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Abstract
Purpose – Using the theory of planned behavior as its basis, the purpose of this paper is to investigate the
relationships among beliefs about electronic service quality (E-S-QUAL); consumers’ need for uniqueness
(CNFU); and beliefs about perceived behavioral control, expectations of important others, and cross-border
online purchasing behavioral intention. The effects of E-S-QUAL and CNFU on attitude are examined with
data collected from Korean consumers who have cross-border online purchasing experience.
Design/methodology/approach – The authors evaluate the research model in this study and test the
hypotheses using partial least squares, an OLS regression-based estimation method that focuses on
predicting independent variables hypothesized to have a causal relationship that maximizes the explanatory
variance of the dependent variable.
Findings – Analysis of the data emphasizes that beliefs about E-S-QUAL and CNFU positively affect
attitudes toward buying online from international sites, which in turn positively affect purchasing intention.
Also, beliefs about self-efficacy and normative structure regarding cross-border online purchasing positively
affect behavioral intentions.
Originality/value – This paper develops a conceptual model explaining consumers’ intentions
to shop online across national borders. To the best of the authors’ knowledge, none of the previous
studies have particularly mentioned the associations between beliefs about e-service quality and
actual behavioral intentions in the context of cross-border online shopping. Also, the important
role of CNFU has been ignored as one of the factors that can affect consumers’ decisions to shop online
beyond national borders. In regard to this matter, the authors aim to investigate cross-border
online shopping factors that can help international e-commerce gain a better understanding of the needs
of their consumers.
Keywords E-service quality, Online shopping, Cross-border, Consumer need for uniqueness
Paper type Research paper

Introduction

With the Amazon Prime global service, our users who seek overseas for high-quality products will be
able to enjoy free, fast delivery and have a better shopping experience. Amazon offers unlimited free
cross-border shipping onmore than fourmillion authentic overseas products and unlimited free shipping
onmore than nine million domestic products. (Elaine Chang, Vice President of Amazon China, Jing, 2016)

As online retailers begin to capitalize on their extraordinary economic efficiencies, the shape of a
massive mountain of choice is emerging that was previously hidden […] that mass of rare niche
products, just not visible or easy to find, is becoming a cultural force, and the economics of such
distribution is changing radically as the Internet absorbs each industry. (Chris Anderson, Author of
The Long Tail, 2006)
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As the aforementioned quotes indicate, a considerable growth of internet use and
digitalization of society has resulted in a noticeable change in consumer preferences
and shopping behaviors. Most of all, the accelerated growing similarities in cross-national
consumption have been attributed to the rapid spread of the internet, granting consumers
increased power and more universal access. As International Post Corporation reported, a
majority of consumers in developed countries as well as emerging markets regularly use
online shopping for goods and services. One online shopping study found that online
shopping is prevalent globally whether in-country or cross-border, and that there is
particularly strong growth in cross-border online shopping (Clemes et al., 2014; Global B2C
E-commerce Report, 2015).

Luckily, technology and the internet are unceasingly making the world a smaller and
more connected place; consequently, the digital world has given consumers the ability to
obtain almost everything online. According to the concept of the Long Tail suggested by
Anderson (2006) in his book, consumers today can find nearly everything online in the
endlessly long tail of niche and scarce products. Consumers have been encouraged to buy
many rare niche products online due to the variety inherent in an endless aisle strategy
(Anderson, 2006). The major factor among the various drivers of cross-border online
shopping is that shoppers can obtain items unavailable in their home country due to limited
supply or surplus demand. This tendency toward cross-border online shopping is often
dependent on the characteristics of the consumer, and it is because consumers believe that
they can express their originality through the purchase of unique products (Tian et al., 2001).
However, internet shoppers do not always prefer to make purchases on international online
sites. Internet shoppers will be reluctant to buy overseas when the overall service quality of
online shopping, including billing systems, privacy and security, delivery time and cost, and
various aspects of customer service is lowered (Devaraj et al., 2002; Shim et al., 2001).
In addition, online shoppers’ satisfaction with e-service quality is a key determinant of the
purchase of overseas online shopping (Lee and Lin, 2005). In online shopping, consumers’
purchase intention depends on effective service quality, and thus, customer perception
of e-service quality is becoming more important (Lin et al., 2011). For instance, a delayed
delivery and/or improper return process for an order item are a prime example of providing
a poor quality of service (Liu and Arnett, 2000).

According to the ROK Ministry of Economic Affairs, pairing up with the growth of the
mobile industry, South Korea’s online shopping transactions in 2015 increased 16.1 times
and have grown on an average of 22 percent each year for the past 15 years. Survey data
from an American market research center, for example, shows that 38 percent of online
cross-border buyers in South Korea bought from other Asian countries in 2015, up from
35 percent in 2014, as cross-border shopping is becoming easier and faster (Forrester
Research, Varon et al., 2015). Online shopping in Korea has been changing rapidly since it
first started in 1996. Continuously, online transactions have become more important as
purchases have gone beyond national borders and overseas. Although Korean consumers
have been participating in cross-border online shopping in various forms (Ahn et al., 2004;
Workman and Cho, 2013), only a limited number of studies deal directly with cross-border
online shopping. That is, in contrast to extensive research on general online shopping
activities within Korea, researchers have more recently noted international online shopping
and examined various factors that have a significant impact on Korean consumers when
making direct cross-border online purchase on foreign shopping sites ( Jones and Kim, 2010).
Study findings regarding cross-border online shopping of Korean consumers are briefly
summarized in Table I.

