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As the global business environment continuously evolves, the cross-border e-commerce becomes
an essential part of international markets. This research analyzes practitioners’ perception of the
cross-border e-commerce as an emerging channel to expand and operate in the global market
and explores the platform structural performance determinants. We conducted the content and
statistical analyses based on 35 interviews and constructed database of 150 observed companies.
Deploying the springboard approach as the theoretical underpinning, we find the cross-border
e-commerce optimal for companies to respond to the global turmoil in the short term and to
achieve internationalization in the long term which serves as the most desirable option for firms
to conduct cross-border commercial activities. The personalization in multiple language choices,
reliable payment system settings, and clear website privacy commitment are the major factors.
The diversity of language settings has the most significant positive influence on the cross-border
e-commerce performance. This research contributes to the literature on the internationalization
of firms and operation strategy in the global market enhancing the knowledge of operating cross-
border e-commerce through the comparison with conventional internationalization paradigms
and the examination of specific platform setting factors. International entrepreneurs can also
benefit by understanding the practical specifications of the cross-border e-commerce and look-
ing at platform structural performance determinants. The managerial implication suggested in
this paper can be applied in their strategic decision-making which enhances a firm performance
and helps to engage with the global economy.

Keywords: cross-border e-commerce, enterprises, practitioners, international markets, interna-
tionalization, platform performance determinants.

INTRODUCTION

Over the past years, traditional global trade has shown inevitable growth fatigue
[Altuzarra Bustillo, Rodriguez, 2022]. Behind this phenomenon are many reasons, in-
cluding rising trade protectionism [Branicki, Sullivan-Taylor, Brammer, 2021], national-
ism [Albertoni, Wise, 2021], and unilateralism [Petricevic, Teece, 2019; Nambisan, Luo,
2021]. These all lead to a remarkable decrease in cross-border demands and supplies
for products and services. Nevertheless, the Black Swan in 2020 made the international
markets even worse. During the COVID-19 crisis, governments took strict measures to
control the pandemic, which inevitably brought severe problems to international mar-

© St. Petersburg State University, 2022

548 https://doi.org/10.21638/11701/spbu08.2022.403  Becmuux CII6T'Y. Menedxcmerm. 2022. T. 21. Boin. 3



Operating in international markets through cross-border e-commerce: A practitioners’ perspective

kets. In contrast to the weak growth of traditional offline import and export trade, cross-
border e-commerce (CBEC) plays an increasingly significant role in global markets. The
CBEC B2C sales increase from 440 billion US dollars in 2019! to 764.73 billion US dol-
lars in 20212, an increase of 73.8% comparing to the 17% increase in total international
trade over the same period®. The share of CBEC in international trade has grown by
48%. The CBEC raised more speedily than offline trade and became a new driver of in-
ternational trade [Tu, Shangguan, 2018]. With the rapid growth of global internet access
and information technology adoption, global e-commerce participants increase every
year [Wang et al., 2020].

In today’s volatile and digital-first environment, platform-based business activi-
ties dominate the markets [Baek, Lee, Choo, 2019]. The Internet enables consumers
to purchase products and services online from merchants located in other countries
[Yousefi, 2015]. Such international e-commercial activities are called CBEC. It emerges
as a brand-new approach for companies to achieve internationalization and operate the
cross-border business [Tolstoy et al., 2021]. This form of trading is gaining popularity
in global markets thanks to the predominant online shopping behavior and the rapid
rise of information technology [Goutam, Gopalakrishna, Ganguli, 2021]. Considering
the dynamic global business environment, the CBEC is becoming the leading power in
international markets, requiring up-to-date and insightful investigation.

Scholars suggest that the CBEC has irreplaceable significance for enterprises to op-
erate in international markets [Tu, Shangguan, 2018]. Most challenges companies en-
counter when operating in international markets, such as the liabilities of foreignness
(LOF) [Cao, Alon, 2021] and legitimacy building [Ike et al., 2021], can be appropriately
addressed via the CBEC. Whereas these studies mainly portray the role of CBEC as the
complementary to conventional import and export trade, a tool for entrepreneurs to
facilitate market strategies [Mathews et al., 2016].

