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Abstract. Against the backdrop of the digital transformation of global trade, this
study focuses on the cross-border e-commerce consumption habits and prefer-
ences of college students in Fujian Province, and systematically explores the in-
fluencing mechanism of their consumption decisions and the moderating effect
of gender differences. By integrating the "attitude cognition-behavior decision"
dual-path model, combining text analysis, in-depth interviews and questionnaire
surveys, and using structural equation models and multi-group analysis, we ex-
amine the impact of nine dimensions such as legal protection, platform design,
and price competitiveness on purchase intention. The study found that: (1) In
domestic e-commerce scenarios, platform transaction experience, waiting and re-
turn speed, price competitiveness and product uniqueness significantly and posi-
tively affect purchase intention; (2) In cross-border e-commerce scenarios, legal
protection, price competitiveness and product uniqueness are key driving factors;
(3)Gender differences significantly moderate cross-border consumption deci-
sions, with men paying more attention to legal protection and platform design,
while women are sensitive to price and value product uniqueness. Based on these
insights, this study recommends that cross-border e-commerce platforms opti-
mize user experiences through precise product recommendations and information
presentation, strengthen consumer education to foster rational consumption, and
emphasize quality improvement and service enhancement to meet collegiate
cross-border consumption demands and promote sustainable market develop-
ment.
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1 Introduction

In the wave of digital transformation of global trade, cross-border e-commerce has be-
come an important engine to promote the growth of international trade. According to
statistics, the scale of China's cross-border e-commerce imports and exports will reach



2.63 trillion yuan in 2024, a year-on-year increase of 10.8%, showing strong develop-
ment vitality.[18] As an emerging consumer force, college students have both con-
sumption potential and communication influence, and their cross-border consumption
behavior presents unique characteristics: on the one hand, cross-border e-commerce
platforms provide college students with a rich and diverse selection of global commod-
ities to meet their pursuit of personalized and quality consumption; on the other hand,
the rise of domestic products and the enhancement of cultural confidence make college
students face the dilemma of "crossing in" (import consumption) and "crossing out"
(export participation) in cross-border consumption decisions. The contradiction of this
consumption attitude stems from practical problems such as logistics risks and after-
sales guarantees in cross-border transactions, and is also driven by deep factors such as
technology trust and cultural identity. However, existing research focuses on the anal-
ysis of consumer behavior in a single dimension, lacks a systematic discussion of the
cross-border consumption decision-making mechanism of college students, especially
in terms of gender differential impact and comparison of domestic and cross-border
consumption preferences.

This investigation aims to comprehensively examine college students' multi-dimen-
sional engagement with cross-border import e-commerce. Cognitively, it explores their
awareness channels of cross-border platforms and their understanding of operational
models and product category distributions. Additionally, it analyzes their overall per-
ceptions—whether positive, negative, or neutral—towards cross-border platforms,
along with specific evaluations of product quality, pricing, and service reliability. The
study focuses on consumption frequency, transaction values, preferred product catego-
ries, and promotional responsiveness. Furthermore, it systematically investigates fac-
tors influencing platform usage to reveal unique consumption paradigms and behavioral
drivers.

2 Literature review and hypothesis development

2.1  Cross-border e-commerce consumption behavior

In consumer behavior research, recent research tracked post-pandemic consumption
patterns and demonstrated the enduring explanatory power of Technology Acceptance
Model (TAM) core variables: perceived usefulness and ease of use significantly en-
hance "overseas shopping intention" through interface optimization and social fission
marketing, while perceived trendiness reflects Generation Z's symbolic consumption
traits. [2] These findings align theoretically with earlier theoretical frameworks such as
"attitude-risk dual-path model," which revealed that perceived risk's inhibitory effect
on purchase intention can be mitigated by blockchain traceability technologies, reduc-
ing price sensitivity in dynamic game-theoretic pricing by 38.5%. Such risk-reward
recalibration mechanisms provide operational guidance for platforms. [17]Empirical
data further highlights college students as pivotal consumption drivers, whose "ration-
ality-emotionality paradox" is reshaping global markets: 46% of young consumers
abandon cross-border purchases due to quality parity achieved by domestic brands



through technological democratization, while intangible cultural heritage certifications
drive a 63% increase in repurchase rates for domestic cosmetics. [6]This contradictory
choice exposes dual challenges for cross-border e-commerce—countering domestic
substitution effects enabled by technological empowerment while rebuilding differen-
tiated competitiveness through cultural translation (e.g., scenario-based service experi-
ences). The research gap lies in existing theories' insufficient explanation of how tech-
nological iteration and cultural identity dynamically shape cross-border consumption
decisions, thus charting a critical trajectory for future inquiry.