As summarized, various factors have been reviewed in relation to the effects of Korean
online shoppers’ attitude toward overseas direct purchase. More recently, research has
focused on the effects of service quality of cross-border online shopping and consumers’
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attitude toward overseas direct purchase. Initially, Park et al. (2010) investigate the effects of
process quality and outcome quality while Son (2010) examined shopping convenience,
website design, informativity, security, payment system, and communication quality
variables to measure consumer satisfaction. These studies, however, merely applied
e-service quality factors to the domestic online transaction activities of Korean internet
shoppers. From then on, as the number of consumers who purchase product online
internationally and have the product delivered back to Korea is increasing, the service quality
of overseas purchase websites becomes more important. The study of Choi and
Kim (2016), for example, specifically investigates the relationship between logistics service
quality of cross-border online shopping and customers’ satisfaction. They found that
timeliness, order process, and condition of goods are the important service quality factors that
influence customer satisfaction of overseas online purchase. In addition, Kim and Park (2017)
investigate the effects of consumers’ shopping orientation on service quality of international
websites that provide overseas direct purchase. The four consumer-shopping-orientation
groups classified into shopping confident, shopping enjoyment, trend pursuit, and shopping
follower groups display each different perception of service quality.

In the meantime, other researchers looked at the relationship between consumer’s
characteristic factors and cross-border online shopping in Korea. For instance, Lee (2014)
investigates how economic value (+), shopping enjoyment (+), and uniqueness of

Author(s) Empirical findings

Park et al. (2010) E-service quality (process quality and outcome quality) on satisfaction with the
moderation of site types; activities within country

Son (2010) Relationship between service quality (shopping convenience, site design, informativity,
security, payment system, and communication) and consumer satisfaction on B2C
internet transaction; activities within country

Yu and Chae
(2014)

Factors affecting cross-border online shopping behavior by utilizing technology
acceptance model (TAM) and online shopping acceptance model (OSAM)

Cho et al. (2014) Reporting the current state of overseas direct purchasing in Korea and the ways for the
future improvement

Lee (2014) Relationship between four motivation constructs (economic value, shopping enjoyment,
merchandise variety, uniqueness of product) and consumers’ attitude and purchase
intention to cross-border online shopping

Kim et al. (2014) Relationship between five attitudinal beliefs (playfulness, usefulness, innovativeness,
esteem, and trust) and overseas direct purchase behaviors

Kim and Lim
(2015)

Relationship between the consumer characteristics (price perception, innovativeness, and
internet purchase experience) and cross-border purchasing intention

Lee (2015) Relationship between retailer reputation, brand familiarity, perceived risk, and purchase
intention to cross-border online shopping

Cho and Lee
(2016)

Relationship between consumer determinants (openness, innovativeness, and strategic
conformity to normative institution) and overseas direct purchase

An et al. (2016) Relationship between the types of benefit sought from cross-border online shopping and
the effects of expectancy, perceived performance, disconformity, and satisfaction

Kim and Chung
(2016)

Relationship between customer characteristics (innovativeness, perceived risk, benefit
recognition, and shopping orientation) and site characteristic (assortment of stock,
convenience, trust, and customer service), and overseas direct repurchase intention

Kim and Park
(2016)

Relationship between consumer’s regulatory focus and overseas direct purchase
intention based on TAM

Choi and Kim
(2016)

Relationship between the antecedents of logistic service quality (timeliness, order
process, condition of good, and informativity) of international online purchase and
consumer’s satisfaction

Kim and Park
(2017)

The effects of service quality on trust, satisfaction, and consumer loyalty in the context of
overseas online purchase

Table I.
A summary of recent

studies of Korean
consumer factors

related to
online shopping
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product (−) affect consumers’ attitude and cross-border online purchasing intention and,
the study indicate mixed results for each construct of the shopping motivations.
Most studies about the effects of the consumer characteristics on cross-border e-commerce
examine innovativeness as the major determinant (Kim et al., 2014; Kim and Lim, 2015;
Cho and Lee, 2016; Kim and Chung, 2016).

These previous studies have identified the effects of consumer’s characteristic
determinants and the service quality of overseas purchase websites on the cross-border
online purchase intention. There is, however, still the need for research on consumer
attitudes and purchase intention for cross-border online shopping as the issue is
consistently discussed. With a continuing increase in cross-border electronic commerce in
Korea, this current research attempts to fill a gap by investigating two attitudinal beliefs
which have not been suggested. Some prior studies that have investigated the variables we
focus on here (e-service quality and consumers’ need for uniqueness (CNFU)) have not
included subjective norm (SN) and perceived behavioral control (PBC) in their analysis with
a complete form of the theory of planned behavior (TPB) model (Kim et al., 2014; Han and
Kim, 2017). Unlike the basic E-S-QUAL scale typically measured in most previous
literatures, E-RecS-QUAL is also measured for e-service quality in the present research.
Moreover, CNFU is selected as the antecedent of attitude since mixed results have been
drawn in the previous research studies (Lee, 2014; An et al., 2016).

