gray zone with the problem of trying circumventing 

the taxes. In order to standardize and regulate cross-border e-commerce industry, Chinese 

government issued Circular on the Work of Promoting the Healthy and Rapid Development of 

Electronic Commerce (Fa Gai Ban Gao Ji. 2012) and set up 6 cross-border e-commerce pilot 

cities (Shanghai, Hangzhou, Ningbo, Zhengzhou, Guangzhou and Chongqing) as bonded 

import pilot areas for cross-border e-commerce. Chinese government also named the new 

business model as China’s cross-border e-commerce, which contains both the import and export 

part (Wang, 2014). All the pilot cities have their own bonded areas for cross-border e-commerce, 

in which the General Administration of Customs optimized the standard regulation and 
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management system in order to improve customs clearance management and service (China E-

Commerce Research Center, 2015). Companies that cooperate with these bonded areas can 

enjoy tax preferential treatment and managerial support. 

Encouraged by the policy, many Chinese internet companies have invested in import cross-

border e-commerce. According to the Report of Chinese E-commerce Market Statistic 

Monitoring Report 2014, China’s import cross-border e-commerce reached 476.2 billion RMB 

(72.5 billion USD), occupying 16.9% of the retail market (China E-Commerce Research Center, 

2015).  

1.1.2 The Definition of China’s Cross-Border E-commerce Business Model 

CICBEC business model has significantly different business forms from the cross-border online 

shopping that was studied by many western scholars (Hadjikhani et al., 2011; Safari, 2012). In 

China, this business model is defined as a way that domestic platforms selling overseas products 

and delivering them to customers from warehouses abroad or warehouses in bonded areas 

(Alizila Staff, 2015). It is growing as technologies have been further advanced to help reduce 

problems associated with international payments, long shipping time, language barriers as well 

as tax problems (Alizila Staff, 2015).  

1.2 The Business Forms of China’s Import Cross-Border E-commerce 

There are two forms of CICBEC business model, the bonded import and direct purchase import. 

The bonded import (B2B2C) adopts the “stock first, order later” model. In bonded import, large 

quantities of overseas products are stored in bonded customs supervision areas within Chinese 

territory before customers placing orders. After the e-commerce platforms received an order, 

they start a real-time declaration to customs, dealing with the customs clearance, payment and 

logistics (HKTDC RESEARCH, 2015). Customers then receive products which are directly 

delivered from bonded areas. When compared to Haitao and Daigou, customers who use 

bonded import business model no longer need to wait for long-time international logistics. 

Direct purchase import (B2C) adopts the “order first, delivery later” model. In this model, once 

received an order from domestic customers, cross-border e-commerce platforms which are 

linked to customs network start to arrange the delivery of ordered products directly from 

overseas warehouses while submitting customs clearance report (HKTDC RESEARCH, 2015). 

Customers who use direct purchase import model can see the whole procedure, for instance, 

overseas purchasing, international logistics, customs clearance, and domestic logistics. 
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Customs office will prioritize the customs clearance formalities for this business model to 

shorten the transaction period. However, customers still need to wait for a certain long time 

because of the international logistics. The information and product flow in these two business 

forms can be seen in figure 1.1 

Figure 1.1 Two Forms of CICBEC Business Model 

 
Source: HKTDC RESEARCH, 2015. 

1.3 Research Problem 

Penetrating the surface of increasing growing transactions, there exist countless problems. CEO 

of Wall Street Journal’s Web Presence in China said after interviewing some overseas retailers 

on Tmall Global, the biggest cross-border online shopping platform, that nearly 70% of the 

online shops in Tmall Global have no transaction (Chu, 2014). During the interview, the CEO 

of Xtend-Life Natural Products from New Zealand said that the outcome of 2014 was only the 

tenth of what it had been predicted. Many overseas retailers are wondering what are the keys to 

draw customers’ attention and win their trust. 

There have been plenty of scholars (Beldad et al., 2010; Lee & Turban, 2001a; Yoon, 2002) 

researching on customer trust in online shopping. Several factors have been proved that can 

affect customer trust, such as the trustworthiness of online merchant (Lee & Turban, 2001b). 

However, the previous researches are mostly based on domestic online shopping, few scholars 

have concentrated on cross-border online shopping (Hadjikhani et al., 2011; Safari, 2012). 

Those types of research are based on European countries and the United States, in which cross-

border online shopping works in the form of customers directly purchasing on overseas online 

platforms, like the Haitao in China.  
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CICBEC business model is apparently different from the western ones. First of all, the 

participators in this business model are different. In China, the import cross-border online 

shopping consists of domestic cross-border e-commerce platforms, overseas retailers, domestic 

retailers, logistics companies, payment companies, customs offices and customers (iResearch, 

2015). In the western research of cross-border online shopping, scholars have proved that 

overseas retailers, country of origin, website design and third party have impacts on customer 

trust in cross-border online shopping (Doney et al., 1998; Safari, 2012). However, when applied 

to Chinese market, the roles of new players such as the customs offices are not included. 

Moreover, some variables no longer exist. For example, there are no overseas websites because 

all the products sold on cross-border online platforms which are built and operated by domestic 

companies. 

As far as the authors’ knowledge, no research has been designed specifically for customer trust 

in CICBEC business model. There’s a research gap between the previous theories and 

CICBEC’s business scenario in terms of the differences in participators, business environments 

and variables. The influencing factors of customer trust in CICBEC business model are not 

clear and definite. And how those potential influencing factors affect customer trust in this 

business model is also needed to be explored. 

1.4 Research Purpose and Research Question 

Among the research of customer trust in online shopping or cross-border online shopping, Lee 

and Turban’s (2001) Customer Trust in Internet Shopping (CTIS) Model is one of the most 

widely accepted models, which also applies well to CICBEC business environment. Moreover, 

prior studies have also successfully applied CTIS Model in e-trust (Grabner-Kräuter & 

Kaluscha, 2003; Koufaris & Hampton-Sosa, 2004). In this reason, CTIS Model was employed 

to work as the research framework in this study. The purpose of this study is using CTIS Model 

and other scholars’ previous research as the guide to find out the influencing factors that can 

impact customer trust in CICBEC business model and raise a new customer trust model, 

demonstrating how different variables effect. 

Considering that new participators are not included in CTIS Model and some variables in CTIS 

Model no longer exist, this study focused on adjusting existing independent variables in CTIS 

Model and testing their influences. In order to define the independent variables, a literature 

study and a small focus group interview research as a pilot test were conducted. Then the newly 
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formed model of customer trust in CICBEC business model was then tested by quantitative 

research.  

As the research purpose is stated above, the research question is What are the main influencing 

factors on customer trust in CICBEC business model and to what extent these influencing 

factors influence customer trust? 

1.5 Research Contents and Framework 

In order to carry out this research, first of all, a study of relevant literature and CTIS Model was 

conducted. Secondly, a new model of customer trust was raised and formed. Thirdly, the 

independent variables in this new model were pre-tested by a small focus group interview 

research before a large scale quantitative research. Then, the incidence of each influencing 

factor was tested by a quantitative research through collecting data from questionnaires.  

In this paper, a literature review will be presented in Chapter 2, the research method and data 

analysis will be presented in Chapter 3 and Chapter 4. Then the discussion of the result will be 

presented while the limitations of this study and the prospect for further research will be pointed 

out at the end of this paper. 

2 Literature Review 

2.1 Researches of Customer Trust in Purchase Process 

In different research fields, different scholars define trust in different ways. In a universal scope, 

customer trust is defined as one’s expectation of others’ words or promises which he/she can 

depend on (Rotter, 1971). Following scholars kept researching on what kind of expectation a 

person has on the party. Then scholars redefined trust as a person believing in a party to be 

socially appropriate, ethical and dependable (Zucker, 1986; Hosmer, 1995; Kumar, Scheer & 

Steenkamp, 1995). Additionally, Luhmann (2000) added risk into the definition of trust and 

defined it as one’s willing to take the risk of believing in a party to be socially appropriate, 

ethical and dependable (Luhmann, 2000). For instance, Gefen and Straub (2000) argued that in 

a business relationship there is a risk that the trusted party may behave in an opportunistic way 

to gain more benefit. However, trust is one party has confidence in the trusted party to believe 

that it is creditable and still holds the expectation that the trusted party won’t break the promise 

(Morgan & Hunt, 1994).  
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Due to the essence of trust which is expounded above, trust plays a vital role in keeping a 

reliable business relationship (Kumar et al., 1995; Moorman et al., 1993). Scholar argued that 

social complexity will increase in a business environment because of the imperfection of 

regulation  (Luhmann, 1979). This increasing social complexity can make people feel unsafe 

and confused while their trust can ease these feelings (Luhmann, 1979). Because trust can 

decrease one’s perceived uncertainty by having confidence in the trusted party (Morgan & Hunt, 

1994). Therefore, trust impels people to have more confidence in a business relationship and 

leads to stable long-term cooperation (Morgan & Hunt, 1994).  

In online shopping, customers tend to perceive absence of insurance and think that they are 

easy to be deceived (Gefen & Straub, 2000; Kollock, 1999; Reichheld & Schefter, 2000). This 

insecurity has an adverse impact on customers’ purchase intentions (Jarvenpaa et al., 1999; 

Reichheld & Schefter, 2000). It is proved in previous studies that trust can directly enhance a 

customer’s purchase intention while decreasing a customer’s perceived risk (Jarvenpaa et al., 

1999; Kollock, 1999). Therefore, trust has a vital impact on purchasing in online shopping 

(Reichheld & Schefter, 2000). 

2.2 Researches of Customer Trust in Online Shopping and Cross-Border Online Shopping 

Due to the fast development of computer and internet technology, online shopping has become 

one of the main business forms. In recent years, an increasing number of consumers have 

benefited from online shopping (Yoon, 2002). In online shopping, customers and e-retailors are 

not in a simultaneous time and space (Mukherjee & Nath, 2007). The significant difference 

between online shopping and traditional shopping is the physical distance between customers 

and retailers, which increases the uncertainty of the purchasing environment (Ramanathan, 

2011; Rose et al., 2011). Many scholars have studied customer trust in online shopping (Bart et 

al., 2005; Jarvenpaa et al., 2000; Lee and Turban, 2001b; McKnight et al., 2002; Palvia, 2009). 

Scholars have introduced various variables that can affect customer trust in online shopping, 

such as the reputation of e-retailers(Grazioli & Jarvenpaa, 2000; McKnight et al., 2002), the 

size and physical presence of e-retailers (Jarvenpaa et al., 2000; Kuan & Bock, 2007), the 

communication system (Dennis et al., 2008), third parties (Kimery & McCord, 2002b; 

McKnight et al., 2002) and the website design (Gefen et al., 2003). However, few scholars have 

focused their researches on cross-border online shopping (Safari, 2012). Though cross-border 

online shopping still belongs to the category of online shopping, it has the environment which 

is more complicated than domestic online shopping because of the surge of uncertainties from 
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different aspects (Safari, 2012). The higher uncertainties demand more trust from customers, 

which calls the attention of both the academic and business circles. 

2.3 Consumer Trust in Internet Shopping (CTIS) Model 

Lee and Turban (2001) introduced the Consumer Trust in Internet Shopping (CTIS) Model, 

which is widely applied in the research of consumer online trust management (Grabner-Kräuter 

& Kaluscha, 2003; Koufaris & Hampton-Sosa, 2004). In their study they sorted out previous 

studies about trust in different subjects and found out that most studies focused on trust in the 

following three relationships: 1) person to person; 2) organization to organization; 3) person to 

computerized system (Lee & Turban, 2001a). They addressed the research gap that few studies 

had focused on “person to organization” relationship and nearly none of them specifically 

focused on customer trust in online shopping (Lee & Turban, 2001a). However, online 

shopping has more uncertainties and risks when compared with traditional shopping. 

Additionally, many scholars have already realized that customer trust is a critical matter but has 

not been perfectly solved yet in online shopping (Hoffman et al., 1999; Ratnasingham, 1998). 

In order to fill the research gap, Lee and Turban (2001) believed that they should develop a 

specific customer trust model for online shopping. 

Lee and Turban (2001) developed a theoretical model for customer trust in internet shopping 

(CTIS Model) based on literature review. Lee and Turban (2001) introduced four main 

components that have influences on customer trust in business-to-consumer online shopping. 

