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Abstract

Cross-border shopping represents an important concept for online cross-border e-commerce in 2020. We took place in
mainland China with the covid-19 in 2019, which led to a large number of consumers buying masks globally. Many
consumers will go to other countries to buy medical products such as masks and alcohol through online cross-border
means. Consumers' purchase cognition, impulse purchase and illness information all lead to consumers' purchase
intention and satisfaction. The public medical event caused consumers to buy masks, alcohol and other medical products
in large quantities to prevent the epidemic. The results of this study show that consumers' expected purchase of goods,
mainly due to the shortage of masks, indirectly leads to consumers' expected purchase of goods on online foreign e-
commerce platforms. We found that consumers' expectations and perceptions lead to impulsive online purchases and
ultimately to an understanding of consumer satisfaction.
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INTRODUCTION

The mode of cross-border e-commerce.
According to different trading objects, we can divide
cross-border e-commerce into B2B, B2C and C2C. This
study is mainly applied to the B2C model. We operate
and investigate the overall cross-border e-commerce
business model based on the cross-border model. The
covid-19 caused a global panic, with major consumers
unable to buy items such as masks and alcohol.
Through  cross-border  e-commerce  platforms,
consumers can choose amazon, taobao, jd.com or
overseas purchasing agents to buy medical products
such as masks and alcohol.In this series of shopping
process, consumer satisfaction is very important.
Mainly because this outbreak presents a sudden
situation, whether consumers will be anxious to get

masks, hand-washing alcohol and other related
products. On the other hand, affected by the epidemic, LITERATURE REVIEV.V . .
Cross-border  shopping is  mainly  for

consumers as a whole are more willing to let sellers 0 eniov the ol £ q00ds that th
observe the satisfaction of consumers when buying consumers 1o enjoy the pleasure o gooas that cannot be
bought locally. For example, many overseas

I ical )
related medical products commodities, including baby food, milk powder,

Park [1] proposed that hedonism would lead to
impulsive buying. But this outbreak can turn into
consumer panic and impulse buying. On the other hand,
consumers' perceived ease of use will also lead to
consumers' impulse purchase. Consumers' impulse
buying is mainly influenced by some external
environment, which leads to the urgent need to buy
such medical products. Dowling [2], Srinivasan and
Ratchford [3], mentioned the concept of consumer
expected utility. So they think that consumers are going
to be influenced by some outside information and that's
going to have a cognitive impact. Therefore, consumers'
perception and cognition will also determine whether to
purchase relevant medical products on the online
platform.
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cosmetics and other commodities, are purchased
through cross-border means, which is a very important
concept for consumers. In the case of the covid-19
outbreak, many consumers were unable to buy face
masks or hand-washing alcohol in affected areas such
as China, Taiwan, Hong Kong, Japan and South Korea.
Consumers' satisfaction is mainly analyzed and
explained from the aspects of tangible and reliability,
which can mainly affect consumers' satisfaction with
products. We take e-commerce platform as an example,
many stores will discuss and discuss customer
satisfaction, including good service quality can bring
customer satisfaction. Okumus and Asil [4] mentioned
that visible services through regression methods have a
positive correlation with passengers. Chinomona &
Sandada [5] consumers' purchase intention generates
their main interest in products and services. Consumer
satisfaction is one of the important factors to be
discussed in the process of online shopping. Consumer
satisfaction mainly comes from consumers' satisfaction
before and after shopping. Cross-border shopping is one
of the key factors for consumer satisfaction. Fang et al.,
[6]; Zboja & Voorhees [7], mentioned that trust is the
source of consumer satisfaction, and how to obtain the
trust relationship of consumers becomes a key factor.
Ganesan [8] presented the first message that retailers
should deal mainly with customer complaints. Our
research mainly combines cross-border market concepts
to guide, including consumers' buying behavior and
attitude and related concepts of consumers' buying and
cognition.