Only a few works note that the CBEC is a direct channel for companies to interna-
tionalize [Qi et al., 2020; Cassia, Magno, 2021]. It is therefore necessary to treat the CBEC
as an independent approach for market expansion and internationalization and speci-
ty its advantages through comparation with extant international business paradigms.
Besides, there is a limited understanding of the particular functions achieved through
CBEC [Qi et al., 2020]. Specifically, most studies on this topic remain theoretical. They
provide inductive insights from a broad perspective and lack practical evidence based

! Estimates of global e-commerce 2019 and preliminary assessment of COVID-19 impact on online
retail 2020. 2021. UNCTAD Technical Notes on ICT for Development (18). UNCTAD. URL: https://unctad.
org/press-material/global-e-commerce-jumps-267-trillion-covid-19-boosts-online-retail-sales  (accessed:
10.06.2022).

2 Cross-border B2C e-commerce market share, size, trends, industry analysis report, by category,
by payment method (digital wallets, credit/debit cards, Internet banking, others), by offering, by end-user
(Adults, Teenagers/Millennial, Senior Citizens, Others); By Region; Segment Forecast, 2022-2030. 2022.
Polaris Market Research. URL: https://www.polarismarketresearch.com/industry-analysis/cross-border-
b2c-e-commerce-market (accessed: 10.06.2022).

® The UNCTADSTAT database. 2022. UNCTAD. URL: https://unctadstat.unctad.org (accessed:
10.06.2022).
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on business owners’ experience, supporting the CBEC’s unique nature and enriching the
phenomenon’s understanding. The fact that can be criticized is some suggested CBEC
features that are theoretically achievable could be unfeasible in practice. Researchers
have not paid sufficient attention to explore the CBEC’s operation in international mar-
kets based on sufficient practical evidence. This research attempts to draw the empirical
picture through an in-depth exploration.

Moreover, the practical-knowledge gap remains with the CBEC operational deter-
minants in the continually changing international environment. Recent studies focus-
ing on CBEC performance determinants primarily involve elements that are concerning
tirms’ own overall characteristics, such as the international marketing and cross-border
operation capabilities [Cassia, Magno, 2021], legitimacy obtaining [Kwak, Zhang, Yu,
2019], and cultural identity management [Hallikainen, Laukkanen, 2018]. Others in-
vestigate the influence of macroeconomic factors, such as the national GDP and the
exchange rate [He, Wang, 2019].

These factors are not directly related to the platform settings and are not under
the control of the business owners. Therefore, the managerial implication of such stud-
ies is relatively limited. Only a few studies have measured the influence of CBEC plat-
form structure-related factors but undertaken in the newly stage of CBEC’s emergency,
considering the platform settings as language choices and payment systems [Gomez-
Herrera, Martens, Turlea, 2014; Turban et al., 2018]. The impacts of CBEC performance
determinants could change along with the dynamics of the global markets [Yu, Huo,
Zhang, 2021]. This is especially true when considering the complicated impacts of the
COVID-19 pandemic and the accelerating digitalization trend [Sutkowski, 2020]. When
businesses reach the global market through CBEC today, the factors affecting their per-
formance could change dramatically. And the most effective method to address these
gaps is directly through the practitioners. Therefore, it is essential to highlight the mar-
ket dynamics and explore the influence of platform structure-related factors through the
lens of practitioners.

Knowing these gaps, this study aims to exploring the perception of business practi-
tioners in terms of implementing CBEC during the engagement with internationalization
and detecting the influence of typical structure-related elements on the CBEC perfor-
mance. Two research questions have been identified: How do practitioners view the CBEC
as an emerging channel to operate in international markets? And what are the platform
structural factors affecting CBEC performance? To understand the essential position of
CBEC in international markets, a qualitative content analysis was firstly conducted based
on practitioners’ experience. Following, we combined the feedback from semi-structured
interviews with the literature review, located the CBEC website structural factors and
formulated hypotheses. Finally, the connection between CBEC performance and specific
platform structural factors has been identified through a statistical analysis.