Firstly, trustworthiness of the Internet merchant can influence customer trust. In this component, 

Lee and Turban summarized three units through previous studies (Lee & Turban, 2001a): 1) 

ability is an important reference of whether the trusted party has competence to realize the 

promise (Moorman et al., 1992); 2) integrity is an insurance that the trusted party will be 

credible (Doney & Cannon, 1997); 3) trusted party’s benevolence is a proof that they will not 

be opportunistic in this relationship (Anderson et al., 1994). Secondly, trustworthiness of online 

shopping medium can influence customer trust. Computerized system as the medium of online 

shopping where all the transactions are completed should be viewed as an influencing factor of 

customer trust in online shopping (Muir, 1987). Customer perceived technical competence, 

perceived reliability of system and the understanding of the medium are three main factors that 

can influence customer trust in online shopping medium (Lee & Moray, 1992). Thirdly, as 

contextual factors, third-party certification and security infrastructure are effective in 

influencing customer trust (Hoffman et al., 1999; Wang et al., 1998). Additionally, the fourth 
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component is other factors. Lee and Turban (2001) classified some factors that they didn’t test 

in their study into this category. They also defined customers’ trust propensity as a dependent 

variable that can moderate the relationship between those four main antecedent influencing 

factors and customer trust in online shopping. 

They set up hypotheses according to detailed points under the first three categories and the 

dependent variable “Individual Trust Propensity”. These hypotheses were examined by 

quantitative research methods. The CTIS Model is shown in the Figure 2.1. 

Figure 2.1: The Trust in Internet Shopping (CTIS) Model 

 

The CTIS model defines consumer trust in online shopping as Lee and Turban (2001, p.79): 

The willingness of a consumer to be vulnerable to the actions of an Internet merchant in an Internet 

shopping transaction, based on the expectation that the Internet merchant will behave in certain 

agreeable ways, irrespective of the ability of the consumer to monitor or control the Internet merchant.  

This model focuses on B2C business model and has a profound influence on later research of 

customer trust in online shopping. In this study, authors took this model as a primary model 

and then developed and modified it in order to adapt to the practical business environment of 

CICBEC business model. Therefore, the CTIC Model mainly focuses on customer trust in 

online shopping while this study mainly focuses on customer trust in CICBEC business model. 
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2.4 Constructs of the CTIS Model 

Not like the cross-border online shopping in western countries, also not like the Daigou and 

Haitao, CICBEC business model, which is the research field of this study, has a totally different 

business model and different participators. Among the participators, government plays a non-

ignorable role. And also, as the emerging of the B2B2C business model, the internet merchant 

as a participator in Lee and Turban (2001)’s research has been separated into two different parts, 

the e-commerce platforms and the e-retailers. CTIS Model provides a strong foundation for the 

B2C part and gives the research guide for the B2B part. Combining the literature study and the 

CICBEC business model, new influencing factors should be added into the original model while 

some influencing factors should be adjusted.  

Due to the geographical distance between customers and e-retailers, the information about e-

retailers would greatly influence customer trust (Beldad et al., 2010). In the CTIS Model, Lee 

and Turban (2001) proposed and tested their first three hypotheses that “The perceived ability 

/ integrity / benevolence of an Internet merchant is positively associated with CTIS”. In their 

model, the three factors of an internet merchant, ability, integrity and benevolence represent 

different aspects of reputation (Lee & Turban, 2001b). Other scholars classified similar factors 

as perceive ability, perceived integrity and perceived benevolence of an internet merchant into 

the category of reputation, which works as an antecedent of initial trust for both potential 

customers and repeat customers (Grazioli & Jarvenpaa, 2000; McKnight et al., 2002). 

The reputation of internet merchants usually has different dimensions. Firstly, the reputation 

can be customer evaluation, which refers to comments and feedbacks from the former 

customers and the word-of-mouth in social networks (Jøsang et al., 2007). Customers will give 

feedbacks according to the product quality, e-retailers’ honesty and service quality (Casalo et 

al., 2007), which can affect customers’ judgement towards different online shops. Dewally and 

Ederington (2006) discussed in their research that developing a reputation for high quality is a 

remedial strategy for seller-buyer information asymmetries. Consumers tend to take the prior 

feedbacks as available evidence to evaluate online sellers’ service quality and credit. (Dewally 

& Ederington, 2006). Secondly, the reputation can be the awareness of their brands as e-retailers, 

such as the size, physical presences and offline presences (Jarvenpaa et al., 2000; Kuan & Bock, 

2007). For example, Jarvenpaa et al. (2000) have proved that under the same price, customers 

prefer to choose the larger scale and well-known e-retailers. 
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Under the context of CICBEC business model, the e-retailers operate a business based on 

different e-commerce platforms, so the trustworthiness towards merchants should be divided 

into two parts, the trustworthiness of e-commerce platforms and the trustworthiness of e-

retailers. Therefore, we proposed the first two hypotheses: 

H1: The reputation of e-commerce platforms is positively associated with Chinese 

customers’ trust towards CICBEC business model. 

H2: The reputation of e-retailers is positively associated with Chinese customers’ trust 

towards CICBEC business model. 

Lee and Turban (2001) emphasized the importance of customers’ trust towards Internet 

shopping medium (ISM). Online shopping involves trust not simply between the consumer and 

the Internet merchant, but also between the consumer and the computer system which 

transactions are executed on (Lee & Turban, 2001a). In the CTIS Model, they proposed and 

tested three of their hypotheses that “The perceived technical competence / perceived 

performance level / The degree to which a consumer understands the working of the ISM is 

positively associated with CTIS”. In their model, ISM is defined as the interaction between 

customers and computerized systems.  

The technical competence and performance level of ISM are described as website design by 

other research (Grazioli & Jarvenpaa, 2000; McKnight et al., 2002). Gefen et al. (2003) 

combined customer trust in online shopping and found both perceived usefulness and perceived 

ease to use have direct and indirect impact to customer trust (Gefen et al., 2003). Perceived 

usefulness and perceived ease to use are the judge standards of website quality. McKnight et al. 

(2002) pointed out that information quality together with system quality will contribute to the 

website quality which can influence customer trust. But Grazioli and Jarvenpaa (2000) argued 

that with internet technology it is easy to achieve system quality and it is hard to evaluate a 

website by system quality difference. Based on their opinions other scholars proved that the 

system quality doesn’t have a significant impact on customer trust while judging the influence 

of website quality. But the information quality has an impact on potential customers and repeat 

customers’ trust significantly (Kim et al., 2004). Especially, product information has a great 

impact on website quality (Grabner-Kraeuter, 2002; Lee & Turban, 2001a). Customers want all 

the detailed information about the products they are viewing, for instance, verbal description, 

photos and even videos. Detailed product information can help to narrow down the distance 

between consumers and e-retailers. Therefore, we proposed the third hypothesis: 



 11 

H3: The information quality of e-retailers is positively associated with Chinese 

customers’ trust towards CICBEC business model. 

Lee and Turban (2001) noted contextual factors, issues of security and third-party certification 

services, are important in trust building in online shopping. They proposed and tested their 

hypothesis that “The perceived effectiveness of third-party certification bodies (certification 

effectiveness) is positively associated with CTIS”.  

Third-party plays an important role in cross-border online shopping to strengthen customer trust 

(Doney et al., 1998). Usually we can define third-party into three parts, certification, logistics 

systems and payment systems (Kimery & McCord, 2002a). The logistics systems will be 

discussed later as a part of order fulfillment. And here in this research, we mainly discuss 

certification and payment systems. 

Dewally and Ederington (2006) discussed four possible strategies for e-retailers in order to 

reduce asymmetric information, gain trust and gain higher profits from the consumers: 

reputation, certification, warranties, and disclosure. Among the four strategies, only the 

certification strategy cannot be self-organized by market participators, which highlights the 

importance of third-party. Certification in online shopping is the process that an independent 

third-party shows the unobservable quality level of some products or an online store with the 

help of labeling system (Auriol & Schilizzi, 2003). In China, there are diverse third-parties of 

credit authentication who give certification to online platforms, online shops and products. 

Customers’ perception of security in online payment is an important factor while building 

customer trust in online shopping (Kim et al., 2010). E-payment systems (EPS) is the 

foundation of online transaction. The most common ways of EPS consumers used in B2C e-

commerce are electronic cash, pre-paid card, credit card and debit card (Dai & Grundy, 2007; 

Guan & Hua, 2003). It is important for e-commerce platforms and e-retailers to cooperate with 

reliable e-payment third-parties to ensure the EPS security (Kimery & McCord, 2002a). 

Therefore, according to the original hypotheses and other research, we proposed the following 

hypothesis: 

H4: The third-parties (certification and EPS) are positively associated with Chinese 

customers’ trust towards CICBEC business model. 
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For the security part, Lee and Turban (2001) proposed and tested their hypothesis that “The 

perceived effectiveness of public key security infrastructure (security effectiveness) is positively 

associated with CTIS”. In other scholars’ researches, security, including receiving junk emails, 

using cookies to track usage history and preference, the security hole in the plug-in program 

and how company uses customers’ personal data, is also an important influencing factor (Wang 

et al., 1998). In Aiken’s study, security (affective trust) which influence customers’ beliefs 

about firm’s trustworthiness (cognitive trust) that will influence their purchasing behaviors 

(Aiken & Boush, 2006). In CICBEC business model, e-commerce platforms play an important 

role in constructing safe shopping context. Therefore, we proposed the following hypothesis: 

H5: The security of e-commerce platforms is positively associated with Chinese 

customers’ trust towards CICBEC business model. 

2.5 Other Factors 

CTIS Model is a customer trust model for online shopping which is recognized by numerous 

scholars. However, when contrasted with other research and the practical facts of cross-border 

online shopping in China, it can’t cover all the factors. So some other factors which are excluded 

in the CTIS model were defined in this study.  

2.5.1 E-Retailers’ Order Fulfillment System 

Generally, order fulfillment is defined as the course from customers placing the order to 

receiving their products, including order receipt, order process and logistics. Customers want 

the right product at the right time with the lowest cost, in which situation, order fulfillment 

threatens the hallowed place that “location” used to occupy in traditional shopping (Alba et al., 

1997). Order fulfilment has great influence on customer trust when customers perceive a high 

risk of information and capital (Bart et al., 2005). Customers pay close attention to the order 

process and logistics information with the hope of receiving the timely message to make sure 

of their purchased products (Bart et al., 2005). Griffis et al. (2012) have discussed that 

customers’ perceptions of order fulfillment quality are negatively affected by order cycle time, 

which is the amount of time it takes for customers to receive their products. Logistics works to 

carry forward the order from placement to customers’ end, which can control the order cycle 

time (Griffis et al., 2012). It is believed that promised delivery, arriving on time and without 

any damage, help greatly to improve customer satisfaction and increase sales growth (Boyer et 

al., 2009; Rao et al., 2011). For example, collaborating with well-known express companies to 
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ensure on-time delivery can help to increase customer trust (Kimery & McCord, 2002a).  Thus 

we proposed the following hypothesis. 

H6: The order fulfillment quality of e-retailers is positively associated with Chinese 

customers’ trust towards CICBEC business model. 

2.5.2 Government Actions 

Porter (1990) introduced government actions as one of the indirect influencing factors to an 

industry development (Porter, 1990). Porter (1990) held the view that government should create 

an environment that can support companies to gain competitive advantages without joining the 

process directly. Based on this, government action was proved as an influencing factor not only 

on a national level but also on local and regional level (Bosch & Man, 1994). 

Government action is an important factor in promoting economic development (Liang, 2008). 

In the economical view, government action can be divided into two parts, the regulatory action 

and the supportive action (Yin, 2010). Firstly, government regulatory action usually refers to 

the activities of the government to restrict or regulate the business activities of the private 

sectors (Liu, 2009). Due to the imperfection of the market economy, the government has to 

intervene in case of market failures, thus ensures the normal operation of economy (Liang, 

2008). Stigler (1970) raised the theory of economic regulation, marking the foundation of 

regulation economics which studies government regulatory functions. In addition, because of 

the limitation of market mechanism or market failure, government supportive actions are 

always in need of (Wang, 2013). It is expounded in previous study, government action always 

works in two situations (Wang, 2013). The first one, the market mechanism has its limitation 

of adjusting the development of economic. For example, in some important economic and social 

areas, government support actions can greatly protect the healthy development of national 

economy. The second one, market mechanism in developing countries always has pathological 

defects, which calls for the government support actions. Government can offer support for 

tangible and intangible markets through both direct and indirect ways. With the regulatory and 

support actions, government plays an important role in promoting the development of the 

national economy (Wang, 2013).  