Shopping is mainly because consumers will get
hedonism when buying, such a process for consumers is
a shopping motivation. Seo and Lee [9] mentioned that
shopping behavior is not only the hedonism of
consumers, but also the overall shopping experience
environment provided by sellers. Arnold and Reynolds
[10] proposed that the consumerist culture in the United

States is consistent with the demand for consumption.
We can understand that in the process of cross-border
shopping, consumers mainly want to get a sense of
enjoyment and shopping. But this global outbreak of
covid-19 is not hedonism, again defying conventional
wisdom. Evans, Lane and O "Grady [11] proposed the
concept that cross-border shopping could enable
consumers to buy favorable prices and good services.

Jones et al., [12] proposed that impulse buying
would lead to the improvement of business
performance. We can see from this outbreak that many
consumers buy masks, hand-washing alcohol and other
products in large quantities because of the expectation
of panic. Chen and Wang [13] proposed that impulse
buying would lead to the loss of self-regulation ability.
Therefore, sometimes consumers' impulsive purchase
will cause the imbalance between reperception and
cognition, which will be affected by some external
environmental factors.

RESEARCH DESIGN

The purpose of this study was to develop a
structural model and test it to determine the impact of e-
commerce platform cross-border shopping, impulse
buying, and consumer perception on consumer
satisfaction.

Through the questionnaire survey method, we
designed the following three hypotheses. The
hypothesis diagram is as follows.

H1: cross-border shopping has a positive
correlation with consumer satisfaction

H2: impulse buying has a positive correlation with
consumer satisfaction

H3: consumer cognition has a positive correlation
with consumer satisfaction

Cross-border
shopping

Impulse buying

Customer

Consumer
perception

safisfaction

Fig-1: Study the design architecture diagram

Aiken, West, & Reno [14] mentioned that in
the case of potential multicollinearity of structural
equation models, independent variables and regulators

are centered on the mean. We design the impact of
cross-border shopping, impulse buying and consumer
perception on customer satisfaction. Most samples of
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the study were collected through online surveys.
Because our research aims to investigate the satisfaction
of its consumers in online shopping survey. Consumers'
online satisfaction is a very important factor for cross-
border e-commerce. Consumers' good experience and
purchase experience will further lead to consumers'
purchase intention.

EMPIRICAL ANALYSIS

Questionnaires were used in this study. The
survey was conducted among consumers shopping on e-
commerce platforms. The questionnaire is divided into
two parts. (1) In determining demographic

characteristics. (2) Determine the impact of cross-
border shopping, impulse buying and consumer
perception on customer satisfaction. The questionnaire
was based on a seven-point likert scale (1: "strongly
disagree”, 2: "disagree"”, 3: "somewhat disagree", 4:
"average", 5: "somewhat agree", 6: "agree" and 7:
"strongly agree™), and asked each participant to give
appropriate answers to their situation. We use the
structural equation model approach to understand the
relationship  between overall measurement and
structure. We investigated a sample size of 206 people
to see whether the outbreak would affect consumers'
cross-border shopping online.

Table-1: Questionnaire factor form

Options Man-Time | Percentage
customer satisfaction fast delivery 23 11%
service attitude 31 15%
platform operation process is clear | 152 73.7%
factors influencing cross-border | method of payment 143 69%
shopping price 32 15.5%
Product origin 31 15%
impulse buying external environment 42 20%
information sharing 65 31.5%
word of mouth to spread 99 48%
consumer perception consumer belief 48 23.3%
trust 56 27%
perception 102 49.5%
DISCUSSION AND CONCLUSION REFERENCES

The main purpose of this study is to investigate
consumers' panic about masks, alcohol and other
medical products caused by covid-19. Factors such as
cross-border shopping, impulse buying and cognition of
consumers will affect the impact of consumer
satisfaction. Through cross-border shopping, we can
know how consumers will use cross-border shopping,
so we take into account all the purchasing behaviors of
consumers. From the perspective of management
application, cross-border shopping is influenced by
external environment to lead to consumers' shopping
situation, and we can finally see the relationship
between consumers' satisfaction.In the process of
research, we were mainly influenced by the national
sources of questionnaire filling by global consumers. In
the process of sorting out, there would be no response
bias in questionnaire filling, and researchers need to
take this non-response bias into consideration in the
future. Mottus, Lamas, and Pajusalu [15]; Mazumder et
al., [16] proposed that consumers are mainly affected
by the whole shopping experience, including the overall
visual, mechanism and other related influences.
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