While prior research concerning the business operation in international markets
has not paid comprehensive attention to the CBEC channel and practitioners who are
implementing it, this study provides more profound knowledge about CBEC’s charac-
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teristics and its structural performance determinants. This can contribute to interna-
tional business, international entrepreneurship, and marketing literature, broadening
the knowledge through an interdisciplinary approach. Besides, according to research
outcomes, actionable suggestions have been provided for practitioners to further carry
out CBEC activities and those companies considering internationalizing and conducting
cross-border business.

The rest of this paper is structured as follows. The second section systematically
analyzes the extant literature on CBEC in international market and its performance de-
terminants, certain hypotheses are formulated. The third section describes the research
methodology. The qualitative and statistical analysis results are provided in the fourth
section. The fifth section is the research conclusion and contribution. The research limi-
tation and suggestion for future research are also presented in this section.

LITERATURE REVIEW

With e-commerce has been applied in international markets, scholars treat this
emerging platform as the future of global trade [Tu, Shangguan, 2018]. Recent studies
focus on economic recovery after the coronavirus will expire; many of them mention the
potentially crucial position of CBEC in the global market and propose that the CBEC
could be the most efficient method for companies to maintain their cross-border busi-
ness activities [Qi et al., 2020].

Overview of CBEC. The CBEC refers to the internet-based activities of selling
products or services across geopolitical borders from a company’s country of origin into
non-native markets [Elia, Giuffrida, Piscitello, 2019]. As an essential matter of academ-
ics, there is a body of studies focusing on CBEC for its unique significance. Earlier, re-
searchers have already suggested that the CBEC, a digital format of cross-border trade in
the information age, can be distinguished from traditional physical international trade
in imports and exports [Malhotra, Agarwal, Ulgado, 2003]. Considering the technology
advancement achieved in recent years, such as the evolving logistic service and infor-
mation technology, the seamless connections between physical and virtual parts of the
e-commerce activities, it is acknowledged that the electronic means dominate interna-
tional markets in the brand-new era [Kwak, Zhang, Yu, 2019]. Digitalization benefits
have updated the exchange between buyers and sellers [Sleuwaegen, Smith, 2020].

Researchers continually investigate the significance of CBEC for economic develop-
ment. Through comparing two groups of countries N. Terzi [Terzi, 2011] specifies that
the CBEC offers universal benefits to all unities: profits are likely to be distributed in
developed countries in the short term, but more profits would be shifted to developing
countries in the long run. A regression analysis based on 21 selected countries demon-
strates that the implication of CBEC has a significantly positive influence on national
GDP growth [Anvari, Norouzi, 2016]. Plenty of research also reports that the CBEC is
vastly essential to the country’s well-being, creating jobs and generating revenues [Terzi,
2011]. A representative case grounded in emerging markets emphasizes the preferential
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effects of applying the CBEC to alleviate poverty and improve the livelihoods of people
in Russia [Haji, 2021]. The governments have embraced both domestic and international
e-commerce as a vital part of economic growth drivers [Kituyi, 2020]. For instance, the
Chinese government has introduced numerous preferential policies to support CBEC
growth [Wang, Wang, Lee, 2017]. The proposal of building the “Digital silk road” and
the establishment of 109 CBEC pilot zones significantly foster Chinas CBEC develop-
ment [Zhang, 2020; Li, 2021]. The governments have evolved from passive regulators to
proactive advocates of CBEC [Tu, Shangguan, 2018].

The CBEC in international markets and the springboard approach. International
business communities consider the CBEC an effective channel to promote multinational
business and integrate into the global economic system [Jean et al., 2021]. Case in point,
the rapid development of CBEC in Russia and China has boosted their commercial ac-
tivities in international market [Wang, Zhang, Sun, 2017]. Y. Wang, Y. Wang, and S. Lee
[Wang, Wang, Lee, 2017] report that the growing CBEC positively influences total global
trade volume. Meanwhile, L. Yao and Z. Yan [Yao, Yan, 2019] suggest that the traditional
import and export trade is also closely related to the CBEC, but such relationships are
pretty complex [Goldman et al., 2021].