In China, customer trust is to a large extent resulted from their confidence in the brand (Liang, 

2008). In customer’s view, a brand is built on the base of all kinds of contacts between 

customers and companies (Kapferer, 2004). And customers identify products or service through 
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brand (Weilbacher, 1995). In China’s economic system, customers usually build trust in a brand 

by the certification of government department. For instance, government department gives the 

honor of “national free-inspection product” to some brands to show the recognition of their 

products (Liang, 2008). And Liang (2008) expounded in his study that, these kinds of 

government actions will enhance customer trust in the brands which are honored.  

Additionally, in CICBEC business model government actions as an independent variable plays 

a special role because its direct participation. Many circulars were issued by the authorities in 

the past years in order to foster a “fair market” environment and to facilitate the development 

of CICBEC (KPMG, 2016). The most important supports are from the General Administration 

of Customs. Firstly, tax preferential treatment is offered to cross-border online platforms and 

e-retailers. According to Customs Announcement [2012] No.15, products imported through 

cross-border e-commerce can enjoy the parcel tax rate, which is much lower than the common 

import tax. Though in 2016, two new circulars were issued to change the tax of CICBEC 

business, the new tax rate is still lower than the other common ones. Secondly, the customs 

clearance policy offers support. China has launched the “all year round 24 hours customs 

clearance” scheme for goods purchased through CICBEC business model to speed up the 

customs clearance processing (Yao, 2016). There are also many other regulatory policies issued 

in order to keep the fair and healthy business environment.  

Above all, it is no doubt that government action as an independent variable has a huge impact 

on an industry development. And it is in conformity with the case in this study. Government 

plays a critical role in CICBEC business model which is supporting and regulating its 

development. Accordingly, authors supposed that government actions have an impact on 

customer trust. Thus we proposed the following hypothesis:  

H7: The government actions (legal regulation and policy support) are positively 

associated with Chinese customers’ trust towards CICBEC business model. 

Lee and Turban (2001) viewed the trustworthiness of Internet merchant, the trustworthiness of 

Internet shopping medium and contextual factors as independent variables. In addition, 

individual trust propensity is a dependent variable that can influence these three independent 

variables (Lee & Turban, 2001a). Propensity to trust is a personality trait as the general 

willingness to trust others which refers to the different experiences, personal character and 

culture background (Hofstede, 1980). Trust propensity is proved to be an interference factor 

when judging the relationships between independent variables and customer trust (Lee & 
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Turban, 2001b; Mayer et al., 1995). Here in this study, individual trust propensity is viewed as 

a known variable that will not be examined.  

2.6 The Adapted Research Model and Hypotheses 

The study developed the CTIS Model, removing some irrelevant factors and adding additional 

influencing factors from different participators (e-commerce platforms, e-retailers, government 

actions and third-parties) to build an adapted research model. This adapted research model 

helped us figure out the influencing factors. The hypotheses are showed in Table 2.1, and the 

research model is showed in Figure 2.1. 

Table 2.1: Hypotheses Summary 

Hypotheses Contents 

H1 The reputation of e-commerce platforms is positively associated with Chinese 
customers’ trust towards CICBEC business model. 

H2 
The reputation of e-retailers is positively associated with Chinese customers’ 
trust towards CICBEC business model. 
 

H3 
The information quality of e-retailers is positively associated with Chinese 
customers’ trust towards CICBEC business model. 
 

H4 
The third-parties (certification and EPS) are positively associated with Chinese 
customers’ trust towards CICBEC business model. 
 

H5 
The security of e-commerce platforms is positively associated with Chinese 
customers’ trust towards CICBEC business model. 
 

H6 
The order fulfillment quality of e-retailers is positively associated with Chinese 
customers’ trust towards CICBEC business model. 
 

H7 
The government actions (legal regulation and policy support) are positively 
associated with Chinese customers’ trust towards CICBEC business model. 
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Figure 2.1: The Adapted Research Model 
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3 Methodology 

3.1 Research Design 

Considering the realist and pragmatist philosophies (Saunders et al., 2016) in this research, a 

method combining qualitative and quantitative research was chosen. As introduced in Chapter 

1, before a large-scale quantitative research, a qualitative research as a pilot test in the form of 

small group interviews was performed with the aim of learning the relevance of proposed 

hypotheses to this research. Then came the quantitative research in the form of questionnaires 

with the aim of learning how different variables influence customer trust. The result of this 

quantitative research will test if all the proposed hypotheses are supported and to what extent 

each variable influences customer trust. 

3.2 Qualitative Research 

Qualitative research is often used as a synonym for any data collection technique or data 

analysis procedure (such as categorizing data) that generates or uses non-numerical data 

(Saunders et al., 2016). Qualitative research includes interviews, documents and observations. 

We chose the one-to-many focus group interview as a research method. Focus group interview 

is always used in the study of a particular issue, product, service or topic. It builds a tolerant 

environment that encourages all participators to freely discuss and share their opinions, which 

help researchers to explore one particular theme in depth (Krueger & Casey, 2009; Bryman & 

Bell, 2015).  

In theoretical part, we combined Lee and Turban (2001)’s CTIS Model with other scholars’ 

research and proposed seven hypotheses. In order to do a pilot test to figure out if all the 

variables in our proposed hypotheses are relevant to customer trust, the focus group interviews 

were conducted. The focus group interview research was designed to learn the impacts of the 

seven proposed variables on interviewees’ customer trust and to explore whether there existed 

other untouched potential variables. Therefore, the first version of the proposed model would 

be tested and the following large-scale quantitative research would be started. 

3.2.1 Sampling 

With the guide of Krueger and Casey (2009), focus group interviews should be designed with 

5 to 8 interviewees in each group, which ensures each people in the group has abundant chance 

to express their opinions and also avoids an awkward or silent situation. Additionally, no less 

than 3 groups should be set in order to get comprehensive and objective information from the 
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interviewees and the focus group interviews can be stopped if the researchers think the 

information given by the interviewees is saturated (Krueger & Casey, 2009). Therefore, 3 focus 

groups, each with 4 females and 4 males, were designed for our research. The 24 interviewees 

were randomly chosen from China’s domestic customers who have had cross-border online 

shopping experiences. All of the 24 interviewees were physically in China while being 

interviewed. The profile of these interviewees can be seen in Table 3.1. 

Table 3.1: Profile of the interviewees 

Gender Female 12 

 Male 12 

Nationality  Chinese 24 

Age: Under 20 2 

 20-30 19 

 Above 30 3 

3.2.2 Data Collection 

Due to the gap of geography and time between China and Sweden, the focus group interviews 

were performed in a way of internet mediated focus group interview (Krueger & Casey, 2009). 

WeChat, a free messaging and calling app with 549 million active users all around the world 

was chosen as the focus group interview internet media. Thus, 3 online groups on WeChat were 

set to conduct the text interviews. The interview duration of each group was around 1 hour. 

During the interviews, the profile and aim of study were introduced to help the interviewees 

learn about the topic and adapt to the interview environment. Then, ten prepared questions 

(showed in Appendix 1) with the functions varying from opening, introducing, transiting, key 

questioning to ending were carried out one by one (Krueger & Casey, 2009). During this stage, 

the interviewees were encouraged to share their own experiences and opinions freely. All the 

words they texted were carefully recorded and summarized by the authors. The focus group 

interview method helped a lot when seeking a preliminary understanding of the impacts of each 

variable on customer trust.  

3.2.3 Results of Qualitative Research 

With the focus group research, we tentatively tested all the variables in our proposed model and 

got the result that all these variables have some kind of correlation with customer trust. The 
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result shows that our model basically includes most of the probable influencing factors that may 

affect customer trust. Since the aim of this focus group interview research is to pre-test the 

proposed model, the expected results only show if different variables are relevant to customer 

trust. The details of answers are summarized in the following tables. Limited to the length of 

this paper, the whole answer of each question from each interviewee will not be shown here. 

We picked up several answers that helped us do the analysis and draw the conclusion. 

Table 3.2 shows the answers from several interviewees while asked which actions or characters 

of e-commerce platforms can affect customer trust. While asking them the questions about the 

effect of e-commerce platforms, nearly all of the 24 interviewees responded their concerns 

about different variables of e-commerce platforms. Thus, we can draw the preliminary 

conclusion that the reputation, security and privacy system of e-commerce platforms can be 

viewed as influencing factors that will affect customer trust. 

Table 3.2 Selected answers of Q4 

Answer  Interviewee 
I will choose the one that is greatly accepted by other consumers. Male 4, Group 1 
The evaluation from friends and other consumers will affect … Female 6, Group 2 

I always choose big platforms because my purchase information can be 
guaranteed. 

Female 2, Group 1 

I assess the platform from the origin of goods and the security of the 
website system. 

Female 11, Group 3 

Table 3.3 shows the answers from several interviewees while asked which actions or characters 

of import e-retailers can affect customer trust. While asking them the questions about the effect 

of e-retailers, nearly all of the 24 interviewees responded their concerns about different 

variables of e-retailers. Thus, we drew the preliminary conclusion that the reputation, 

information quality and order fulfillment quality of e-retailers can be viewed as influencing 

factors that will affect customer trust. 

Table 3.3 Selected answers of Q5 
Answer Interviewee 
I will look through the sales volume and product evaluation to help me 
make decisions. 

Male 3, Group 1 

I prefer to trust the retailers who give honest and detailed information. 
If a retailer gives too much fancy but not real information, I won't trust 
this retailer. 

Female 8, Group 2 
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I like the introduction of products as detailed as enough, the size, usage, 
origin, package and so on. 

Male 1, Group 1 

I will also consider how much time retailers take to process and delivery 
my order… 

Male 9, Group 2 

The sales loop which contains the procedures from placing to receiving 
order is very important for me… 

Male 5, Group 2 

Table 3.4 shows the answers from several interviewees while asked which actions or characters 

of third-party can affect customer trust. Thus, we drew the preliminary conclusion that the third-

party certification can be viewed as influencing factor that will affect customer trust. 

Table 3.4 Selected answers of Q6 
Answer Interviewee 
I will care the payment third-party, it is important for online shopping 
platforms to cooperate with trustworthy payment companies, such as 
Alipay. 

Female 2, Group 1 

I will care about the certification or from a third party that can prove the 
products are come from the legal channel … 

Male 6, Group 2 

I will surf the forums to look at the evaluations from other customers 
and try to shop on the site they recommended. 

Female 3, Group 1 

Table 3.5 shows the answers from several interviewees while asked whether government 

actions can affect customer trust. Thus, we drew the preliminary conclusion that the policy 

support and legal regulation can be viewed as influencing factors that will affect customer trust. 

Table 3.5 Selected answers of Q7 
Answer Interviewee 
I used to do Haitao, shopping on overseas websites and mail the 
products directly from abroad. But after China has bonded areas policy, 
I started to buy foreign products from local websites. 

Male 4, Group 1 

If I give one platform 80 cores, after I learn that it has the cooperation 
with bonded arear, I will give it 10 more cores. 

Male 2, Group 1 

I believe that government actions will give more supervision to these 
platforms and retailers so I will pay more trust. 

Male 8, Group 2 

That makes me feel that government is answerable to the bonded area 
so my consumption is safe. 

Female 12, Group 3 

 

3.3 Quantitative research 

As a common research method in social science disciplines, quantitative is often used as a 

synonym for any data collection technique or data analysis procedure that generates or uses 
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numerical data. In quantitative research, the relationships between different variables can be  

measured numerically and analyzed using a range of statistical and graphical techniques 

(Saunders et al., 2016). In this study, questionnaire is chosen as the data collection method. As 

one of quantitative research methods, the questionnaire is frequently used in research which 

requires a big sample of respondents that live in different areas (Denscombe, 2010). In order to 

ensure the accuracy and objectivity of the survey data which is collected from a large number 

of respondents, we employed the questionnaire method. Questionnaire helped us collect data 

which was used to analyze how different variables effect in our proposed model and showed us 

with the result of their impacts on customer trust in a numerical way. Further, the proposed 

hypotheses were examined using the collected data. 