Theory and research literature
In our research, we adopt the TPB as our overarching theory (Ajzen, 1991). The TPB
(Figure 1), an extension of the well-known theory of reasoned action (TRA) (Fisbein and
Ajzen, 1975), is one of the most influential theories that explains and predicts a wide range of
behaviors (Hansen, 2008). The TRA posits that behavior is a direct function of behavioral
intention, which is modeled as the weighted sum of the attitude and SN (Fisbein and Ajzen,
1975). Attitude toward a behavior is defined as an individual’s positive or negative feelings
about performing the target behavior (Fisbein and Ajzen, 1975). SN is defined as a person’s
perception of how most people who are important to the person think he or she should or
should not perform the behavior in question (Fisbein and Ajzen, 1975). Like the TRA, the
TPB also proposes that behavioral intention is a function of attitude and SN, but it adds
the variable of PBC. The degree of PBC refers to an individual’s perception of the presence
or absence of the requisite resources or opportunities necessary for performing a behavior
(Ajzen and Madden, 1986). PBC has both internal and external factors. The internal factors
refer to the extent of confidence that a person has in his/her ability to perform a certain
behavior, which is grounded in his/her self-efficacy (SE) (Bandura, 1986). The external
factors refer to resource constraints, which are facilitating conditions available to an
individual such as money, time, or technology required to perform a behavior (Taylor and
Todd, 1995a). Precisely, behavioral intentions in the TPB model are explained as
motivational factors for whether an individual’s performance of a certain behavior is

Attitude

Subjective
norm

Perceived
behavioral

control

Intention Behavior

Control
beliefs

Normative
beliefs

Attitudinal
beliefs

Source: Ajzen (1985, 1991)

Figure 1.
Theory of
planned behavior

JKT

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 o
f 

Su
ss

ex
 L

ib
ra

ry
 A

t 0
3:

44
 2

6 
Ju

ne
 2

01
8 

(P
T

)



determined by his or her intent to perform that behavior (Ajzen, 1991). This means that
behavioral intention is the most influential predictor of behavior because an individual
eventually performs behaviors for which she/he has intentions. Also, the positive
relationship between intention and behavior has been demonstrated in a number of studies
(Taylor and Todd, 1995a, b).

In an extensive TPB model, beliefs about attitude, SN, and PBC should be identified
based on the specific context and population. Since these beliefs are provisional to a specific
context, researchers are allowed to determine salient beliefs for each particular behavior in
the TPB (Ajzen and Fishbein, 1980). That is, it is the researcher’s responsibility to determine
the specific beliefs because, as a general theory, the TPB does not specify such beliefs
related to a particular behavior. An underlying premise of the present research is that
beliefs about consumer need for uniqueness and e-service quality of the internet inform
attitudes toward cross-border online purchasing. The TPB provides a vigorous rationale for
examining such premises with a framework for testing whether attitudes are actually
related to the intentions involved in actual behavior. The foundation of our research is that
beliefs about the e-service quality of international websites and CNFU influence attitudes
toward cross-border online shopping. In practice, the TPB not only provides a solid
theoretical basis for testing such propositions, but also a framework for reviewing SN and
PBC. Based on the theory, a positive relationship between SN and individual intention to
engage in the focal behavior is anticipated. In other words, beliefs about how important
referent others feel about cross-border online shopping, and motivation to comply with the
views of important others, should also influence intent to make internet purchases overseas.
Indeed, consumers’ beliefs about how their circle of influence accepts cross-border online
shopping should affect behavioral intention to make a purchase from international websites.
Lastly, according to the two roles of PBC in the TPB, beliefs about having the necessary
opportunities and resources to engage in specific behavior should influence intent to
perform the behavior as well as directly influence the behavior itself. That is, beliefs about
external constraints and internal facilitating conditions of individual consumers positively
influence the intentions of cross-border online shopping, along with attitude and SN.
Together with intention, control beliefs have a direct impact on online buying behavior
across borders.

By applying relevant aspects of traditional service quality (Homburg et al., 2002), there
have been various ways to conceptualize e-service quality. E-service quality is described as
general customer assessment and judgments on the quality of service in the virtual
marketplace (Santos, 2003). In addition, e-service quality refers to the degree to which
efficient and effective shopping, purchasing, and delivery are facilitated, including all stages
of customer interaction with a website (Parasuraman et al., 2005). The attitude toward online
shopping experience is likely to form based on their satisfaction with service quality.
As a result, the factors that affect consumers’ online purchase intentions are derived from
the relationship between the overall e-service quality and customer satisfaction of the
website (Lee and Lin, 2005). In terms of e-service quality that consumers evaluate, the scope
of service quality products also include post-sale website services such as fulfillment and
return in addition to interacting with the website itself (Zeithaml et al., 2000).

Prior studies examine the range of e-service quality that online consumers consider when
evaluating websites. Five important elements (information, services, systems, playfulness,
and design) that determine the success of a website have been proposed by Liu and
Arnett (2002). Loiacono et al. (2007) attempted comprehensive e-service quality
measurement through the development of WEBQUAL. Wolfinbarger and Gilly (2003)
developed a scale called eTailQ, and it includes website design and customer service
related to customer assessment of e-service quality as well as the measurements of
reliability/fulfillment, and privacy/security. In particular, reliability/fulfillment ratings are a
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key predictor of customer satisfaction and quality and a second most influential factor in
predicting repurchase intention on the internet shopping websites. Through a
comprehensive conceptual study, Parasuraman et al. (2005) analyzed these key
characteristics of e-service quality and created scales to measure electronic service
quality (E-S-QUAL) and e-recovery service quality (E-RecS-QUAL). Especially as
Parasuraman and Zeithaml mentioned earlier, e-service quality of the return process and
delivery service is one of the main concerns in the e-commerce literature. As e-service
quality has been reviewed frequently, e-service quality is regarded as one of the major
issues affecting online purchase decisions.