From the micro-perspective of companies, literature elucidates the relationship be-
tween firms’ e-commerce application and performance promotion. Researchers find that
the implementation of the e-commerce leads to better firm performance, demonstrat-
ed in efficiency improvement [Jean et al., 2021], the growth of sales value and market
share [Kraemer, Gibbs, Dedrick, 2005], etc. In addition, the exponential development of
CBEC also encourages the creation of employment [Terzi, 2011] and the advancement
of supply chain systems [Yu et al., 2016]. Regarding the companies’ international expan-
sion, the CBEC directly connects enterprises with foreign consumers, bypassing most
intermediates, which is an efficient driver to expand to overseas markets [Yin, Choi,
2021]. Noteworthy, the CBEC is not approachable only to large-size companies. It is
also accessible for small- and middle-size enterprises (SMEs) to operate in international
markets [Cassia, Magno, 2021]. Particularly, Russian manufacturers and retailers benefit
by mitigating marketing costs, stimulating product development, and further achieving
internationalization [Sosnovskikh, 2021]. Without the excellent competitive advantages
that leading multinational enterprises have, firms of any size can participate in the game
and introduce their products in overseas markets [Elia, Giuffrida, Piscitello, 2019].

Practitioners can also address the challenges during internationalization by apply-
ing CBEC. For instance, the liabilities of foreignness can impose additional costs due to
the unfamiliarity in local regulations or cultural background and customer brand loyalty
[Cao, Alon, 2021]. While enterprises entering host markets through CBEC can reduce
imposed costs. The host market knowledge can be easily accessible if the company de-
cides to sell products via local third-party platforms [Kwak, Zhang, Yu, 2019]. Regard-
ing the associated transaction costs, firms could also lower their investment in physical
assets, warehousing, customer service, and employee training. Local marketplace plat-
forms can provide these fundamental elements [Qi et al., 2020]. Another essential task
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enterprises must consider is obtaining legitimacy [Ike et al., 2021], which is critical for
e-commerce growth, especially in non-native markets. As J. Kwak, Y. Zhang and J. Yu
[Kwak, Zhang, Yu, 2019] suggest, firms can obtain legitimacy when the local market per-
ceives them as trustworthy. While the CBEC can be significantly useful to enhance the
companies’ reputation. The marketplace platforms usually are responsible for providing
assistant to build trust and reduce uncertainties [Qi et al., 2020].

Given the specialties of CBEC, researchers suggest that firms could apply the online
platforms as the springboard to achieve international expansion. Y. Luo and R. Tung de-
fine the international springboard as firms’ global strategy to pursue opportunities and
strategic assets, take advantage of favorable foreign institutions, and further strengthen
their global competitiveness. [Luo, Tung, 2018]. The springboard approach has been
widely referred to in recent articles examining internationalization, while few papers
have used it to portray the CBEC development. To promote the Chinese traditional
medicine cultural industry, L. Xie and G. Chen argue that firms can expand globally
using the CBEC as a springboard since the Chinese government strongly supports both
industries [Xie, Chen, 2021]. H. Kim and H. Lee also report that firms should improve
their information and marketing capabilities and apply the CBEC springboard to mod-
erate performance [Kim, Lee, 2016]. Therefore, the springboard approach is promising
to explore practitioners’ experience applying the CBEC in international markets.

Despite the literature elucidating the CBEC'’s significance, extant investigations have
not presented sufficient practical knowledge about the CBEC operation. More specifi-
cally, how entrepreneurs perceive the CBEC in their international commercial practice
has not been clarified yet. The same is true for studies of the factors affecting the effi-
ciency of CBEC in the dynamic global environment. The following subsection reviews
the prior literature identifying the CBEC performance determinants.

The determinants of CBEC performance. Numerous studies have explored the per-
formance determinants of CBEC. One of the most vital factors is the company’s ability
to apply information technology, which facilitates upstream and downstream integration
and improves operational performance [Yu, Huo, Zhang, 2021]. Meanwhile, logistics ser-
vice quality also plays an essential role in CBEC’s success [Niu et al., 2019; Sun, Gu, 2021].
S.-L. Huang and Y.-C. Chang emphasized that CBEC firms’ most crucial operation driver
is creating value and trustworthiness in overseas markets [Huang, Chang, 2019]. Based
on the experience of Alibaba, J. Kwak, Y. Zhang, and J. Yu highlight the importance of
legitimacy building for CBEC’s market acceptance [Kwak, Zhang, Yu, 2019]. Companies
could promote their sales by developing “E-trust” in host markets [Fernandez-Bonilla,
Gijon, De la Vega, 2022]. The emergency of CBEC creates massive learning potential for
its performance determinants, whilst most of the literature focuses on companies’ own
overall capabilities, and less attention has been left to the CBEC website structures.