3.3.1 Research Approach and Objects 

The questionnaire was designed with the aim of collecting first-hand data in the research of 

investigating the relationship between different factors and customer trust. Because we were in 

Sweden but the main respondents are in China, we chose internet questionnaire to eliminate the 

geographical gap. We uploaded our questionnaire on a specialized website that can create a 

specific hyperlink which can be shared on social media. While clicking this hyperlink on 

WeChat, the respondents were brought to the questionnaire page. After respondents submitting 

their questionnaires, the system will save the answers and perform them in the background 

system. In order to ensure the quality of each questionnaire, a limitation of respondent’s IP 

addresses was set. We chose http://www.sojump.com as the questionnaire-generate website, 

which can set the limitation that each IP address can only answer the same questionnaire once, 

thus questionnaire repeating could be avoided. Thereby, the authenticity of information and the 

accuracy of the sample are ensured. 

In this research, the population who have had CICBEC shopping experiences were chosen as 

the respondents. The respondents can be in anywhere in the world. There were two main reasons 

why we chose to conduct the research within these people. Firstly, these people are the ones 

who have the shopping experiences which we are studying on, so they are able to provide the 

real data from a practical view. Secondly, the internet questionnaire has an obvious advantage 

of breaking the geographical gap (Saunders et al., 2016), in which way the respondents can go 

beyond the geographic limitation since our questionnaire can reach everywhere in the world. 

As a result, we did not set any geographical limitation on the respondents of our questionnaire 

research. 
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3.3.2 Sampling 

As mentioned in the objects part, our target respondents are those with CICBEC shopping 

experiences, which is opposite with random selection. So in this research, we used 

nonprobability sampling method (Battaglia, 2008). Volunteer sampling was applied in this 

study in which respondents are volunteered to take part in the research rather than be chosen to 

(Saunders et al., 2016). Considering online shopping is an issue that may relate to individual 

privacy and not that easy to find a large number of respondents by ourselves, so we decided to 

do a snowball sampling method (Biernacki & Waldorf, 1981).  

According to the guidance of doing snowball sampling in Saunders, Lewis and Thornhill 

(2016)’s book, we designed our sampling plan:  

First step, we found a cluster of respondents who conform to the requirements of the objects in 

our friends and relatives. Every person in the initial cluster was provided with the hyperlink of 

our questionnaire. After the initial cluster finished filling the questionnaire, they were asked to 

spread the hyperlink among their friends and relatives who conform to the requirements of the 

objects and let the new respondents repeat this procedure. The questionnaire research didn’t 

stop until the sampling was big enough and there was no new respondent can be found. 

Snowball sampling method can take advantage of the social relationship network to gain a 

larger scale of sample (Saunders et al., 2016). As allowing for the sampling of natural 

interactional units, it is widely used in sociological research (Coleman, 1958).  

However, there are still some shortages of snowball sampling method and we designed some 

complementary actions to make the research more rigorous. Firstly, the unbalance of gender as 

a hidden risk will influence the results of the research. It is possible that a female respondent 

will find more female respondents and the same for a male. In this situation, every respondent 

was required to try their best to find relatively equal female and male respondent who conform 

to the requirements of the objects in their social network. As a result, the unbalance of gender 

problem could be controlled within a certain range. Secondly, respondents may lack personal 

privacy information of every friend and relative which brings the risk of missing some potential 

respondents. Contraposed this point we suggested all the respondents post the hyperlink on their 

internet social media to expand the scale of the samples to the greatest extent. The survey lasted 

9 days from April 2nd, 2016 to April 10th, 2016. 
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3.3.3 Measurements 

Questions in this questionnaire can be divided into two parts. In the first part there are 7 

questions about the respondent’s individual information. The second part includes questions 

focused on the hypotheses and factors in the proposed model. Questions in the second part give 

declarative sentences that default hypotheses tenability. And answers were designed as multiple 

choice of the degree that respondents’ measurements towards different cases. Number from 1 

to 7 present the degree is strengthening, for example 1= very low and 7 = very high.  

The first part of the questionnaire is background about the respondents which reference to 

factors such as gender, age and education level. To explore more customer behaviors, we also 

design questions to know roughly about customer shopping history, frequency and average cost. 

The personal background data can be used to analyze other secondary factors that are not 

mentioned in our model of further research is needed. 

Interviewee 
background  

Gender  

Age  

Education level  

Interviewee 
consuming 
behavior 

Have you ever shopped on any of the following cross-border e-commerce websites?  

Which website do you most frequently use?  

How often do you shop on this website? 

What is the average amount of money you spent on this website? 

Trustworthiness of e-commerce platforms and trustworthiness of e-retailers can be assessed 

from different dimensions. 14 questions were designed to measure how customer trust e-

commerce platforms and e-retailers. 

Platform 
Reputation 

Q1: Please evaluate the awareness of the e-commerce platform. 
Q2: Please evaluate the praise degree made by your friends and relatives of the e-
commerce platform. 

Platform 
Website 
Security 

Q3: Please evaluate the network security level of the e-commerce platform. 

Q4: Please evaluate the private information security level of the e-commerce platforms.  

Retailer 
Reputation 

Q5: Please evaluate the praise degree of the e-retailer made by your friends and relatives. 

Q6: Please evaluate the praise degree of the e-retailers made by other customers. 

Q7: Please evaluate the recommendation level of the e-retailer by blogs and celebrities. 

Information 
Quality 

Q8: Please evaluate the level of goods information accuracy supplied by the e-retailer. 
Q9: Please evaluate the level of goods information facticity supplied by the e-retailer. 

Q10: Please evaluate the order processing efficiency of the e-retailer. 

Q11: Please evaluate the order fulfillment accuracy level of the e-retailer. 



 24 

Order 

Fulfillment 

Q12: Please evaluate the goods delivery speed of the e-retailer.  

Q13: Please evaluate the goods delivery security level of the e-retailer. 

Q14: Please evaluate the after-sale service attitude (return and repair) of the e-retailer. 

Third-party in e-commerce covers payment, logistics, forums and other fields, but here we only 

focus on the third-party of payment and credit authentication. 

Third-party 

Q15: Please evaluate the security level of the third-party payment which you most  
     frequently use. 
Q16: Please evaluate the importance of credit authentication for you, which is verified by  
     credit evaluation institutions. 

Government is measured by 4 questions to detect how government influences customer trust 

within. 

Government 

Action 

Q17: Please evaluate your degree of recognition about the bonded area policies designed  
     for CICBEC business model. 
Q18: Please evaluate your degree of attention about the processing records about your  
     purchased goods. 
Q19: Please evaluate your expectation degree about the preferential policies for CICBEC  
     business model in the future. 
Q20: Please evaluate your expectation degree about severer regulatory policies for  
     CICBEC business model in the future. 

The former questions are all about the seven independent variables, e-commerce platform 

reputation, e-commerce platform website security, e-retailer reputation, information quality, 

order fulfillment, third-party and government. In order to analyze how these independent 

variables affect customer trust, we need to design at least one question for the dependent 

variable, the customer trust. Therefore, we designed the following question. 

Customer Trust Q21: Please evaluate your trust in CICBEC business model. 
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4. Results and Analysis 

Chapter 4 presents the analytical results of the quantitative data collected from 417 

questionnaires. The statistical analysis includes the descriptive data of customers, reliability 

and validity testing, correlation analysis and multiple regression analysis. The testing is done 

with SPSS Statistics 23. 

The online survey lasted 9 days, from 2nd April to 10th April, 2016. In this research, the initial 

sample size was 131, which consisted of 55 males and 76 females. After that, these initial 131 

respondents sent the questionnaire hyperlink within their social networks and finally we got 

430 Chinese version questionnaires through the online survey platform Sojump.com. Among 

these 430 questionnaires, 13 questionnaires were deleted because the respondents never had 

cross-border online shopping experience. Therefore, remaining 417 questionnaires were 

viewed as valid data and the effective rate was 96.9%. 

4.1 Descriptive Data of Customers in Quantitative Research 

As talked above, 417 valid questionnaires were collected. The descriptive data of this sample 

is shown in the following: 

· Gender. In the valid questionnaires gender presents unbalanced distribution. As the result, 

58.5%(244 of 417) of valid questionnaires were from female and the other 41.5% were 

from male. There are two possible reasons to explain this unbalanced result. Firstly, as 

what was already mentioned in chapter 3.3.1, the unbalanced gender of the initial sample 

may influence the whole sample in this snowball sampling method. Secondly, it is possible 

that there are more female customers than male customers in online shopping industry.  

· Age. In this questionnaire age range was designed from 20 to 40 years old. And it turns 

out that the majority of the respondents are in 20 to 35 years old, for 66.4% (21-25), 19.4% 

(26-30). Compared with younger age group, people in this age range usually have more 

disposable money to support their shopping. And compared with elder age group, people 

in this age range are more familiar with online shopping and have more interest in trying 

new shopping models. These points can explain the unbalance of age distribution in this 

sample. This sample is valid and can be used in study to response the real situation of 

customers.  

· Education. When analyzing the data about education level, it can be found that most 
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respondents chose bachelor degree and master degree for 54.0% and 33.8% respectively. 

Junior college occupies the third place with 7.7%. Then is “Ph.D. or above” (2.4%) and 

the last one is “High school and under” for just 2.2%. This result reveals that most 

respondents who had cross-border online shopping experience of CICBEC are with higher 

education.  

· Shopping experience. This question is a multiple choice question, the calculation method 

of the percentage of each choice is: Percentage = the number of this choice was chosen/ 

the number of valid questionnaire. So the result of evaluated percentages may be more 

than 100 percentages. In this question we gave 10 e-commerce platforms that were 

mentioned in focus group interviews by respondents and a choice of “others”. We found 

that Tmall Global, JD.com Global, Amazon Global and Xiaohongshu were the top 4 e-

commerce platforms that consumers usually use. Compared with these four, no one of the 

other six e-commerce platforms gained the percentage more than 4%. And there are 19.4% 

respondents choose others. This result reveals that there are still some e-commerce 

platforms were not mentioned in our pilot research. Further, this question indicates that 

there are a large number of e-commerce platforms but only a few of them have good 

market share. 

· Shopping preference. Same as the question of shopping experience, this question is a 

multiple choice and is analyzed with the same calculation method. The result of this 

question has the same ranking with last one, Tmall Global, JD.com Global, Amazon 

Global and Xiaohongshu were the top 4 customers’ favorite e-commerce platforms. But 

when compared with the question of shopping experience, shopping preference of each e-

commerce platform has a lower evaluation. For example, Tmall Global is evaluated with 

69.5% in shopping experience question but 55.9% in shopping preference question. And 

also respondents who chose the option of “others” decreased to 10.1% from 19.4%. This 

phenomenon reveals that some respondents felt unsatisfied about their shopping 

experience on the platforms they used. Respondents from this sample may have some 

critical opinions on the business model. They may apply more practical evaluations rather 

than ideal evaluations to further questions in part 2.  

· Expense. Most respondents (41.0%) chose to spent average 200 to 500 CNY each time in 

their most frequently used e-commerce platforms. 27.6% of them spent under 200 CNY 

and 16.5% spent 501 to 1000 CNY each time. Additionally, the percentages of choosing 
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“1001-1500RMB”, “1501-2000RMB”and “>2001RMB” are 7.7%, 2.9% and 4.3% 

respectively. The data covered all choices so it is valid.  

· Summary of Descriptive Data can be seen in Appendix 3. 

4.2 Reliability Testing 

Cronbach consistency coefficient (Cronbach α) is an estimate of the correlation between two 

items, which describes how closely related the two items are as a group (Cronbach, 1951). 

Cronbach α is used to examine the reliability of variables designed in the questionnaire. 

Cronbach α values between 0 to 1, and the higher Cronbach α values, the higher level of internal 

reliability the data has. Cronbach α higher than 0.7 is considered “acceptable” in most social 

science situations (SPSS, n.d.).  

The answers from different questions which were designed for the same variable were averaged 

before testing the reliability of the whole questionnaire. The Reliability Statistics table shows 

the actual value for Cronbach’s alpha is 0.946, as shown in Table 4.2.1, which indicates a high 

level of internal consistency among the seven independent variables and the dependent variable. 

Table 4.2.1 Reliability Statistics 

Cronbach’s Alpha 
Cronbach’s Alpha Based on 
Standardized Items N of Items 

.946 .947 8 

In order to see the internal consistency of each variable, we separately tested the reliability of 

seven variables. The reliability testing results are shown in Table 4.2.2. It shows that all 

corrected item-total correlation values are positive and higher than 0.3. It indicates that none of 

the 21 questions is measuring any aspects different from other questions of the same variable 

scale. 

