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Tab.3 Descriptive statistics
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Pavlou (2003) 40 18 5.6%
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195 61.7%
Q25 45 14.1%
54 17.1%
33 10.6%
Q26 Flishbein&Ajzen 75 23.5%
25-0Q28 1991
025-Q ( ) ) 267 83.4%
Q27 Chen&Dubinsky 177 35.6%
N 279 87.7%
(2003) 135 42.5%
Q28 228 71.7%
33 10.4%

75 23.5%




- 32 - 4 ) 2020 4
( . 15
b 5 o
Cronbach’s  Alpha 5
R 4 .5 0.7, Tab.5 The items involved in validity test
' 10,1112 3
© 13.14.15.16 4
17.18.19.20 4
4 Cronbach's Alpha 21.22 2
L . 23 24 2
Tab.4 Cronbach's Alpha reliability analysis
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Tab.7 Total variance interpretation
Yo Y% %
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3 1.447 8.512 48.749 1.447 8.512 48.749 2.145 12.618 43.825
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Tab.9 Correlation analysis between purchase decision and each factor
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An Empirical Analysis of the Influencing Factors of Cross-border Online
Shopping Decision of Makeup Products Based on
Technology Acceptance Model

MA Liting, YI Siqi

(School of Economics and Trade, Fujian Jiangxia University, Fuzhou, Fujian 350108)

Abstract ; Cosmetic products have rapidly become a strong category in the vertical field of cross-border online shopping. However, the

lack of consumertrust, dubious product authenticity, frequent price battles and other issues have become an obstacle to the development of

cosmetic products in cross-border e-commerce platform. Taking Tmall International as an example, based on the technology acceptance

model, this paper joins the perceptual security, group control and perceived product quality variables on the basis of preserving the two ba-

sic variables of perceptual ease of use and perceived usefulness, expands the model, and establishes a new model to explore the decision of

makeup consumption and its influencing factors of cross-border platform. Through empirical analysis, it is concluded that perceived useful-

ness, perceived ease of use, perceived security, perceived commodity quality are significant and positively affect the decision of cross-bor-

der online purchase of cosmetic products. Then, this paper puts forward some suggestions to promote cross-border online shopping con-

sumers to make purchase decisions.
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