For some consumers, differentiation due to the possession of unique goods has an
important impact on accepting new goods and accommodating diversity (McAlister and
Pessemier, 1982). One of the most basic motivations for variety seeking is the need for
uniqueness (Hoyer and Ridgway, 1984). Individuals need to feel differently from others in
the social environments as Fromkin (1971, 1973) explains, and more importantly, they show
the intensity of this uniqueness at various levels. In addition, a unique identity is realized by
expressing the self in a personal style through material goods (Kron, 1983). Ultimately, this
personal behavior reflects creative choice counter-conformity achieved by the material
manifestation of original, novel, or unique consumer goods (Kron, 1983). A product can act
as a uniqueness attribute, and a product scarcity is particularly desirable for those who need
the uniqueness (Fromkin and Snyder, 1980). Ownership of items that are not often available
can improve the perception of originality or uniqueness because it gives consumers the
feeling of being differentiated from others (Kron, 1983).

One of the main causes consumers participate in cross-border online shopping is to
satisfy their desire for being unique. For example, as Akser and Baybars-Hawks (2011)
explained, one of the Turkish’s personal online shopping sites is known to sell unique
products not found elsewhere, and online shoppers perceived this website as a place to meet
their need for uniqueness. Akser and Baybars-Hawks (2011) show that CNFU influences
positive online attitudes and actual buying behavior. Despite the limited store space of
foreign brand retailers in the domestic market, consumers in Korea are able to buy products
via international online shopping because of their superior internet infrastructure and local
e-commerce (Park et al., 2007). Cross-border online shopping allows these consumers to
choose far more unique products from numerous multinational companies that are not
readily available in the local market. By purchasing products from cross-border online
shopping websites, local consumers can own international brands and products regardless
of geographical area. This also means that cross-border online shoppers are able to
purchase products from the global websites that they may not find in their local markets
and express their uniqueness to purse originality.

Research model and hypotheses
We use a research model based on the TPB and the behavior in question is online shopping
across national borders. The extended TPB model in the present research excludes the
construct of internet purchasing behavior since behavioral intention is the most influential
predictor of behavior (Ajzen, 1991). As Bagozzi and Yi (1989) suggested, the formation of
intentions is initiated with attitudes, and the will to perform a particular action is a function
of the strength of one’s attitude. Since an individual’s behavior is based on his/her intention
to engage in the behavior, s/he will prefer to purchase certain brands if s/he has a
favorable or positive attitude toward those brands (Wee et al., 1995). The TPB posits that
individual behavior is driven by intentions (Ajzen, 2002). Accordingly, in the present
research, we use behavioral intention as a final dependent variable since it is the direct
antecedent of actual behavior. Therefore, behavior does not appear in the model, and a path
from attitudes toward cross-border online purchasing directs behavioral intention.
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Similarly, in the traditional TPB model, the relationship between PBC and behavior is both
direct and mediated by intention, but only the direct relationship between PBC and
behavioral intention remains in this model, given the absence of behavior. We offer two
beliefs to help determine consumer’s attitude toward online shopping by modifying
the traditional TPB model. We adopt the concepts of Parasuraman et al. (2005) and
Zeithaml et al. (2000, 2002) in seeking to examine the perception of e-service quality among
cross-border online shoppers. With the modified E-S-QUAL and E-RecS-QUAL models, our
study is designed to measure e-service quality in the cross-border online shopping context
as opposed to conventional internet purchasing. We follow Snyder and Fromkin (1977) and
adopt creative choice counter-conformity to understand the relationship between CNFU
and cross-border online shopping.

Figure 2 presents our conceptual model, wherein we propose seven hypotheses that may
distinctly affect the behavioral intention of cross-border online shoppers in Korea. Different
beliefs about attitude toward e-service quality and CNFU, and the basic structure of the TPB
indicate the directionality of each hypothesis.

Online shoppers have a positive attitude toward using cross-border online shopping
when they believe that the service quality of the website is satisfactory. For example, it is
suggested that customer service of a website implementing accurate orders and on-time
delivery as well as reliability are considered important (Wolfinbarger and Gilly, 2003).
Defined as product delivery at the appointed time, fulfillment measures customer
perceptions of service quality, which is one of the core service scales of online shopping sites
(Zeithaml et al., 2002). Another important aspect of e-service quality is the effective handling
of problems and product returns, and such ability of responsiveness also measures the
quality of the recovery service of a website (Parasuraman et al., 2005). Accordingly,
the evaluation of the e-service quality aspect of online shoppers seems to be closely related
to the perceived value and behavioral intentions. Therefore, we hypothesize that:

H1. Beliefs about e-service quality of websites positively influence an individual’s
attitude toward cross-border online shopping.

Despite the high desire for uniqueness, some consumers have limited access to rare
products. For these consumers, overseas online shopping malls can be an attractive option
to find unique items that cannot be purchased in the domestic market. In general, it is
assumed that highly unique consumers are attracted more to unusual products than
non-unique consumers albeit the effort required to obtain a unique product (Lynn, 1991;
Snyder, 1992). This nature can also be explained by the fact that these consumers choose
options that others do not. In other words, the preference for owning a unique product that

H3+

H4+

H2+

H1+

H7+

H6+

E-service
QUAL

Self-efficacy

Normative
structure

Subjective
norm

Behavioral
intention

Attitudes toward
cross-border

online
shopping

Perceived
behavioral

control

Need for
uniqueness

H5+

Figure 2.
Proposed

research model
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online

shopping
in Korea

D
ow

nl
oa

de
d 

by
 U

ni
ve

rs
ity

 o
f 

Su
ss

ex
 L

ib
ra

ry
 A

t 0
3:

44
 2

6 
Ju

ne
 2

01
8 

(P
T

)



conveys a unique and different attribute is very high in these individuals (Simonson and
Nowlis, 2000). As a result, high uniqueness consumers are more likely to shop across
borders at overseas online shopping malls for consumption of differentiated goods. It is
believed that consumers can easily access rare products through cross-border online
shopping. Therefore, the relationship between the belief in cross-border online shopping and
CNFU is also expected to affect attitudes toward buying on international shopping websites.
Therefore, we hypothesize that:

H2. Beliefs about CNFU positively influence an individual’s attitudes toward cross-border
online shopping.