Table 4.2.2 Reliability Analysis of Variables 
Internal Reliability 
Variables Measuring 

Questions 
Corrected Item-Total 
Correlation 

Cronbach α 

Platform Reputation Q1 .688 .784 
 Q2 .688  
Platform Security Q3 .726 .768 
 Q4 .726  
Retailer Reputation Q5 .752 .866 
 Q6 .772  
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 Q7 .571  
Information Quality Q8 .665 .827 
 Q9 .665  
Order Fulfillment Q10 .714 .834 
 Q11 .679  
 Q12 .759  
 Q13 .765  
 Q14 .726  
Third Party Q15 .633 .801 
 Q16 .633  
Government Action Q17 .716 .738 
 Q18 .663  
 Q19 .777  
 Q20 .747  
Perceived Trustworthy Q21 -- .828 

4.3 Validity Testing 

As a very important test factor in statistics, validity refers to the inference of the appropriate, 

meaningful and usefulness of the specific test results (American educational research 

association et al., 2014). Validity is used to test whether the conclusion drawn from a set of 

given data can be scientifically valid. 

In SPSS, we usually use Factor Analysis to test the validity of the questionnaire. Before Factor 

Analysis, Kaiser-Meyer-Olkin (KMO) and Bartlett’s test is used to test if the questionnaire is 

suitable for factor analysis. Indicating the sampling adequacy, the bigger the KMO values, the 

more suitable the data can be used to do factor test (Kaiser, 1974). If the KMO value is lower 

than 0.5, the data is not suitable to do factor test. Table 4.3.1 shows the KMO and Bartlett’s 

Test result of the 21 questions. The KMO value is 0.963 which means that the data is suitable 

to do factor test, and in the Bartlett’s Test of Sphericity, the significant value is 0.000, which 

means that the questionnaire is valid. 

Table 4.3.1 KMO and Bartlett's Test 

Kaiser-Meyer-Olkin Measure of Sampling Adequacy. .963 
Bartlett's Test  
of Sphericity 

Approx. Chi-Square 6754.768 
df 210 
Sig. .000 
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To establish construct validity, we did Principal Components Analysis (PCA). The indicators 

load well as shown in Table 4.3.2. The results show that the scales have good convergent 

validity so all the variables can be used to do the next step analysis. 

 Table 4.3.2 The Result of Principal Components Analysis 
Variables Items/Indicators Mean SD Factor Loading 
Platform Reputation Q1 5.55 1.464 .737 
 Q2 4.95 1.256 .774 
Platform Security Q3 5.11 1.320 .744 
 Q4 4.94 1.373 .762 
Retailer Reputation Q5 5.13 1.275 .821 
 Q6 5.13 1.219 .845 
 Q7 4.79 1.295 .680 
Information Quality Q8 5.06 1.282 .755 
 Q9 5.09 1.257 .823 
Order Fulfillment Q10 4.88 1.292 .733 
 Q11 5.34 1.399 .722 
 Q12 4.96 1.261 .740 
 Q13 5.24 1.348 .768 
 Q14 5.06 1.293 .789 
Third Party Q15 5.49 1.260 .812 
 Q16 5.30 1.326 .719 
Government Action Q17 5.03 1.356 .707 
 Q18 4.94 1.434 .614 
 Q19 5.57 1.383 .740 
 Q20 5.47 1.390 .709 
Perceived 
Trustworthy 

Q21 5.33 1.223 .854 

4.4 Correlation Testing 

The result of correlation analysis is shown in Table 4.4. All the seven variables (Platform 

Reputation, Platform Security, Retailer Reputation, Information Quality, Order Fulfillment, 

Third-party and Government Action) show a significant correlation with Customer Trust. The 

correlation between different variables and Customer Trust verified. We can find in the table 

that variables regarding to e-retailers have a significantly stronger correlation with Customer 

Trust than other variables. How the different variables affect Customer Trust will be analyzed 

in chapter 4.6 with the regression testing. 

Table 4.4 Correlation Testing 
Variables Correlations Customer Trust 
Platform Reputation Pearson Correlation .682** 
 Sig. (2-tailed) .000 
Platform Security Pearson Correlation .673** 
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 Sig. (2-tailed) .000 
Retailer Reputation Pearson Correlation .744** 
 Sig. (2-tailed) .000 
Information Quality Pearson Correlation .715** 
 Sig. (2-tailed) .000 
Order Fulfillment Pearson Correlation .784** 
 Sig. (2-tailed) .000 
Third-party Pearson Correlation .696** 
 Sig. (2-tailed) .000 
Government Action Pearson Correlation .699** 
 Sig. (2-tailed) .000 

 

4.5 Multiple Linear Regression Analysis 

In the behavioral science and business, multiple regression analysis is broadly applicable to 

hypotheses generated by researchers (Cohen et al., 2013). In our research, there are seven 

independent variables (Platform Reputation X1, Platform Security X2, Retailer Reputation X3, 

Information Quality X4, Order Fulfillment X5, Third-party X6 and Government Action X7) and 

one dependent variable – Customer Trust Y. Multiple regression can provide the interaction 

between different independent variables and the dependent variable, which can be shown in the 

regression model.  

4.5.1 Linear Multiple Regression Test with the Method of Enter and Stepwise 

We assumed the following equation: 

Y=α+β1* X1+β2 *X2+ β3 *X3+ β4 *X4+ β5 *X5+ β6 *X6+ β7 *X7 

The α and β coefficients of this equation can be summarized in the Coefficients table. We firstly 

run the linear multiple regression analyze with the method of enter. 

There are several important values in linear multiple regression analysis: 

a)   R Square. R Square shows how the independent variables explain the model. It is used to 

measure if the data are closely fit to the regression line. R Square values between 0 to 1, 

the higher it values the more variability the model explains. In our model summary, the R 

Square shown in Table 4.5.1 is 0.695, indicating that the model explains 69.5% of the 

variability in customer trust. Though there is 30.5% of the variability in customer trust can 

not be explained, the result is still good in social science, because human behavior is hard 

to predict and there are many other influencing factors, such as gender, age and personality.  
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Table 4.5.1 Model Summary 
Model  R R Square Adjusted R Square Durbin-Watson 
1 .833 .695 .682 1.969 

 

b)   ANOVA F-value and Significant value. In ANOVA, we had the null hypothesis that all the 

independent variables will not have a significant influence on the dependent variable. 

Table 4.5.2 shows that ANOVA F-value is 132.911 with the Significant value of 0.00, 

which means that the null hypothesis is rejected. So we got the conclusion that there was 

at least one independent variable among the seven have a significant impact on the 

dependent variable Y. 

Table 4.5.2 ANOVAa 
Model Sum of Squares df Mean Square F Sig. 
1 Regression 432.292 7 61.756 132.911 .000b 

Residual 190.039 409 .465   
Total 622.331 416    

c)   P value. As in the ANOVA test, the null hypothesis was rejected, we needed to further 

explore what factors of the seven independent variables are affecting the dependent 

variable. So we needed to look at the P value. If a P value is less than 0.05, we can say that 

the independent variable has a significant influence on the dependent variable. As shown 

in the Table 4.5.3, all the P values are less than 0.05 except the Third-party. That indicates 

all the independent variables have a significant impact on the customer trust except the 

Third-party.  

Table 4.5.3 Coefficients 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
1 (Constant) .40 .178  .277 .820 
Platform Reputation .102 .045 .104 2.286 .023 
Platform Security .108 .043 .110 2.525 .012 
Retailer Reputation .141 .063 .126 2.240 .026 
Information Quality .114 .054 .108 2.106 .036 
Order Fulfillment .257 .055 .231 4.647 .000 
Third-party .064 .049 .061 1.305 .193 
Government Action .242 .043 .233 5.648 .000 

As the Third-party was tested to have no significant influence on the Customer Trust, we made 

the multiple linear regression with the method of stepwise in order to remove variables that 
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have no significant impact on the dependent variable and finally get our model. The results are 

shown in table 4.5.4. 

Table 4.5.4 Coefficients* 

Model 

Unstandardized 
Coefficients 

Standardized 
Coefficients 

t Sig. B Std. Error Beta 
1 (Constant) .072 .176  .407 .684 
Order Fulfillment .274 .054 .245 5.075 .000 
Government Action .261 .040 .252 6.502 .000 
Retailer Reputation .148 .063 .133 2.364 .019 
Information Quality .126 .053 .119 2.354 .019 
Platform Security .113 .042 .115 2.660 .008 
Platform Reputation .103 .045 .105 2.313 .021 

4.5.2 Results of Regression Analysis 

To summarize the optimal model, we defined Platform Reputation X1, Platform Security X2, 

Retailer Reputation X3, Information Quality X4, Order Fulfillment X5, and Government Action 

X7. From the value Beta of each variable in Table 4.5.4, the regression equation of the optimal 

model of customer trust in CICBEC business model can be summarized as:  

Y=0.072+0.274*X5+0.261*X7+0.148*X3+0.126*X4+0.113*X2+0.103*X1. 

Since the impact of third-party was tested to be non-significant with customer trust, we 

reconstructed the model. There are six significant influencing factors in this model and their 

impacts are shown with the Beta value. 
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Table 4.5.5 Tested Mode 
 

 

4.6 Summary of Results 
To summarize the results shown above, we can consider that our 417 questionnaires are valid 

data.  

a)   In the reliability testing, the Cronbach’s Alpha as a whole is 0.946, and the Cronbach’s 

Alpha of each variable is higher than 0.700, indicating very good internal consistency 

reliability of the data.  

b)   In the validity testing, the KMO value is 0.963 and the Bartlett’s Test value is 0.000, 

indicating the data collected from the 417 questionnaires is valid and the conclusion drawn 

from this sample can be viewed as scientifically valid. 

c)   In the correlation testing, the Pearson value of each variable is over 0.6, indicating that all 

the variables have significant correlations with Customer Trust. 

d)   In the linear multiple regression analysis, when we first did the regression with the method 
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of enter, the R square was 0.695, indicating good explanation capacity of the model. 

However, the P value of Third-party was higher than 0.05, indicating that this variable has 

no significant impact on Customer Trust. So we redid the regression with the method of 

stepwise in order to exclusive this variable. Then a new model came out with the 

regression equation of the optimal model of customer trust in CICBEC business model of 

Y=0.072+0.274*X5+0.261*X7+0.148*X3+0.126*X4+0.113*X2+0.103*X1. (Platform 

Reputation X1, Platform Security X2, Retailer Reputation X3, Information Quality X4, 

Order Fulfillment X5, and Government Action X7). 

According to the results of the SPSS testing, we draw the conclusion of the hypothesis testing 

in Table 4.6, and the detailed results will be further discussed in Chapter 5. 

Table 4.6 Hypotheses Testing Result  

Hypotheses Testing Result 

H1: E-commerce platform reputation → Customer trust  Supported 

H2: E-retailer reputation → Customer trust Supported 

H3: Information quality → Customer trust Supported 

H4: Third-parties → Customer trust Not Supported 

H5: E-commerce platform website security → Customer trust Supported 

H6: E-retailer order fulfillment → Customer trust Supported 

H7: Government actions → Customer trust Supported 
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5. Discussion 

This research studies the influencing factors of customer trust on CICBEC business model, 

combining with the literature review and a small pilot focus group research, we proposed 7 

hypotheses before collecting data through online questionnaires and numerically tested the 

proposed model with SPSS. The result of multiple linear regression shows that 6 of the 7 

variables are proved to have a significant impact on customer trust. To sort the 6 variables 

according to the influencing degree from the highest to the lowest, they are Order Fulfillment, 

Government Action, Retailer Reputation, Information Quality, Platform Security and Platform 

Reputation. Third-party as an independent variable is removed from the original model. 