2.2 Hypothesis development

Research indicates that platform trust stems from legal compliance (such as GDPR
compliance) and safeguards (such as the 10-for-10 policy) . In cross-border scenarios ,
differences in laws between different countries may lead to a "compliance valley” ef-
fect.[25] Studies suggest that platforms need to dynamically adapt to regional regula-
tions,[19] leveraging technologies such as blockchain for transaction traceability to
transform compliance into brand premium.[8] The marginal effects of legal and plat-
form protections are particularly pronounced in developing markets, where consumers
exhibit heightened sensitivity to institutional risks. Therefore, the following hypothe-
ses.

2.3  Safeguard-based Talent Policies and Urban Economic Resilience

Safeguard-based talent policies constitute an institutional safety net designed by gov-
ernments or organizations to ensure the basic rights of talent, mitigate occupational
risks, and sustain long-term stable development. Essentially, these policies treat talent
as a sustainable development asset [33]. By implementing measures such as talent set-
tlement and housing subsidies, these policies eliminate concerns and unleash the inno-
vative potential of talent [34]. Deng emphasized that reducing housing cost pressures
encourages workers to pursue skills training or cross-regional employment [35]. More-
over, Li noted that talent housing policies alleviate housing cost pressures and stimulate
consumption and cross-regional employment [36]. Such targeted subsidies promote the
agglomeration of high-skilled talent in cities with promising employment prospects.
Furthermore, empirical studies in China’s green technology sector indicated that settle-
ment policies optimize labor structures through targeted talent introduction, which di-
rectly alleviating labor shortages in key industries [37]. In terms of risk mitigation,
Bouteraa and Bouaziz found that Tunisian companies enhanced organizational agility
and integrity during the pandemic through talent identification programs [38].

H1a: In the domestic e-commerce environment, legal and platform guarantees have
a significant positive impact on college students’ e-commerce purchase intention.

H1b: In the cross-border e-commerce environment, legal and platform guarantees
have a significant positive impact on college students’ e-commerce purchase intention.

Empirical work on the Technology Acceptance Model (TAM) confirms that ease of
use (e.g., multilingual interfaces) and usefulness (e.g., smart search tools) enhance user



retention.[21] Culturally appropriate design is critical for cross-border success—for in-
stance, right-facing layouts in Middle Eastern platforms versus high-density infor-
mation displays preferred in East Asia. Features like dark mode can reduce visual fa-
tigue and prolong user engagement.[14] Thus, the following hypotheses.

H2a: In the domestic e-commerce environment, platform design has a significant
positive impact on college students’ e-commerce purchase intention.

H2b: In the cross-border e-commerce environment, platform design has a significant
positive impact on college students’ e-commerce purchase intention.

Flow experience in transactions is driven by payment success rate and logistics vis-
ualization,[27] and other researchers emphasized that logistics timeliness is a basic re-
quirement.[26] Cross-border payments must address "currency cognitive friction," such
as displaying local currency equivalents (e.g., "$50~¥350") to reduce calculation costs.
Personalized recommendations must avoid cultural missteps (e.g., alcohol promotions
to Muslim users). [24] Therefore, the following hypotheses.

H3a: In the domestic e-commerce environment, platform transaction experience has
a significant positive impact on college students’ e-commerce purchase intention.

H3b: In the cross-border e-commerce environment, platform transaction experience
has a significant positive impact on college students’ e-commerce purchase intention.

Reputation-building relies on third-party certifications and dual-track strategies:
global trust metrics (e.g., Trustpilot ratings) and regional KOL endorsements.[26] In
emerging markets, local influencers outperform international celebrities in credibil-
ity.[8] Crisis response speed also shapes reputation resilience—e.g., resolving counter-
feit disputes within 48 hours reverses negative sentiment. [13]Reputation’s impact is
1.5x stronger in emerging markets.[24]Therefore, the following hypotheses.