Derived directly from the TPB, a positive attitude toward a given problem forms a positive
behavioral intention (Ajzen, 1991). Generally, the more favorable is the attitude toward
behavior, the stronger the intention of the individual to perform the behavior in question.
Based on the basic TPB structure of the relationship between attitude and intention under
consideration, consumer positive attitude toward cross-border online shopping should
result in favorable behavioral intention. We, therefore, posit that:

H3. Positive attitudes toward cross-border online shopping should positively influence
cross-border online shopping intention.

The relationship between SN and purchase intention is a salient outcome of the behavior
intention model (Ajzen and Fishbein, 1980). An SN is formed as the individual’s normative
beliefs concerning a particular referent weighted by the motivation to comply with the
referent (Ajzen, 1991). Normative beliefs are assessments about what important others, for
instance, family and friends, think of the behavior. Perceptions of the social pressure to
comply with expectations about engaging in the behaviors should directly influence
individuals’ SNs (Ajzen, 1991). Conversely, if social expectations are that people should not
engage in the behavior, then the individual should be less likely to do so. In this case, if
cross-border online shopping is viewed as socially desirable behavior, based on the expected
influence of the relevant referents, then the individual is more likely to make online
purchases from international websites across national borders. Moreover, applied to the
behavior of interest, whether or not the cross-border online shopping is seen as socially
desirable and accepted by the consumer’s circle of influence should affect the individual’s
intention to perform the intended behavior, based on the TPB model. From this context, we
therefore hypothesize that:

H4. Beliefs about what important relevant others think about cross-border online
shopping positively influence an individual’s SNs.

H5. There will be a positive relationship between SN and behavioral intention for
cross-border online shopping.

PBC reflects beliefs regarding access to the resources and opportunities needed to perform
a behavior and is comprised of two components: facilitating conditions (Triandis, 1979)
and SE (Ajzen, 1991). According to Ajzen (1991), PBC is referred to as externally based
resource constraints and the internally based concept of SE. PBC is an individual’s control
beliefs weighted by the perceived facilitation of the control factor in either inhibiting or
facilitating the behavior (Ajzen, 1991). SE, an individual’s self-confidence in his or her
ability to perform a behavior, is one of the essential antecedents to PBC in most TPB and
TAM (Davis, 1989; Venkatesh and Davis, 2000) formulations about internet purchasing
behavior (George, 2004; Pavlou, 2003; Pavlou and Fygenson, 2006; Gefen et al., 2003;
Koufaris, 2002). Reflecting the perceived difficulty or ease with which a behavior can be
performed, an individual’s belief about SE positively influences PBC (Ajzen, 1991).
Applied to cross-border online shopping, when an individual is self-confident about
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engaging in activities related to online purchasing, the individual should feel positive about
his or her behavioral control over shopping on an international website. In short, SE describes
consumers’ judgments of their own capabilities to purchase from international sites.
In essence, the absence of any of these facilitating conditions represents a barrier to perform
the intended behavior and can inhibit the formation of intention. When SE represents
individual judgments of a person’s capability to perform a behavior (Bandura, 1986),
consumers increase their control over cross-border online shopping. Ajzen and Madden (1991,
1986) assert that PBC influences both behavior and behavioral intention in the TPB model.
First, PBC has a direct effect because it is believed to reflect actual ability to perform the
behavior. Also, the indirect effect mediated by intention is based on the notion that PBC has a
motivating or demotivating influence based on an individual’s assessment of the likelihood of
success (Ajzen and Madden, 1986). Along with attitude and SN, the role of PBC is a
co-determinant of intention (Pavlou and Fygenson, 2006). The relationship between PBC and
intention has been proven by a number of empirical studies (Ajzen, 1991; Mathieson, 1991;
Taylor and Todd, 1995a; Sparks et al., 1992). In our study, therefore, the greater control an
individual feels over cross-border online shopping, the more likely he or she will be to have
intentions to perform the behavior. We posit the following hypothesizes:

H6. There is a positive relationship between SE and PBC over cross-border online
shopping.

H7. Positive beliefs about PBC should positively influence behavioral intention for
cross-border online shopping.

Table II summarizes our hypotheses.