5.1 Discussion of the Proved Variables 

5.1.1 Order Fulfillment as an Independent Variable 

Order fulfillment is identified as the whole process from placing an order to receiving the 

product, which consistently has a foremost effect on customer trust in this study. This verifies 

that order fulfillment has the most influence on customer trust in cross-border online shopping 

because of high information risks (Bart et al., 2005). It can be anticipated that order fulfillment 

is influential. Firstly, order fulfillment is an important part in online shopping. If we separate 

the purchase process into three parts: pre-sale, in-sale and after-sale, order fulfillment stretches 

across in-sale and after-sale stages. Logistics, according to Boyer et al. (2012) which 

contributes greatly to customer satisfaction and delight in online shopping, is clarified into order 

fulfillment process in this study that strengthened the influence of order fulfillment on customer 

trust. Secondly, it is also reasonable that factors about retailers have a a stronger effect than 

other factors because retailers are the ones who are in direct contact with customers. Order 

fulfillment represents the retailer’s ability to keep promises and provide after-sale services 

which arouse customers’ attentions. Additionally, good quality order fulfillment service can 

make customers feel safe about their privacy and products security (Bart et al., 2005). To sum 

up, customers prefer to trust the retailer who can provide accurate product in time and solve the 

problems during the whole purchasing process.  

5.1.2 Government Action as an Independent Variable 

Government action ranks second place in this result. Yin (2010) divided government action into 

two parts, the regulatory action and the supportive action. In China’s cross-border online 

shopping market, the government has a good interpretation of these two roles. When looking 
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back to the development of this industry, we can find many circulars issued by authorities with 

the aim of supporting and regulating the development of China’s cross-border e-commerce 

(KPMG, 2016). Government is an important and indispensable participator in this business 

model and this is the reason why government action was added into the new model, presenting 

the main difference between the new model and other existing models of customer trust in 

cross-border online shopping.  

Government action is tested to be a significant influencing factor on customer trust because of 

two main reasons. On one hand, government is viewed as the symbol of fairness and justice by 

most citizens. Comparing with e-commerce platforms, e-retailors and third-party, other 

companies and individuals, government has the responsibility to protect customer rights. In the 

transaction process of CICBEC business model, all the products should go through China’s 

customs, which indicates the products are actually imported from overseas markets (Yao, 2016). 

This kind of government action will surely impact customer trust on this business model. On 

the other hand, government as the supervisor and standardization founder, plays the role of 

promoting, protecting and regulating the whole cross-border online shopping industry. As 

Liang (2008) said in his research, China has its brand and product inspection department, which 

plays an important role helping customers build trust on a certain brand or product. Actions 

from government are more likely to win trust than actions from other parties in the society. 

Government action is the core part in this business model and endows it with the name of 

China’s import cross-border e-commerce while Haitao and Daigou can only be called cross-

border online shopping. As a result, the research of its influence on customer trust is of great 

significance. Government intervention in this new business model undoubtedly will strengthen 

industry supervision and promote industry development. Therefore, this government action 

factor positively affects customer trust in the macroeconomic level, which improves or adjusts 

the whole industry atmosphere. In addition, the government preferential policy will also 

accelerate the industry process which will form a virtuous circle for this business model. 

5.1.3 The Reputation of E-Retailers as an Independent Variable 

According to the regression analysis, e-retailer reputation ranks third place among the six 

independent variables. The reputation of e-retailer can be described from two aspects. Firstly, 

as Jøsang, Ismail and Boyd (2007) introduced in their research, customer evaluation can help 

to measure an e-retailer’s reputation. In this business model, all the e-commerce platforms share 

the same customer evaluation system. For example, e-retailers are clarified into several grades 
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according to their historical evaluation grading, which can be easily found by customers on the 

homepages of e-retailers. The result verified Jøsang, Ismail and Boyd (2007)’s theory that 

reputation can be considered as a collective measurement of trustworthiness. Secondly, the 

reputation of e-retailers can be connected with their brand awareness as online sellers. This can 

be reflected by the recommendation of forums or celebrities on social media and the physical 

presences and offline presences of the e-retailers (Kuan & Bock, 2007). E-retailers with 

stronger brand awareness are more likely to be perceived trustworthy by customers (Liang, 

2008). Thus in this business model, e-retailers with good reputation are viewed as with lower 

risk and uncertainties and finally gain more trust from customers. Additionally, customers will 

keep seeking for valid information to test the reputation of e-retailers while purchasing products 

online and make an evaluation based on their own purchase experience, which can help other 

customers. 

5.1.4 The Information Quality as an Independent Variable 

As shown in the results, information quality of the e-retailers has a positive and significant 

influence on customer trust, which ranks fourth place in all independent variables. Lee and 

Turban (2001) tested the importance of the degree to which a consumer understands the 

working of the ISM while researching on the CTIS Model. Kim, Xu and Koh (2004) further 

researched in this field and found that online system quality is not only about easy to use, but 

also about information quality. Information quality is about all the information a customer can 

get from e-commerce platforms and e-retailers, for example, the product descriptions, the 

introductions of purchase procedure and the return policies (Grabner-Kraeuter, 2002). It can 

influence customer trust from two ways. Firstly, in the pre-sale stage, due to the gap of 

geography, the only way for customers to know a product is to look at the description 

information on the product page. It is easier for customers to trust e-retailers who provide 

detailed and accurate product information. Secondly, information quality also influences 

customer trust in the post-sale stage. Once a customer received a product that was purchased 

on a cross-border online shopping platform, he/she will judge if the quality and feature of the 

product match with its description on the website page. If the information is viewed as high 

quality, the customers will trust the e-retailer and more likely to purchase from this e-retailer 

again. And also, their evaluations can be shown through their product comments and influence 

other customers. Thus it can be seen that information quality also influences e-retailer 

reputation. As discussed in chapter 5.1.3 e-retailer’s reputation has a significant impact on 

customer trust. To sum up, information quality influences customer trust in both direct and 
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indirect way. This result of information quality as a significant influencing factor is consistent 

with the previous study (Kim et al., 2004).  

5.1.5 Website Security of E-commerce Platform as an Independent Variable 

Platform security ranks fifth place within the six significant influencing factors. This result 

verifies Belanger, Hiller and Smith (2002)’s research that security is highly valued by 

customers in the electronic commerce. Website security in this business model is the same as 

all kinds of e-commerce, referring to the security of online purchase environment and the 

protection of personal privacy (Wang et al., 1998). Hacker attacks, bank information disclosure 

or fraud, and personal information leakage are all within the scope of website security problems. 

As the foundation of online transaction, the website security is an import issue to customers 

while judging where to buy products. Only when customers feel protected then will they shop 

online (Aiken & Boush, 2006). In our research, respondents desire for higher protection during 

the transaction which will lead higher trustworthiness perceptions. But since most big e-

commerce platforms, such as Tmall.Global, have strong website security protect teams, those 

kinds of website security problems seldom happen. And also, most e-commerce platforms have 

the compensation plans for customers who have suffered losses through purchasing, which give 

customers a reassurance. Due to above reasons, website security is still a factor of great concern 

by customers which is consistent with past studies. However, when compared with other factors, 

it is not the most important one.  

5.1.6 Reputation of E-commerce Platform as an Independent Variable 

It is can be seen in the results that platform reputation has a positive and significant influence 

on customer trust. In this business model, an e-retailer operates business on one e-commerce 

platform. All its transaction and promotion activities are guided and regulated by the platform 

it lives on. When disputes between a customer and an e-retailer occur, the e-commerce platform 

takes the role of mediator. Just as Lee and Turban (2001) indicated in their research, how the 

e-commerce platform guides, regulates and supports the online shopping activities of both 

customers and e-retailers contributes to its feature of ability, integrity and benevolence, which 

represent its reputation. As a result, this kind of reputation will influence customer trust when 

they are shopping.  

Same as the reputation of e-retailers, the reputation of e-commerce platforms can be described 

from two aspects, customer evaluation from other customers or friends and relatives (Jøsang et 

al., 2007) and brand awareness as an e-commerce platform (Kuan & Bock, 2007). On one hand, 
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comparing with unknown platforms, a platform with good awareness has advantages in 

customer base, experience and operation scale. Customers have a first impression that the 

platforms which have these kinds of advantages can afford service and solve problems more 

efficiently. On the other hand, friends and relatives are the people who are closest to customers, 

so their evaluations of a platform are more persuasive than evaluations from strangers. 

Customers will pay more trust to the platform that recommended by his or her friends and 

family.  

In CTIS model, Lee and Turban have proved the impact of the reputation of online merchants 

(Lee & Turban, 2001a). In their study, reputation of internet merchants includes e-retailers’ 

reputation and e-commerce platforms’ reputation. In this study, we directly used e-retailers’ 

reputation and e-commerce platforms’ reputation as two different independent variables. When 

we look at our results, it is interesting to find that the impact of e-retailers’ reputation is much 

higher than that of e-commerce platforms’. This may be because that in this business model, e-

retailers are the ones who directly contact with customers while the e-commerce platforms are 

not. So the impact of the one who directly contact with customers has the higher impact level.  

5.2 Discussion of the Unproved Variable 

Third-party as one of the hypothetical factors, was finally proved to have an impact on the 

customer trust but not significant. In the correlation testing, the result has shown that third-party 

has a certain correlation with customer trust. But in the multiple linear regression analysis, 

third-party was rejected as a significant independent variable. Third-party payment security and 

credit authentication do influence customer trust, however, this impact may be weakened by 

the following reasons. Firstly, most customers choose to shop on the platforms who have a rich 

experience in online shopping industry. For instance, the top 3 are Tmall Global, JD.com Global 

and Amazon Global. Before entering the market of cross-border online shopping, they were 

already the top 3 e-commerce platforms in China and were widely popular with the masses of 

Chinese customers. Shortly after starting cross-border online shopping business on their 

platforms, their transaction boomed because of their abundant accumulation of customers 

(China E-commerce Research Center 2015). Customers have formed solid trust on their 

standardized management system, online business capabilities and long-term cooperated third-

parties. So when customers shopping on these platforms they don’t pay a lot of attention to 

check authentication third-party again. Secondly, the most popular payment third party in China 

is Alipay which is applied on almost all the online shopping platforms as one of the payment 
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third-parties. By the end of June 2015, Alipay has over 400 million active unique users and is 

frequently used by Chinese customers in online shopping (Alibaba Group, 2015). Most Chinese 

customers usually choose Alipay as the payment method which makes them pay less attention 

to the third-party payment security. Thirdly, credit authentication system institutions regularly 

update information in a specific time every year. Customers pay attention to the credit 

authentication information in that specific time but they do not specially check it during 

shopping.  

Our research method may be another reason that makes third-parties be rejected as a significant 

independent variable. In a traditional view, logistics should be a strong part of third-parties. 

However, in today’s online shopping business models, it is hard to separate logistics from the 

actions of e-commerce platforms and e-retailers. By the end of 2014, China has more than 8,000 

express companies, the good and bad service qualities of these express companies are 

intermingled (Deloitte, 2014). Among them, there are only around 20 express companies that 

win good reputations among customers (Deloitte, 2014). Achieving cooperation with a good 

express company at a relatively low price can be viewed as a feature of an e-retailer’s capability. 

Based on this, we decided to clarify the logistics into the scope of order fulfillment system as a 

feature of e-retailer’s capability, which will probably weaken the impacts of third-parties while 

we running the SPSS analysis. For scholars who are interested in third-parties and want to 

deeper investigate its impacts on this business model, prudent and detailed clarity is needed.  
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6. Conclusion, Implications, Limitations and Future Research 

Chapter 6 is the summery of this study which is based on the theoretical knowledge and 

practical data analysis. The framework of this part can be divided into 4 steps: conclusion, 

managerial implications, limitations and suggestions for future research. 

6.1 Conclusion 

This research focuses on the new cross-border online shopping business model called CICBEC 

with the main target of investigating the influencing factors and their effects on customer trust 

in this business model. Using Lee and Turban’s CTIS Model (2001) as framework, this research 

adjusted and extended original factors and formed a new model with 7 factors, which are e-

commerce platform reputation, e-commerce platform security, e-retailer reputation, order 

fulfillment, information quality, third-party and government action. The 7 factors were tested 

by both qualitative and quantitative research methods. In the qualitative research, focus group 

interview research method was used as a pilot test to verify the first version of the proposed 

research model. In the quantitative research methods, research data which was used to analyze 

and test the proposed model was collected by the method of online questionnaire. The results 

of this research turn out that 6 out of the 7 factors are tested to be significant independent 

influencing factors, which are e-commerce platform reputation, e-commerce platform security, 

e-retailer reputation, order fulfillment, information quality and government action. Third-party 

is finally rejected as a significant independent influencing factor. 

This research will contribute in two aspects. Firstly, it is a pioneer study which focuses on the 

new cross-border online shopping business model and tries to fill the gap in this research area. 