H4a: In the domestic e-commerce environment, platform e-commerce reputation has
a significant positive impact on college students’ e-commerce purchase intention.

H4b: In the cross-border e-commerce environment, the platform e-commerce repu-
tation has a significant positive impact on college students’ e-commerce purchase in-
tention.

Customer anxiety inhibits purchases via the "perceived risk-trust decay" pathway,
which platform guarantees can mitigate.[19] Anxiety types vary culturally: European
users prioritize privacy, while Southeast Asian users focus on logistics. Platforms must
deploy targeted reassurance strategies (e.g., real-time customs updates). [26]Anxiety’s
mediating role is amplified in luxury cross-border purchases due to high-stakes deci-
sions.[11] Therefore, the following hypotheses.

Hb5a: In the domestic e-commerce environment, customer anxiety has a significant
negative impact on college students’ e-commerce purchase intention.

H5b: In the cross-border e-commerce environment, customer anxiety has a signifi-
cant negative impact on college students’ e-commerce purchase intention.

Communication fluency requires translation accuracy, combining machine tools
(e.g., DeepL) with human review to avoid cultural taboos [20](e.g., Arabic "left hand"
connotations).Emoticon use must align with regional habits (e.g., GIFs in Latin Amer-
ica). [1] Response speed under 2 minutes exponentially boosts satisfaction.[23] There-
fore, the following hypotheses.



Héa: In the domestic e-commerce environment, communication fluency has a sig-
nificant positive impact on college students’ e-commerce purchase intention.

H6éb: In the cross-border e-commerce environment, communication fluency has a
significant positive impact on college students’ e-commerce purchase intention.

Logistics speed is a "must-have attribute,” while return convenience acts as a "charm-
ing attribute.” [26]Cross-border returns benefit from models like "local warehouse pre-
returns” (3-day cycles in the Middle East).Transparency in reverse logistics’ carbon
footprint enhances eco-conscious appeal. Optimizing high-frequency return categories
via the "80/20 rule" is critical.[4] Therefore, the following hypotheses.

H7a: In the domestic e-commerce environment, waiting and return speed have a sig-
nificant positive impact on college students’ e-commerce purchase intention.

H7b: In the cross-border e-commerce environment, waiting and return speed have a
significant positive impact on college students’ e-commerce purchase intention.

Price competitiveness drives impulse purchases,[9] with promotional algorithms and
psychological anchoring (e.g., displaying origin-country prices like "US official price
$100"). [27]Dynamic pricing must avoid "big data bias" through transparent rules (e.g.,
membership discounts).[13] Marginal utility declines with income, disproportionately
affecting developing markets.[3] Therefore, the following hypotheses.

H8a: In the domestic e-commerce environment, price competitiveness has a signifi-
cant positive impact on college students’ e-commerce purchase intention.

H8b: In the cross-border e-commerce environment, price competitiveness has a sig-
nificant positive impact on college students’ e-commerce purchase intention.

Product uniqueness commands premiums when tied to cultural narratives (e.g., Jap-
anese "craftsman spirit" storytelling).[12] Niche markets leverage models like "story
crowdfunding" to reduce inventory risks.[10] Uniqueness’ value is regulated by market
maturity, with higher returns in competitive markets (e.g., Europe).[24] Therefore, the
following hypotheses.

H9a: In the domestic e-commerce environment, product uniqueness has a significant
positive impact on college students’ e-commerce purchase intention.

H9b: In the cross-border e-commerce environment, product uniqueness has a signif-
icant positive impact on college students’ e-commerce purchase intention.

Research suggests that gender plays a significant role in influencing online purchas-
ing behavior, including cross-border e-commerce purchase intention.[22] Studies on
gender differences in online purchasing behavior have incorporated variables such as
perceived risk and trust,[15] while further research has examined the impact of website
quality, consumer satisfaction, and electronic word-of-mouth (eWOM) on online pur-
chase intention, emphasizing gender’s moderating role in risk-taking.[16] Findings re-
veal a persistent gender gap in online shopping behavior. Hence, the following hypoth-
eses are proposed:

H10a: In the domestic e-commerce environment, gender moderates the relationship
between the fators of cross-border e-commerce and college students’ purchase inten-
tion.