Methodology
Measure and participants
The first stage of the research methodology is to elicit attitudinal beliefs, one of the external
beliefs in TPB. Ajzen and Fishbein (1980) suggest that attitudinal, normative, and control
beliefs are scenario specific and a priori cannot be generalized. Therefore, the aim is to
determine the most salient attitudinal beliefs of the attitude construct that is initially
complied from the TPB literature. Initial data collection of the attitudinal beliefs of
cross-border online shopping is done through a questionnaire involving a convenience
sample of experienced online shoppers chosen randomly from the targeted population.
For the validated measurement items, we selected the Attitude and Intention measures from
the literature based on Limayem et al. (2000). Three items measuring perceived e-service

Hypotheses Description

H1 There will be a positive relationship between beliefs about e-service quality of websites and
attitudes toward cross-border online shopping

H2 There will be a positive relationship between beliefs about CNFU and attitudes toward
cross-border online shopping

H3 There will be a positive relationship between attitude and behavioral intention for cross-border
online shopping

H4 Beliefs about what important relevant others think about cross-border online shopping
positively influence an individual’s SNs

H5 There will be a positive relationship between SN and behavioral intention for cross-border
online shopping

H6 There is a positive relationship between SE and PBC over cross-border online shopping
H7 Positive beliefs about PBC should positively influence behavioral intention for cross-border

online shopping

Table II.
Summary of

the hypotheses
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quality are from the dimensions of E-S-QUAL and E-RecS-QUAL (Parasuraman et al., 2005).
Snyder and Fromkin’s (1977) theory of uniqueness is used as the three measures of the
beliefs about CNFU.

This study uses structural equation modeling (SEM) to test the model. The advantage of
SEM is that it considers both the evaluation of the measurement model and estimates the
structural coefficients. If the chosen indicators for a construct do not measure that construct,
the testing of the structural model will be meaningless ( Jöreskog and Sörbom, 1998). Thus, a
modeling approach partial least squares (PLS)-SEM was carried out to provide the path
coefficient in this study. We evaluate the research model and the hypotheses using PLS,
which identifies the relationships among the conceptual factors of interest and the measures
underlying each construct (Hair et al., 2011, 2016; Ringle et al., 2005).

We employ a set of surveys and the questionnaire is pre-tested prior to collecting data
for the main survey aiming at testing the links explaining intention. A second survey
instrument is then constructed to test the links describing the intent. A total of
330 internet consumers were recruited from DOOIT research portal for an online survey.
We analyzed the final data from a total of 309 responses because 21 participants were
removed due to missing responses. To collect data, respondents were directed to a website
containing the questionnaire, which they then self-administered. Respondents who
completed the survey were offered a small cash incentive. Participants were required to
satisfy a set of two qualifications for participating in the survey. First, participants must
have had experiences of shopping online on international websites. Second, the items to be
purchased involved physical delivery across national borders. Participants completed a
survey that contains measures of the constructs of concern. The questionnaire is designed
to measure perceived e-service quality of international websites, CNFU, attitudes, and
intentions to engage in cross-border online shopping. Of the 309 usable respondents,
approximately 54 percent were 30–39 years of age (n¼ 166), 22.7 percent were 40–49 years
of age (n¼ 70), 19.1 percent were 20–29 years of age (n¼ 59), and 4.5 percent were over
50 years old (n¼ 14). This finding suggests that consumers in their 30s represent the
majority of the cross-border online shopping in Korea, as compared with many countries
where the tendency to buy internationally is highest among millennials in their 20s.
Moreover, the finding also indicates that consumers in their 40s shop online across
borders more frequently than those in their 20s. About 53 percent of the respondents were
female (n¼ 165) and 47 percent were male (n¼ 144). Table III describes the demographic
characteristics of sample respondents.

Variables Statistics

Gender ( female) 53.40 (%)

Age (year)
20s 19.09 (%)
30s 53.72
40s 22.65
50s 4.53
Education (M) 16 (years)

Amount spent (per month)
$0 1.29%
Less than $100 32.36
Less than $200 45.31
Less than $300 21.04
Internet experience (M) 10.3 (years)

Table III.
Sample demographic
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Data analysis
The model in Figure 2 was tested by using a statistic data analysis software tool, STATA 14.2.
In the testing of the significance of loadings and correlations between factors, Tables IV and V
present a summary of the Cronbach’s α, standardized factor loadings, and variance extracted
estimate. Cronbach’s α reflects the internal consistency reliability among indicators of a
construct. As shown, all values of the Cronbach’s α exceed 0.7 showing satisfactory reliability
for all the eight constructs. A conventional way to measure convergent validity at the construct
level is the AVE, which refers to the overall average of the loading squares of the indicators of
the constructs and is the same as the construct’s communality. For the discriminant validity, the
square root of the AVE for a given construct was compared with the correlations between
construct and other construct (Fornell and Larcker, 1981). If the square root of the AVE of a
construct is greater than the off-diagonal elements in the corresponding row and columns, this
indicates that a construct is more closely related with its indicators than with the other
constructs. The last row elements in Table V are the square roots of the AVE because the square
roots of the AVE are higher than the values of its corresponding, discriminant validity appears
satisfactory for all constructs. AVE is assessed and shown to be above the cutoff-level for each
construct and the outer loadings of the indicators are measured to ensure convergent validity.

ATT SN PBC ESQ NFU NS EFFI INTNT

att1 0.949
att2 0.942
sn1 0.946
sn2 0.950
pbc1 0.908
pbc2 0.920
dlv1 0.866
dlv2 0.890
rtn 0.847
need1 0.893
need2 0.886
need3 0.833
frn 0.925
mda 0.860
se1 0.965
se2 0.969
int1 0.938
int2 0.932
Cronbach’s α 0.881 0.887 0.804 0.839 0.840 0.752 0.930 0.856

Table IV.
Standardized loadings

ATT SN PBC ESQ NFU NS EFFI INTNT

ATT 1.000 0.365 0.190 0.241 0.156 0.283 0.224 0.411
SN 0.365 1.000 0.332 0.375 0.325 0.481 0.321 0.378
PBC 0.190 0.332 1.000 0.408 0.161 0.390 0.665 0.358
ESQ 0.241 0.375 0.408 1.000 0.177 0.397 0.421 0.238
NFU 0.156 0.325 0.161 0.177 1.000 0.213 0.160 0.299
NS 0.283 0.481 0.390 0.397 0.213 1.000 0.426 0.352
EFFI 0.224 0.321 0.665 0.421 0.160 0.426 1.000 0.357
INTNT 0.411 0.378 0.358 0.238 0.299 0.352 0.357 1.000
AVE 0.893 0.898 0.836 0.753 0.758 0.798 0.935 0.874

Table V.
Correlations and
average variance
extracted (AVE)
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The three outer loadings of product delivery and item return measuring the e-service quality
construct and the other three outer loadings of the indicators measuring the CNFU construct
were all 0.833 or more, as were standard outer loading figures.