This research can give guidance and inspiration to further research on customer trust in both 

online shopping and cross-border online shopping. Secondly, the results of this research, both 

the tested customer trust model and the equation can provide suggestions for different 

participators in this business model, for instance, the e-commerce platforms, e-retailers and also 

the government. This research also shows the importance of government actions to customer 

trust.  

6.2 Managerial Implications 

In this research, 6 different independent factors from 3 participators, e-commerce platforms, e-

retailers and government, have been proved to have significant influences on customer trust. 
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The effects of different factors are clear in our tested model and equation, which can give 

managerial implications to each participator. 

E-retailers have more influence than other participators because they are the ones who directly 

contact with customers. The purchase process can be divided into three parts, pre-sale, in-sale 

and post-sale. In the pre-sale stage, the most important thing is information quality. E-retailers 

should describe products as detailed and accuracy as possible. Order fulfillment stretches over 

in-sale and post-sale stages, in which efficiency and accuracy are two important considerations. 

Therefore, integrated service with high quality, high efficiency and high accuracy is urgently 

needed. In order to win high satisfaction from customers in the order fulfillment process, e-

retailers can improve their services from two stages, in-sale and post-sale. In the in-sale stage, 

e-retailers should respond timely to customers’ questions about the products. E-retailers should 

find efficient solutions for dealing and dispatching orders in order to reduce the processing time 

and ensure the accuracy of each order. As the logistics can be viewed as an important capability, 

e-retailers should do their best to cooperate with efficient express companies. In the after-sale 

stage, a good attitude when faced with complaints, returns, exchanges and other possible after-

sale problems is needed. The reputation of e-retailers also has great influence on customer trust. 

Reputation in online shopping is mainly measured by its unique evaluation system, such as the 

credit rating and historical evaluation. E-retailers should always remember that a customer who 

has had a great shopping experience will probably come back with new customers. This 

phenomenon is even more obvious in online shopping business than that in traditional business 

because the comments made by historical customers can be viewed by new potential customers.  

For e-commerce platforms, the website security and reputation are both important. As the 

foundation of online transactions, to build a secure online shopping environment is the very 

first issue for e-commerce platforms. E-commerce platforms should build a strong technical 

team to stabilize website running state, prevent website from attacks and protect customers’ 

personal information. Also, e-commerce platforms should improve and optimize supporting 

services for both e-retailers and customers, for example, regulating and standardizing 

transactions and arbitrating when disputes between e-retailers and customers happen.  

For the government, as a new player in this cross-border online shopping business model, it 

should realize the important influences of its policies on customer trust. We designed four 

questions for the government actions, two for customers’ recognition of the existing policies 

and two for customers’ expectation of the future policies. It is interesting that customers’ 
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recognition level is much lower than their expectation level. So in order to insure the fair 

business environment and guide the healthy development of this business model, the Chinese 

government should actively introduce sustainable policies. One more important thing, 

government should issue more supportive policies to help the development of this business 

model as well as severer regulatory laws to guarantee the customers’ rights.  

6.3 Limitations 

This study discovered and proved the influencing factors of customer trust in CICBEC business 

model. However, due to objective reasons there are still some limitations. Here we summarized 

the limitations of this study from four aspects.  

Firstly, the investigated business form. In this study we built the model based on B2B2C online 

shopping form. In this form, platforms and retailers are separate. But there are some other 

platforms with the business model of B2C. In B2C model, e-commerce platforms can be viewed 

as the combination of e-commerce platforms and e-retailers in B2B2C model. So, when it 

comes to the study of B2B business model, the factors of e-commerce platforms and e-retailers 

should be integrated. 

Secondly, the sampling method. Snowball sampling was successfully used in our research to 

gain a big scale sample. But this method has a certain shortage that the characters of respondents 

may be influenced by the characters of researchers. Since the initial respondents are friends of 

the authors, they may be in similar age and have similar education and life experiences. Then 

these initial respondents spread the questionnaire in their social networks, and this procedure 

repeated again and again. In this way, the characters of the following respondents may have 

some similarities with those of the authors. Although we have already tried our best to find 

people with different characters, the limitation cannot be eliminated. Since characters may 

influence their consumption behavior or psychology, more researches should be done in larger 

and wider sample scale in the future. New sampling method can also be designed for further 

researches. 

Thirdly, the changing business environment in cross-border online shopping is also a limitation 

in this research. On one hand, CICBEC business model is still in the startup stage and will 

continue changing in the future. So the new factors may come out and the influence of current 

factors may change. On the other hand, this model can explain 69.5% of the situation how 

customer trust is influenced, which means that the other 30.5% cannot be explained by the 
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current model. So there may be some other factors that were not included in our model. Further 

researches with other factors should be conducted. 

Additionally, this study focuses on China’s unique way of cross-border online shopping with 

the important participation of the government. Although the thinking line and analysis methods 

of research on customer trust can be as references when doing other study, the tested model in 

this research may not be directly applied to other countries’ cross-border online shopping 

business models. 

6.4 Suggestions for Future Research 

This study contributes in filling the research gap in customer trust in cross-border online 

shopping and also has potential value for future research. Firstly, for future studies of customer 

trust in CICBEC business model, there are two suggestions. Researchers can try to expand the 

sample scale and explore more factors. If the researchers can have larger samples from richer 

characters, they may find different results of the influence of each factor in this model. 

Additionally, because of the limitation of the explain degree of the current model, it is possible 

to discover more factors through qualitative research. 

Secondly, the impact of government actions on customer trust can be a new research field in 

the future. It can be seen that government actions do have an important impact on customer 

trust in CICBEC business model. Since many countries have similar bonded areas and policies 

for cross-border online shopping, the result of government actions in this study can help other 

researchers to form hypotheses about government actions in their research of the customer trust 

scope in other countries. Even in other business sectors, government actions can also be viewed 

as an independent influencing factor.  
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Appendix 1: Focus group interview questions 

Q1: Can you list some import cross-border e-commerce platforms you’ve ever heard about? On 
which of them you have had purchase experience?  

    你是否能够举出⼏几个你所知道的跨境进⼝口电商平台？你在哪些平台上购过物？ 

Q2: This research is about customer trust; can you tell us if you trust the platform and retailer 
while shopping? 

    这项研究针对消费者信任，你们购物时是否信任这些平台或者是商家？ 

Q3: Look back to your shopping experience, during which processes you trust would be 
affected? And what participators that can affect your trust? 

    回顾你的购物过程，哪些流程或者是参与者会影响你的信任度？ 

Q4: If two platforms are selling the same product, what are the factors that you will take into 
consideration in order to judge if the platform is trustworthy? 

    如果两个电商平台销售同⼀一产品，你在评估它们是否可信时会考虑哪些因素？ 

Q5: While assessing different retailers, what are the factors that you will take into consideration 
in order to judge if they are trustworthy? 

    当评估不同的商家是否可信时，你会考虑哪些因素？ 

Q6: Do you think third-party will affect your trust? What kind of third-party will you take into 
consideration?  

    你是否认为第三⽅方会影响消费者信任？哪些类型的第三⽅方会影响消费者信任？ 

Q7: China’s import cross-border e-commerce is different from the import e-commerce in other 
countries because of the participation of Chinese government and custom office. Do you 
think the government actions will affect your trust? What kinds of government actions do 
you think will affect customer trust?  

    中国跨境进⼝口电商区别于别国跨境电商的主要因素是政府的介⼊入。你是否认为政府
的⾏行为会影响消费者信任？请举例说明。 

Q8: From the induvial level, do you think that you are easy to trust others or not? Will this kind 
of personal character affect the result while evaluating the previous factors? And how? 

    从个⼈人⾓角度出发，你是否是⼀一个容易相信他⼈人的⼈人？这种性格是否会影响你对前述
各类影响因素的评估结果？是如何影响的？ 

Q9: Are there any factors you think that would affect customer trust but we haven’t mentioned?  
    你是否认为还有其他可能的影响因素但我们在今天的讨论中并未提及？ 

Q10: We want you to help us evaluate this research. We want to know how to improve our 
research. 

    我们希望你们能对此次调查作出评价，并对我们的⼯工作提出改善意⻅见。  
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Appendix 3: Questionnaire (English) 

Questionnaire for Customer Trust in China’s Import Cross-Border E-Commerce Business Model 

  

Hello everyone, 

We are master students in Uppsala University who are writing master thesis. This questionnaire 

is designed to research customer trust in China’s import cross-border e-commerce (CICBEC) 

business model. CICBEC business model in this study refers to the business model which 

consists of e-commerce platforms, e-retailers, custom bonded areas and customers. This 

business model is one of the businesses of cross-border online shopping, in which e-retailers 

import oversea goods into customs bonded areas with preferential duty and sell them to 

domestic customers through their online shops on different e-commerce platforms. 

This questionnaire contains two parts: the first part includes several questions about your 

background, and the second part includes questions that can help to analyze different factors’ 

influences and help to test our research model. All the answers you make should based on your 

shopping experiences. 

Thank you for your participation. 
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Part 1 Background 

Gender Female  Male 

Age 

≤20 

15-20 

21-25 26-30 

31-35 36-40 

40-45 

>40 

Education Level 

High School and under Junior College 

Bachelor Master PHD or above 

Have you ever shopped on 

any of the following cross-

border e-commerce 

websites? (Multiple choice) 

Tmall Global JD.com Global Amazon Global 

HIGO Xiaohongshu Kaola 

OFashion Global Suning Mia.com 

Xiji Other Never 

Which website do you most 

frequently used? (Multiple 

choice) 

Tmall Global JD.com Global Amazon Global 

HIGO Xiaohongshu Kaola 

OFashion Global Suning Mia.com 

Xiji Other Never 

What is the average amount 

of money you spent on that 

platform? 

<200RMB 200-500RMB 500-1000RMB 

1000-1500RMB 1500-2000RMB >2000RMB 

Part 2 Background 

For the following questions, there are 7 options for each question from 1 to 7, which means 

the level of each condition from lowest to highest. Please choose the option when you 

answer the questions. 

Questions About E-commerce Platforms 

· E-commerce Platforms are the websites that offer opportunities for retailers, companies, 

factories or individuals to open and manage online shops, such as Tmall Global, and Amazon.  

All the following questions are about the e-

commerce platform which you most usually use. 

Very low Very High 

1 2 3 4 5 6 7 

1.   Please evaluate the awareness of the e-

commerce platform. 
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2.   Please evaluate the praise degree made 

by your relatives and friends of the e-

commerce platform. 

       

3.   Please evaluate the network security 

level (protecting customers from viruses 

and malicious software attacking) of the 

e-commerce platform.  

       

4.   Please evaluate the private information 

security level of the e-commerce 

platform. 

       

 
Questions About E-Retailers 
· E-retailers are the ones who open online shops on e-commerce platforms and sell goods to 

Internet users. E-retailers should obey the business rules issued by the e-commerce platforms 

where they opened online shops.  

All the following questions are about the e-

retailer from whom you most usually buy 

products. 

Very Low Very High 

1 2 3 4 5 6 7 

5.   Please evaluate the praise degree of the 

e-retailer made by your relatives and 

friends. 

       

6.   Please evaluate the praise degree of the 

e-retailer made by other customers. 
       

7.   Please evaluate the recommendation 

level of the e-retailer by blogs and 

celebrities. 

       

8.   Please evaluate the level of goods 

information accuracy supplied by the e-

retailer. 

       

9.   Please evaluate the level of goods 

information facticity supplied by the e-

retailer. 
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10.  Please evaluate the order processing 

efficiency of the e-retailer. 
       

11.  Please evaluate the order fulfillment 

accuracy level (without omissions and 

mistakes) of the e-retailer. 

       

12.  Please evaluate the goods delivery speed 

of the e-retailer. 
       

13.  Please evaluate the goods delivery 

security level (goods damage or lost) of 

the e-retailer. 

       

14.  Please evaluate the after-sale service 

(return policy and repairs) attitude of the 

e-retailer. 

       

 
Questions About Third-party. 
· Third-party in e-commerce covers payment, logistics, forums and other fields, but here we 

only focus on the third-party of payment and credit authentication. For example: Alipay and 

3.15. 

 
Very low Very High 

1 2 3 4 5 6 7 
15.  Please evaluate the security level of the 

third-party payment which you most 

frequently use. 