H10b: In the cross-border e-commerce environment, gender moderates the relation-
ship between the fators of cross-border e-commerce and college students’ purchase in-
tention.
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Fig. 1. Research framework

3 Methodology

3.1  Analysis of e-commerce complaint texts

10,326 real complaint texts from the top 10 shopping websites on 10 domestic and for-
eign e-commerce platforms were crawled from the DianSuBao official website, and the
data was obtained using Python crawlers and saved as TXT documents. With the help
of ROST content mining system 6.0, word segmentation and sentiment analysis were
performed. Through word cloud analysis and semantic network mining, the core con-
sumer demands of domestic e-commerce in terms of product quality, after-sales service,
etc., and cross-border e-commerce in terms of refunds, logistics timeliness, etc. were
extracted, providing a realistic basis for subsequent research.

3.2 In-depth interviews

Purposeful sampling was used to select 10 undergraduate students from Fujian univer-
sities who had domestic and overseas e-commerce shopping experience, and offline
face-to-face semi-structured interviews were conducted from November 15 to 22, 2024.
Customized questions were asked for different interviewees (platforms, merchants, and
consumers) to create a natural communication atmosphere and ensure that real and in-
depth information was obtained. The key contradictions in cross-border consumption
decisions were extracted, such as differences in platform operations, cross-cultural op-
eration difficulties of merchants, and consumers' concerns about product quality and



after-sales service, etc., to provide valuable clues for questionnaire design and data
analysis.

3.3 Questionnaire survey

The survey population is college students in Fujian Province who have domestic and
cross-border e-commerce consumption experience. We developed a questionnaire in
which each item is measured via a seven-point Likert scale (1= strongly disagree, and
5= strongly agree). The constructs and operational definitions are described in Table I.
The items measuring consumer’s perception of cross-border ecommerce transactions
were adapted from Huang and Chang (2019) and Mou et al.(2020). After considering
the invalid questionnaire factor, 525 questionnaires are issued, and 516 valid question-
naires are finally collected. The sampling is divided into two stages. First, 5 universities
are selected through PPS sampling, and then students are selected from each university
by simple random sampling with equal probability to ensure the representativeness of
the sample.

4 Results

4.1  Demographics

We collected 516 valid questionnaires, of which 12 were deleted due to inconsistent
options. As shown in Table 1, 51.60% of the participants in the sample were female,
most (78.75%) had a monthly income of less than 2,000 yuan, and about 80% of the
participants spent less than 500 yuan on e-commerce shopping per month. The most
commonly used cross-border e-commerce shopping platforms by the majority of sub-
jects were Pinduoduo, Taobao and Amazon, and the most commonly purchased prod-
ucts were cosmetics, communication products and accessories. The top three factors
that consumers pay most attention to when shopping in cross-border e-commerce are:
price, service and performance. Finally, 32% of the subjects are willing to accept a price
of cross-border products that is 5% to 20% higher than that in China.



Table 1. Statistical sample characteristics of subjects.

Factors Fre- % Factors Fre %
quen que
cy ncy
1. Gender 6.Frequently-used cross-border e-
commerce platform*
male 244 48.4  Pinduoduo 88 175
female 260 51.6  Taobao 82 16.3

2. Monthly disposable A mazon 74 147
income 7. Most-purchased product on
1000 (inclusive) or 50 9.9 cross-border platforms*
less Makeup 51 10.1
1001-1500 63 125  Communications 48 95
1501-2000 311 61.7  Accessories 45 8.9
2001-2500 49 9.7 8. Categories you would most
2501-3000 31 6.2 like to buy from abroad*

3. Amount of online shop Makeup 53 105
ping expenditure Fruit 49 9.7
100 (inclusive) or less 71 14.1  Accessories 46 9.1
101-300 194 385 9. Factors that consumers care
301-500 123 24.4  most about when purchasing*

501-700 80 159  Price 194 385
700 and above 36 7.1 Serve 184 36.5

4. Frequently shop on do Performance 178 35.3
mestic online plat- 10. Acceptable cross-border
forms * product prices than domestic ones
JD.com 327 275  0~5% 113 22.40
Tik Tok 264 222 5%~20% 163 32.30
Pinduoduo 216 182  20%~50% 121 24.00