The significance tests of all paths were conducted using the bootstrap resampling
procedure. The data provided strong support for all the hypothesized relationships as all
path coefficients were significant at the 95 percent significance level. The evaluated model
with adjusted p-values and path coefficients are summarized in Table VI.

Results
The data analysis shows that attitudes and beliefs about the quality of e-service and
CNFU significantly affect consumer attitudes to purchase on cross-border online shopping
websites. Our findings also indicate the important effects of relevant others in
encouraging individuals to act on their intention to purchase from cross-border online
shopping sites. Beliefs about SE regarding online shopping on international websites most
significantly influence PBC, which in turn influences behavioral intention. The structural
link of the study model was analyzed by PLS and summarized in Table VI. Attitudes,
SN, and PBC that affect the intention of overseas internet shopping are more than
55 percent of the variables. Attitude is the most important factor (0.38), which implies
the importance of e-service quality and CNFU in encouraging buyer’s intentions in
cross-border online shopping.

There is a positive relationship between attitudes toward cross-border online shopping
(H2) and beliefs about CNFU. Also, beliefs about electronic service quality for delivering and
returning goods also have a significant effect on attitude (H1). This indicates that the
behavioral intention to cross-border online shopping depends on the attitude (H3).
The effects of the SN and PBC, as the two antecedents of intentions, accounts for 48 and
66 percent of the variance each in this variable. These indicate a strong explanatory power
of the model with regard to intentions. The SN has a positive effect, with a path coefficient of
0.20, emphasizing the important role of relevant others in driving individuals’ intentions
toward cross-border online shopping. As we predicted, a positive relationship between
normative structure and SN is supported (H4), as is the relationship between SN and
cross-border online shopping (H5). The significance of the effect of PBC indicates the
importance of this construct in shaping behavioral intentions. As expected, SE of internet
purchasing most significantly affects PBC (H6 ), with a path coefficient of 0.82, and PCB in
turn directly affects cross-border online purchasing intention, with a path coefficient
of 0.32, the second most significant (H7 ).

For the demographic characteristics of the respondents, it was found that Korean online
shoppers in the 30s are more involved in direct overseas online purchase than their younger
counterparts (An et al., 2016; Lee, 2014). By looking at the percentage of cross-border online

Variable ATT SN PBC INTNT

ATT 0.381 (0.000)*
SN 0.203 (0.000)*
PBC 0.315 (0.000)*
ESQ 0.394 (0.000)*
NFU 0.229 (0.000)*
NS 0.693 (0.000)*
EFFI 0.815 (0.000)*
R2 0.279 0.479 0.663 0.553
Notes: p-values are shown in parentheses. *po0.05

Table VI.
Standard path
coefficients and
p-values
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shopping users by age group in this study (see Table III of sample demographics), people in
their 30s accounted for the largest percentage and the proportion of middle-aged adults
in their 40s also occupies the second majority. For the respondents aged over 30 in the
current study, while e-service quality had a strong effect on attitude with a path coefficient
of 0.428, CNFU had a noticeably weaker effect on attitude with a path coefficient of 0.165.
For the respondents in the age of 20s, however, e-service quality had a relatively weaker
(still significant) effect on attitude with a path coefficient of 0.302 as compared to a
considerable effect of CNFU on attitude with a path coefficient of 0.418 (Table VII).

Discussion
The purpose of this study was to use TPB in order to investigate factors that influence
cross-border online shopping with e-consumers in Korea. As indicated in our results, for the
majority of cross-border online shoppers over 30, e-service quality had stronger effect on
attitude than that of CNFU. The loading of its reflective measure shows that the return
process appears to be one of the most important perceived e-service qualities of cross-border
online shopping (Table IV ). Moreover, our study results show that shipping and delivery
constitutes an important perceived service quality of cross-border online shopping,
consistent with the findings of earlier studies (Ahn et al., 2004; Keeney, 1999). Similar to
e-service quality, it is found that consumers with a high need for uniqueness are more likely
to be favorable toward cross-border online shopping. In this regard, another possible
explanation is that consumers can easily find unique products and rare items from
cross-border online shopping. Moreover, our results show that a considerable effect of CNFU
on attitude toward cross-border online shopping emerged, especially for those in their 20s.
This confirms the findings of the Global Online Consumer Report (KPMG, 2017) that
typically in many countries, the tendency to buy internationally is highest among online
shoppers in the 20s. Younger consumers in general shop across borders and actively seek
unique or specialized products from other countries (An et al., 2016). It is a common belief
that the increase in online shopping across borders is largely driven by the younger and
more tech-savvy millennials in their 20s (An et al., 2016).