       

16.  Please evaluate the importance of credit 

authentication for you, which is verified 

by credit evaluation institutions (For 

example, industrial and commercial 

bureau). 

       

 
Questions About Government Actions. 
· Bonded area: In 2012, Chinese government issued Circular on the Work of Promoting the 

Healthy and Rapid Development of Electronic Commerce (Fa Gai Ban Gao Ji, No.226 [2012]) 
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and set up 6 cross-border e-commerce pilot zones. After signing cooperation agreements with 

these pilot zones, e-commerce merchants are allowed to import products with lower taxes and 

deliver products to customers directly from the warehouses in these pilot zones. 

 
Very Low Very High 

1 2 3 4 5 6 7 
17.  Please evaluate your degree of 

recognition about the bonded area 

policies designed for CICBEC business 

model.  

       

18.  Please evaluate your degree of attention 

about the processing records (For 

example, customs clearance 

information) about your purchased 

goods.  

       

19.  Please evaluate your expectation degree 

about the preferential policies for 

CICBEC business model in the future.  

       

20.  Please evaluate your expectation degree 

about severer regulatory policies for 

CICBEC in the future.  

       

 
Additional Questions 

 
Very Low Very High 

1 2 3 4 5 6 7 
21.  Please evaluate your trust in CICBEC 

business model. 
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Appendix 3: Questionnaire (Chinese) 

关于中国进⼝口跨境电商⾏行业中消费者信任问题的调查问卷 

⼤大家好！ 

我们是来⾃自乌普萨拉⼤大学国际管理专业的学⽣生。这份调查问卷旨在研究影响消费者对中

国进⼝口跨境电商商业模式信任的影响因素。本次调查中所研究的中国进⼝口跨境贸易电⼦子

商务是⼀一种由，跨境电商平台，⺴⽹网上卖家，保税区，及消费者等组成的新型商业模式。

在此商业模式中，政府设⽴立保税区，在为进驻保税区的进⼝口跨境电商提供税务优惠政策

的同时增强⾏行业监管。本次调查的⺫⽬目的是研究影响中国消费者对进⼝口跨境电商商业模式

信任的因素，以及研究这些因素是如何影响消费者信任的。 

此份问卷分为两个部分：第⼀一部分为个⼈人背景信息；第⼆二部分为帮助我们研究和分析影

响消费者信任的各类因素的问题。您的回答对我们的数据采集⼗十分重要，希望您能如实

填写。 

谢谢您的合作！ 

第⼀一部分：个⼈人背景信息 

性别 ⼥女 男 

年龄 

≤20 

15-20 

21-25 26-30 

31-35 36-40 

40-45 

>40 

教育程度 

⾼高中及以下 中专或⼤大专 

本科 硕⼠士 博⼠士及以上 

您是否在以下进⼝口跨境电
商平台上购买过商品？
（多项选择） 

天猫全球购 京东全球购 亚⻢马逊全球购 

嗨购 ⼩小红书 考拉⺴⽹网 

迷橙 苏宁海外购 蜜芽宝⻉贝 

⻄西集⺴⽹网 其他 从未购买过 

以下进⼝口跨境电商平台
中，您使⽤用最频繁的是哪
些？（多项选择） 

天猫全球购 京东全球购 亚⻢马逊全球购 

嗨购 ⼩小红书 考拉⺴⽹网 

迷橙 苏宁海外购 蜜芽宝⻉贝 
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⻄西集⺴⽹网 其他 从未购买过 

您平均每次在这些进⼝口跨
境电商平台上购物的花费
是多少？ 

<200RMB 200-500RMB 501-1000RMB 

1001-1500RMB 1501-2000RMB >2001RMB 

第⼆二部分：核⼼心问题 

以下每个问题后⾯面有7个⽅方框，从左到右依次代表数字1到7，数字表⽰示您对每道题所描

述的情况的程度⾼高低：1代表⾮非常低，7代表⾮非常⾼高。在您做选择时，请您按照实际情况

点击对应的数字框。 

关于电商平台的相关问题 

PS：电商平台指为卖家，公司，⼯工⼚厂或个⼈人提供⺴⽹网上开店服务的⺴⽹网站，例如，天猫国
际，亚⻢马逊全球购等。 

以下问题请您根据⾃自⼰己在进⼝口跨境电商平台购物的实际经历回答  （1—7 代表程度由
⾮非常低-⾮非常⾼高）[矩阵量表题] [必答题] 

以下问题请您根据⾃自⼰己在进⼝口跨境电商
平台购物的实际经历回答 

⾮非常低 ⾮非常⾼高 

1 2 3 4 5 6 7 

1.   请描述您最常⽤用的进⼝口跨境电商平台
的知名度。（1-7代表知名度⾮非常低-⾮非
常⾼高） 

       

2.   请描述您最常⽤用的进⼝口跨境电商平台
在您家⼈人和朋友中的好评度。（1-7代
表好评度⾮非常低-⾮非常⾼高） 

       

3.   请描述您最常⽤用的进⼝口跨境电商平台
的⺴⽹网络购物环境的安全程度，如病毒
攻击、钓⻥鱼插件等⻛风险。（1-7代表安
全度⾮非常低-⾮非常⾼高） 

       

4.   请描述您最常⽤用的进⼝口跨境电商平台
对客户个⼈人信息安全的保障程度，如
密码安全、隐私安全等。（1-7代表保
障程度⾮非常低-⾮非常⾼高） 
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关于⺴⽹网上卖家的相关问题 

PS：⺴⽹网上卖家指在电⼦子商务平台上开设⺴⽹网店并向消费者销售产品的公司、⼯工⼚厂和个⼈人。
⺴⽹网上卖家必须遵守所在电商平台的商业规则。 

以下问题请您根据⾃自⼰己在进⼝口跨境电商平台购物的实际经历回答  （1—7 代表程度由
⾮非常低-⾮非常⾼高）[矩阵量表题] [必答题] 

以下问题请您根据⾃自⼰己在进⼝口跨境电商
平台购物的实际经历回答 

⾮非常低 ⾮非常⾼高 

1 2 3 4 5 6 7 

5.   请描述您最常光顾的商家在家⼈人和朋
友中的好评程度。（1-7代表好评度⾮非
常低-⾮非常⾼高） 

       

6.   请描述其他客户对您最常光顾的商家
的好评程度。（1-7代表好评度⾮非常低
-⾮非常⾼高） 

       

7.   请描述您最常光顾的商家受到论坛、
博客及⺴⽹网络红⼈人等的推荐程度。（1-7

代表推荐程度⾮非常低-⾮非常⾼高） 

       

8.   请描述您最常光顾的商家所展⽰示的产
品信息的详尽程度。（1-7代表详尽程
度⾮非常低-⾮非常⾼高） 

       

9.   请描述您最常光顾的商家所展⽰示的产
品信息的真实程度。（1-7代表真实度
⾮非常低-⾮非常⾼高） 

       

10.  请描述您最常光顾的商家发货速度。
（1-7 代表速度⾮非常慢-⾮非常快） 

       

11.  请描述您最常光顾的商家履⾏行订单的
准确程度，例如错发和漏发。（1-7代
表准确度⾮非常低-⾮非常⾼高） 

       

12.  请描述您最常光顾的商家的快递运输
速度。（1-7 代表速度⾮非常慢-⾮非常快） 

       

13.  请描述您最常光顾的商家的快递运输
的安全性，例如丢失或损坏。（1-7代
表安全性⾮非常低-⾮非常⾼高） 
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14.  请描述您最常光顾的商家处理售后服
务（例如货品遗失、破损、退换货及商
品维修）的态度。（1-7代表态度⾮非常
差-⾮非常好） 

       

 

关于第三⽅方的相关问题 

PS: 第三⽅方指参与电⼦子商务的⽀支付平台、物流运输、信⽤用认证机构及论坛等独⽴立于电
⼦子商务平台和商家的第三⽅方服务平台。此问卷中仅研究第三⽅方⽀支付平台及信⽤用认证机
构。 

以下问题请您根据⾃自⼰己在进⼝口跨境电商平台购物的实际经历回答  （1—7 代表程度由
⾮非常低-⾮非常⾼高）[矩阵量表题] [必答题] 

以下问题请您根据⾃自⼰己在进⼝口跨境电商
平台购物的实际经历回答 

⾮非常低 ⾮非常⾼高 

1 2 3 4 5 6 7 

15.  请描述您最常使⽤用的⽀支付第三⽅方的安
全程度。（1-7代表安全程度⾮非常低-⾮非
常⾼高） 

       

16.  请描述第三⽅方信⽤用评价机构（⼯工商局，
3.15 协会，公司授权等）给出的⺴⽹网商
信⽤用认证对您的重要程度。（1-7代表
程度⾮非常低-⾮非常⾼高） 

       

 

关于政府⾏行为的问题 

PS: 2012年，国家发改委、商务部、海关总署等⼋八部委共同设⽴立上海、重庆、杭州、郑
州、宁波、⼲⼴广州6个跨境电⼦子商务试点城市，凡与保税区签订合作协议的企业，将在受
到海关特殊监管的同时享受优惠税收政策。 

以下问题请您根据⾃自⼰己在进⼝口跨境电商平台购物的实际经历回答  （1—7 代表程度由
⾮非常低-⾮非常⾼高）[矩阵量表题] [必答题] 

以下问题请您根据⾃自⼰己在进⼝口跨境电商
平台购物的实际经历回答 

⾮非常低 ⾮非常⾼高 

1 2 3 4 5 6 7 

17.  请描述您对政府出台的针对进⼝口跨境
电商的保税区的政策的认可程度。（1-

7代表认可程度⾮非常低-⾮非常⾼高） 
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18.  请描述在您购物的过程中对保税区的
流转（国际货运、保税区清关等）的记
录的关注程度。（1-7代表关注程度⾮非
常低-⾮非常⾼高） 

       

19.  请描述您对政府进⼀一步出台对进⼝口跨
境电⼦子商务的优惠政策的期待程度。
（1-7代表期待程度⾮非常低-⾮非常⾼高） 

       

20.  请描述您对政府进⼀一步加强对进⼝口跨
境电⼦子商务的监管的期待程度。（1-7

代表期待⾮非常低-⾮非常⾼高） 

       

 

附加问题 

以下问题请您根据⾃自⼰己在进⼝口跨境电商平台购物的实际经历回答  （1—7 代表⾮非常低
-⾮非常⾼高）[矩阵量表题] [必答题] 

以下问题请您根据⾃自⼰己在进⼝口跨境电商
平台购物的实际经历回答 

⾮非常低 ⾮非常⾼高 

1 2 3 4 5 6 7 

21.  请描述您对跨境贸易电⼦子商务这种新
兴购物模式的信任程度。（1-7代表信
任度⾮非常低-⾮非常⾼高） 
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Appendix 4: Questionnaire (Chinese) 

 

 Demographics detail of the respondents (n=417) 

Measure  Items  Frequency  Percentage (%) 
Gender  Female  244 58.5% 
 Male  173 41.5% 
Age  ≤20 7 1.7% 
 21-25 277 66.4% 
 26-30 81 19.4% 
 31-35 30 7.2% 
 36-40 11 2.6% 
 >40 11 2.6% 
Education  High school and under  9 2.2% 
 Junior college  32 7.7% 
 Bachelor  225 54.0% 
 Master 141 33.8% 
 PHD or above  10 2.4% 
Shopping experience  Tmall Global 290 69.5% 
 JD.com Global 169 40.5% 
 Amazon Global 175 42.0% 
 HIGO 14 3.4% 
 Xiaohongshu 90 21.6% 
 Kaola 32 7.7% 
 OFashion 2 0.5% 
 Global Suning 16 3.8% 
 Kaola 9 2.2% 
 Xiji 5 1.2% 
 Other 81 19.4% 
Shopping preference  Tmall Global 233 55.9% 
 JD.com Global 94 22.5% 
 Amazon Global 104 24.9% 
 HIGO 6 1.4% 
 Xiaohongshu 62 14.9% 
 Kaola 17 4.1% 
 OFashion 2 0.5% 
 Global Suning 6 1.4% 
 Kaola 3 0.7% 
 Xiji 1 0.2% 
 Other 42 10.1% 
Expense  <200RMB 115 27.6% 
 200-500RMB 171 41.0% 
 501-1000RMB 69 16.5% 
 1001-1500RMB 32 7.7% 
 1501-2000RMB 12 2.9% 
 >2001RMB 18 4.3% 