5. Most-purchased prod- 50%-~100% 75 14.90
ucts on domestic plat- More than 100% 32 6.30
forms *

Electrical appliances 52 10.3
Apparel 51 10.1
Accessories 50 9.9

Note : * means only the top three samples in the options are taken

4.2 Paired T-test

Compares the differences between domestic e-commerce and cross-border e-commerce
in nine dimensions of influencing factors, with scores based on a 5-point Likert scale.
In terms of legal , platform security, platform design and customer anxiety, domestic e-
commerce scored significantly higher than cross-border e-commerce. For example, on
the option of "very standardized operation management of suppliers”, domestic e-



commerce scored significantly higher than cross-border e-commerce by 0.174 points
(M = 3.988 vs. 3.814, p < 0.001). As for the other five dimensions (platform e-com-
merce reputation, communication fluency, waiting and return speed, price competitive-
ness, and product uniqueness), there is little difference between the two types of e-
commerce.

4.3  Confirmatory factor analysis

To test the model fit of the two models (domestic e-commerce and cross-border e-com-
merce), confirmatory factor analysis (CFA) was conducted. The factor loadings (i.e.,
standardized coefficients) of all factors were higher than 0.6. The Cronbach's alpha and
composite reliability (CR) of each construct exceeded 0.7, and their average variance
extracted (AVE) reached the recommended level of 0.5. These results verified the con-
vergent validity and internal consistency of the measurement scale (Fornell & Larcker,
1981; Hair et al., 2010). In addition, the discriminant validity of the two models was
verified. The correlation coefficients between the factors were all less than the square
root of the AVE on the corresponding main diagonal [5].

Finally, the fit indices of the models indicate that the overall fit of the two models is
good. The chi-square to degree of freedom ratio (y?/df) is less than 3, the normalized fit
index (NFI), comparative fit index (CFI), goodness of fit index (GFI) and Tucker—
Lewis index (TLI) are all above 0.90, and the root mean square error of approximation
(RMSEA) is less than 0.08[27]. Specifically, in the domestic e-commerce model, the
fit indices are: y*/df = 1.007, NFI = 0.964, CFI = 0.996, GFI = 0.946, TLI = 0.998,
RMSEA = 0.009. In the cross-border e-commerce model, the fit indices are: y*/df =
1.184, NFI = 0.953, CFI = 0.992, GFI = 0.936, TLI = 0.991, and RMSEA = 0.019.

4.4 Path analysis

Structural equation modeling (SEM) regression paths were constructed to test the hy-
potheses of direct effects in the two research models . As shown in Table 2, in the
domestic e-commerce model, platform transaction experience, waiting and return
speed, price competitiveness, and product uniqueness have a significant impact on pur-
chase intention (B=0.204, p<0.01; B=0.130, p<0.05; p=0.101, p<0.05; B=0.218,
p<0.001), but the other factors did not show a significant effect. Therefore, in the do-
mestic e-commerce platform environment, hypotheses H3a, H6a, H7a and H8a are sup-
ported, while the effects of law, platform security, platform design, platform e-com-
merce reputation, customer anxiety, and communication fluency on purchase intention
(H1a, H2a, H4a, H5a, H9a) are not supported .
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Table 2. Test of domestic e-commerce purchase factors.

Research Hypothesis B SE Z Verification
Legal and platform 0.106 0.067  1.583 Not supported
protection

Platform Design 0.024  0.080 0.296 Not supported
Platform trading expe- 0.204  0.076 2.680 **  Support
rience

Platform e- commerce 0.008 0.070 0.112 Not supported
reputation ===> Purchase

Customer Anxiety intention -0.085 0.075 -1.133 Not supported
Waiting and return 0.130 0.060 2.158*  Support
speed

Price competitiveness 0.101 0.060 1.678*  Support
Product uniqueness 0.218 0.064  3.394*** Support
Communication Flu- 0.004 0.075 0.055 Support

ency

Note : 1. Note: * p<0.05; ** p<0.01; *** p<0.001

As shown in Table 3, in the cross-border e-commerce model, legal platform protec-
tion, price competitiveness, and product uniqueness have a significant impact on pur-
chase intention ($=0.122, p<0.05; p=0.192, p<0.01; p=0.218, p<0.001), but the other
factors do not show a significant effect. Therefore, in the cross-border e-commerce
platform environment, hypotheses H1b, H7b and H8b are supported, while the effects
of platform design, platform transaction experience, platform e-commerce reputation,
customer anxiety, waiting and return speed and communication fluency on purchase
intention (H2b, H3b, H4b, H5b, H6b, H9b) are not supported.