To directly contribute to broadening the CBEC knowledge and the managerial do-
main, among plenty of determinant’s investigations, our interest revolves around the
setting of companies’ purchasing platforms, as these factors are directly controlled by the
practitioner and influence consumer shopping behavior [Zhu, Mou, Benyoucef, 2019].
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In the cross-border commercial context, a well-accepted return policy can increase con-
sumer confidence in the quality of products and, therefore, their willingness to purchase
[Shao et al., 2021].

The digital platforms’ technological quality and diversity also influence consumers’
utilization of the CBEC. Consequently, retailers can promote purchasing intention by dif-
ferentiating the platform’s settings and providing more alternatives to the customer journey
[Wagner, Schramm-Klein, Steinmann, 2020]. Entrepreneurs are required to invest in the
platform to build relationships with customers [Chen, Yang, 2021] and provide personal-
ized purchasing experiences that resemble offline retail to meet consumers’ preferences
[Cui et al., 2020]. Such preferential website settings involve minor information asymmetry
and more possible payment choices for the consumers [Zhang, Chen, Zuo, 2020]. Hence,
language and payment settings become explicit biases for consumers because they look
for the possibility of making purchases in native languages and country’s own currency
[Huang et al,, 2021]. Early, E. Gomez-Herrera, B. Martens, and G. Turlea report that ef-
ficient platform usage and payment system diversity could increase CBEC performance
[Gomez-Herrera, Martens, Turlea, 2014]. Further, E. Turban with co-authors augment
that the CBEC platform should offer multiple choices regarding languages, currencies, and
payment methods to satisfy diverse international consumers [Turban et al., 2018].

Multiple language choices ensure that consumers in different countries purchase
online efficiently [Huang, Chang, 2019]. Avoidance of the language barriers opens the
retailer to different markets; the language selection is the option that puts the choice
in the consumer’s hands and personalizes the online shopping experience, making the
digital platform close to the domestic offline commerce [Nambisan, Luo, 2021]. There-
fore, the number of accessible languages can represent the personalization of CBEC plat-
forms, which can be increased thanks to the rapid development of information techno-
logy [Han, Kim, 2019]. Given that the number of consumers with a command of multi-
ple languages has been growing and the web translation technology has also been greatly
improved, it remains unclear whether the languages available on the CBEC platform still
significantly influence consumers’ purchasing intention. In this context, the following
hypothesis is formulated:

Hypothesis H1. The personalization of language settings has a positive influence on
the cross-border e-commerce performance.

Consumers prefer to pay safely and efficiently with their country’s currency and
through reliable local payment systems [Ding, 2018]. It requires particular CBEC in-
frastructures, including inclusive and cost-efficient online payment systems, consider-
ing that cross-border transfers are usually subject to a certain amount of commission
[Gomez-Herrera, Martens, Turlea, 2014]. Therefore, the efficiency of online payment
systems is another essential factor that motivates consumers’ shopping intention and
influences the CBEC platform’s performance. One way to improve the payment effi-
ciency is to diversify the payment structure and affiliate with suitable payment proces-
sors [Tu, Shangguan, 2018]. Therefore, the flexibility of payment structure represented
by the number of options for paying can positively affect platforms’ performance [Tur-
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ban et al., 2018]. Whereas many mainstream payment processors have achieved global
penetration over the past years, such as Mastercard, Visa, and China UnionPay [Cross-
Border E-Commerce..., 2019]. It is therefore important to test if the number of payment
options available to a website remained positively correlated with its performance. To
draw a hypothesis:

Hypothesis H2. The diversity of payment structure has a positive influence on the
cross-border e-commerce performance.

