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Abstract

Consumers in cross-border e-commerce have different consumption habits, cultural psychology, and life
differences, which are relatively complex compared to general e-commerce. This study focuses on the factors
affecting consumers' use of cross-border e-commerce platforms. It explores the factors affecting Taiwanese
consumers' willingness to shop in cross-border e-commerce, proposing the following key assumptions: the impact
of social media word-of-mouth marketing on brand image; the impact of product quality, service quality, and price
promotion; the degree of perceived value; the relationship between perceived risk and perceived value; and the
impact of consumers' willingness to shop in cross-border e-commerce. The main hypotheses are the effect of social
media word-of-mouth marketing on the brand image; the effect of product quality, service quality, and price
promotion; the degree of perceived value; the relationship between perceived risk and perceived value; and the
effect of consumers' willingness to buy from cross-border e-commerce. This study utilizes questionnaires to collect
research data, which are distributed to users of the Gmarket platform, and the hypotheses are tested using
SmartPLS. The results show that social media word-of-mouth (WOM) marketing brand image and that quality and
price have a positive perceived value for consumers, while perceived risk has a negative perceived value for
consumers and affects their willingness to buy from cross-border e-commerce merchants. The results of this study

can be used as a reference for cross-border e-commerce enterprises.
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