Table 3. Test of cross-border e-commerce purchase factors.

Research Hypothesis B SE Z Verification
Legal and platform 0.122 0.062 1.966*  Support
protection

Platform Design 0.027 0.062 0.441 Not supported
Platform trading expe- 0.059 0.070 0.840 Not supported
rience

Platform e- commerce 0.013 0.067 0.191 Not supported
reputation ===> Purchase

Customer Anxiety intention -0.028 0.077 -0.358 Not supported
Waiting and return 0.012 0.060 0.201 Not supported
speed

Price competitiveness 0.192 0.061 3.154** Support
Product uniqueness 0.207  0.061  3.419*** Support
Communication Flu- 0.081 0.070  1.159 Not supported

ency

Note : 1. Note: * p<0.05; ** p<0.01; *** p<0.001
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45  Multi-group comparison analysis

The path difference analysis of the structural equation model between the boys' group
and the girls' group must be determined based on the "critical ratio of parameter differ-
ences" in the paired parameter comparison. If the absolute value of the difference crit-
ical ratio is greater than 1.96, it indicates that there is a significant difference between
the two path coefficients; otherwise, it is insignificant (Hair et al., 2010). In Table 4,
the research results show that in the male group, the two factors of " legal and platform
protection" (§ =0.174, p<0.05) and " platform design" (B =0.274, p<0.05) of the cross-
border e-commerce platform have a significant impact on the purchase intention of
male college students; while in the female group, the two factors of "price competitive-
ness" (f =0.234, p<0.01) and "product uniqueness" (B =0.364, p<0.001) of the cross-
border e-commerce platform have a significant impact on the purchase intention of fe-
male college students.

In the path comparison between the two groups, there are significant differences in
the impact of "price competitiveness"” on the purchase intention of cross-border e-com-
merce platforms between genders (male group B = 0.018, p>0.05; female group B =
0.234, p<0.01; Z= 2.160, p<0.01). In addition, the effect of "product uniqueness” on
purchase intention also has significant differences between genders (male group B =
0.080, p>0.05; female group B = 0.364, p<0.001; Z= 2.275, p<0.001). Therefore, in
cross-border e-commerce, the positive impact of price competitiveness and product
uniqueness on the purchase intention of consumers in the female group is significantly
stronger than that in the male group. Therefore , H10 has some support.

Table 4. Test of influencing factors of cross - border e-commerce in multiple groups.

Research Hypothesis Boys Group Girls Group Z-score
B P B P

Legal and platform pro- 0.174* 0.043  0.066 0.464 -0.868

tection

Platform Design 0.274* 0.041  -0.096 0.437 -1.590

Platform trading experi- -0.019 0.857 0.132 0.166 1.073

ence =>  Pur-

Platform e-commerce chase 0.002 0980 -0.023 0.820 -0.190

reputation inten-

Customer Anxiety tion 0.173 0.065 -0.123 0.205 0.899

Wiaiting and return 0.008 0.937 -0.020 0.763 -0.234

speed

Price competitiveness 0.018 0.270 0.234** 0.001 2.160**

Product uniqueness 0.080 0.369 0.364 *** 0.000 2.275***

Communication Flu- 0.056 0.600 0.079 0.384 0.168

ency

Note : 1. Note: * p<0.05; ** p<0.01; *** p<0.001
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5 Discussion and conclusion

According to the results of the empirical analysis, in the domestic e-commerce environment,
platform transaction experience, waiting and return speed, price competitiveness and product
uniqueness have a significant positive impact on purchase intention, while the effects of legal
and platform protection, platform design, platform e-commerce reputation, customer anxiety and
communication fluency fail to reach statistical significance. This result shows that domestic con-
sumers pay more attention to the immediacy and security of the transaction experience during
the consumption process, and emphasize the importance of transaction efficiency and service
details. This also confirms Shan’s (2018) theoretical framework on "risk-return dynamic game",
that is, consumers in a familiar market environment are more concerned about service efficiency
rather than risk aversion.