The link between SNs and intentions to shop online is notable. Kraut et al. (1996) found
that individuals use the internet more if they have an environment socially supported by
friends and relatives of internet users. In addition, the media has turned out to be a
significant social factor influencing intentions to shop online across national borders in this
particular case. It can be reasoned that external influences such as mass media and the
popular press have become a more persuasive influence for determining cross-border online
shopping intentions (Bhattacherjee, 2000; Bhattacherjee and Sanford, 2006). In response,
international online businesses should promote their websites on social media such as social
networks, blogs, and instant message boards, in addition to traditional media channels like
TV, newspapers, and e-commerce magazines.

The final important result worth discussing is the link between PBC and cross-border
online shopping intention. Since cross-border online shopping is only possible for
consumers who are able to use the Web, the reflective measure of SE, indicating individual
ability and confidence of web use, is expected to be significant. The predicted result is

Attitude
Variable Age: 20s Age: 30s

E-Service quality 0.302 (0.011)* 0.428 (0.000)*
CNFU 0.418 (0.001)* 0.165 (0.007)*
Notes: p-values are shown in parentheses. *po0.05

Table VII.
Comparison of
standard path

coefficients and
p-values in the

20s and 30s
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shown in Table IV, indicating the measure of the highest path coefficient compared
to all others. As previous evidence has suggested, IT-related variables such as perceived
usefulness, perceived ease of use, and navigability have become overwhelmingly important
in predicting online consumer behaviors (Gefen et al., 2003; Pavlou and Fygenson, 2006;
McKnight et al., 2002; Jarvenpaa and Staples, 2000). Moreover, for online shopping,
IT-oriented roles have become one of the most important considerations among active
e-commerce users (Pavlou and Fygenson, 2006). Therefore, intrinsically removing the
cognitive impediments of using a website and improving the accessibility of purchases over
international online shopping sites are critically important (Davis, 1989). When offering
consumers full purchase control, e-commerce companies will be more likely to earn business
from cross-border online shoppers.

Conclusion
The conclusions drawn from this study make contributions to two main areas. First, this
study developed the instrument dimensions of e-service quality by modifying the E-S-QUAL
and the E-RecS-QUAL models to consider cross-border online shopping context. Second,
this study identified CNFU dimensions that affect overall consumers’ attitude, which in turn
is significantly related to actual behavioral intentions. The results have implications for
practitioners and researchers and they are discussed below.

From a research perspective, we demonstrate yet again that the approach of the TPB
model in the cross-border online shopping context provides a good understanding of the
determinant factors and the relationships between intentions and attitudinal, normative,
and control beliefs. That is, this study validates the robustness of the TPB in helping
explain cross-border online shopping intention. Other studies have also used the TPB the
TRA, the TAM, or the OSAM as a theoretical framework to explain consumers’ intention to
e-commerce activities in Korea (e.g. Kim, 2012; Yu and Chae, 2014; Cho et al., 2014; Son, 2010;
An et al., 2016; Kim and Park, 2016). In addition to the importance of e-service quality and
CNFU of attitude toward the behavior in question, some of these studies have found
playfulness and usefulness to also be important (e.g. Kim et al., 2014) while others have
found economic value and shopping enjoyment to also be important (e.g. Lee, 2014; Kim and
Lim, 2015). As the overseas direct online buying behavior within the TPB- or TPB-based
framework and its precedent research progresses more and more, we are able to identify
which antecedents are most important. This helps us build a vigorous theory about cross-
border online shopping behavior.

From a practical point of view, our study explains that learning the specific influencing
elements is essential for global e-business companies to understand the complexities of
consumers’ intentions toward cross-border online shopping. In other words, it is possible for
e-commerce vendors to learn what features and elements they need to address in order to
increase the number of international shoppers to their website. In this study, it is found that
beliefs about service quality of prompt delivery and return are associated with positive
attitudes toward cross-border online shopping, and these positive attitudes are in turn
associated with actual behavioral intention. The implication is that vendors can focus on
promoting high quality of the basic E-S-QUAL and E-ResS-QUAL, and in doing so, they can
generate positive attitudes toward buying directly online across borders. This study also
suggests that manager should examine CNFU to improve consumer attitude and enhance
online purchase activities internationally. The external beliefs and their relative impact on
attitude represent specific factor on which managers should focus their attention, efforts,
and investments to shape cross-border online consumer behavioral intention and increase
transaction volume.

This paper develops a conceptual model explaining the factors affecting cross-border
online shopping intentions of Korean consumers. Our results indicate that the TPB provides
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a good understanding of CNFU and e-service quality, a set of variables obtained by beliefs
elicitation. Although a few previous studies have mentioned the importance of the
relationship between e-service quality and customer satisfaction, to the best of our
knowledge, none of these studies have particularly focused the associations in the context of
cross-border online shopping. Also, the important role of CNFU has been ignored as one of
the factors that can affect consumers’ decisions to shop online beyond national borders.
In regard to this matter, we aim to investigate cross-border online shopping factors that can
help international e-commerce gain a better understanding of the needs of their consumers.
As important factors, the perceived E-service quality and CNFU measurements provide a
substantial practical implication. Nonetheless, approximately 45 percent of the variance of
this behavioral intention remains unexplained. We believe that increasing samples and
adding new indicators may yield an elaborate model. Future research thus should use more
sophisticated models that include additional antecedent factors. In addition, although a
convenience sample is used in this study to specifically examine the context of Korean
online shoppers, it is not randomly drawn to represent the population as a whole. Therefore,
it is suggested that research studies enlarge the scope of the measurement based on a
number of responses of various online shoppers in other countries in the future.
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