In contrast, in the context of cross-border e-commerce, legal platform protection,
price competitiveness and product uniqueness have become key factors affecting pur-
chase intention. In cross-border transactions, due to the many uncertainties involved in
cross-border legal and regulatory differences, logistics and after-sales, it is particularly
important for consumers to recognize the platform in terms of law and protection. At
the same time, the price advantage and unigqueness of the product can also make up for
the risk perception of consumers caused by information asymmetry in cross-border
transactions, thereby stimulating their willingness to buy.

In addition, gender difference analysis further reveals subtle differences in college
students' cross-border e-commerce consumption behaviors: Males pay more attention
to the platform's legal and safeguard measures and platform design in cross-border sit-
uations, while females pay more attention to price competitiveness and product unigque-
ness. This may be because men tend to make rational analyses in their consumption
decisions, while women are more sensitive to prices and show the dual characteristics
of cultural symbol consumption, not only pursuing material satisfaction, but also paying
attention to the cultural value behind the goods. This difference reflects the inherent
differences between different gender groups in risk preferences, consumption motiva-
tions, and cultural identity, suggesting that cross-border e-commerce platforms should
consider the needs of gender stratification when formulating marketing strategies and
product positioning in order to achieve precise operations and personalized services.
This finding aligns with the research by Pascual-Miguel et al. (2015) and Saleem et al.
(2022), which also emphasized the moderating effects of gender on online purchasing
behavior. Our study builds on these findings by demonstrating how gender influences
the impact of various factors on purchase intention in cross-border e-commerce, partic-
ularly in terms of price competitiveness and product uniqueness.

Notably , the study identifies an unexpected result: customer anxiety exhibits no sig-
nificant inhibitory effect on purchase intention in either context, contradicting estab-
lished findings . A plausible explanation lies in college students’ heightened tolerance
for emerging consumption models and cross-border platforms’ partial alleviation of
anxiety through insurance services and real-time logistics tracking (e.g., blockchain
technology). This insight necessitates future research to disentangle anxiety subtypes
(e.g., financial risk vs. cultural conflict) and their dynamic pathways.
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In summary , this study not only validates the contextual adaptability of traditional
theories to domestic and cross-border e-commerce but advances the field through three
critical contributions : First, cross-border platforms must prioritize legal compliance,
product differentiation, and dynamic pricing strategies to gain competitive leverage in
global markets. Second, domestic platforms should refine transactional experiences and
service responsiveness to reinforce consumer loyalty. The comparative analysis of dual
models provides both theoretical anchors and practical benchmarks for platforms to
optimize strategic adjustments and resource allocation in bifurcated markets.

6 Limitations and future research

This study has three limitations: First, the sample is limited to colleges and universities
in Fujian Province, which fails to fully reflect the impact of regional economic devel-
opment differences on consumer decisions. For example, students in coastal areas are
2.3 times more likely to be exposed to cross-border e-commerce than students in inland
areas. This difference in exposure may lead to systematic deviations in model parame-
ters. Second, the cross-sectional research design is difficult to capture the dynamic evo-
lution of consumer decisions, especially the rapidly iterating consumer values of Gen-
eration Z (such as the rise of sustainable consumption concepts) may change the path
of action between existing variables. Finally, the research variables focus on platform-
side factors, and the mechanism of environmental variables such as social network
communication and family consumption culture is lacking.

Future research can be deepened in three directions: First, longitudinal tracking de-
sign can be applied to capture the generational evolution of consumer decisions, espe-
cially the disruptive impact of Web3.0 technology (such as metaverse shopping), which
deserves in-depth discussion. Second, the neuroscience method can be introduce to re-
veal the neural coding mechanism of cultural identity and consumer decision-making
through eye tracking and EEG technology. Finally, the "reverse cultural adaptation”
phenomenon in cross-border consumption (i.e. the decision-making mechanism of local
brands to export culture through cross-border platforms) will become a new research
direction worthy of attention.
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