Trust on the Internet is demonstrated to be positively relevant for operating cross-
border e-business, especially in the context of high demand for trust [Valarezo et al,,
2018; Cuietal., 2020]. Based on European Union (EU) digital markets, A. Résner, J. Hau-
cap, and U. Heimeshoff indicate that the customers’ trust and purchasing intention in
CBEC are positively subject to privacy protection [Rosner, Haucap, Heimeshoff, 2020].
It can be a tough challenge to CBEC enterprises because of the different enforcement in
each part of the world and the continuous change in the laws on privacy protection [Li,
2005]. The possibility of being frauded is rising due to the increasing sophistication of
fraud techniques, which is a severe threat for the consumer and sets specific boundaries
to the operation of CBEC [Guo et al., 2018]. In the CBEC platform management, privacy
and consumer protection must be enforced rigorously [Xiao, Zhang, 2020]. Thus, the
following hypothesis is provided:

Hypothesis H3. The platform’s privacy protection commitment has a positive influence
on the cross-border e-commerce performance.

To summarize, prior studies mainly consider companies’ own managerial capabili-
ties and undertaken in the emerging stage of the CBEC. In the quantitative part of the
given research, specific CBEC platform’s structural factors have been considered, in-
cluding personalized retailing experience in terms of language preference, well-defined
payment structure, and explicit statements about privacy, and highlight the global envi-
ronmental dynamics, examining whether these factors remain significant. The need is
now to investigate the efficiency of these retailing platforms, with already these features
considered: the growth in online purchasing and the evolving global environment in the
COVID-19 and digital era.

METHODOLOGY

Research design. The main interests of the present study are to explore practition-
ers opinions about adopting the CBEC to internationalize and test the platform struc-
tural factors in the dynamic market context. The identified research questions have been
addressed through a mixed methodology. The qualitative approach included interviews
with entrepreneurs with the aim of understanding their perceptions of CBEC’s practice
in international markets and their preference for platform settings. Subsequently, the
quantitative part involved a confirmatory regression analysis to test the formulated hy-
potheses and clarify the relationships between the platform performance and specific
structural factors.
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As previously mentioned, most extant literature on CBEC characteristics is descrip-
tive and stays in the theoretical stage. Hence, this study attempted to explore the CBEC
operation more profoundly based on practical specification through gathering and analyz-
ing entrepreneurs’ perceptions from semi-structured interviews. The qualitative method is
widely applied in similar research, which is useful when researchers pursue comprehensive
and in-depth insights about the phenomenon in its natural context [Gehman et al., 2018].
Interpretivism thus was our philosophical underpinning for the qualitative part.

Further, the gap to close is to examine whether the same platform structural factors
that were influential to CBEC before are remaining effects nowadays. Our interest was
to detect if these factors still significantly affect the CBEC performance and whether
certain noteworthy changes exist. Intending to understand the website structures on
which companies can invest in promoting their CBEC performance, a critical revision
of its determinants was firstly implemented through a systematic literature review. Af-
ter retrieving the appeared structural factors from extant research, the proportions of
their appearance in the literature have been calculated. Key studies that investigated the
website setting factors are listed in Table 1 below. Furthermore, the main determinants
have been screened and confirmed by semi-structured interviews with business owners.
Finally, the platform structural factors that most frequently appeared in prior literature
and were accepted by practitioners include: platform personalization regarding languag-
es choices (with an appearance rate of 9% in 79 selected papers), diversified and efficient
payment systems (8%), and explicit statements about privacy protection (5%).

Table 1. Key papers involved platform structural factors

Source Platform structural factors

1 2

Product description and communication

[Mou et al., 2019] (language), product tracking, return and
refund policy

[Mou, Zhu, Benyoucef, 2020] i}:\(/):lsgnif:tc ription (language) and

[Gomez-Herrera, Martens, Turlea, 2014] Language, delivery, and payments systems.

[Turban et al., 2018] Language, currencies, and payment methods

[Chen, Yang, 2021] Website ease of use (language)

[Han, Kim, 2019] Informedness development (language)

[Xiao, Zhang, 2020] Foreign exchange receipt and payment
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End of Table 1
1 2
[Yang, Yang, Yang, 2014] E-marketing, electronic payment
[Tu, Shangguan, 2018] Payment setting, customer trust, and privacy
[Rosner, Haucap, Heimeshoff, 2020] Consumer protection and privacy
[Huang, Chang, 2019] Trustworthiness (language and privacy)
[Valarezo et al., 2018] Internet trust (privacy)
[Wagner, Schramm-Klein, Steinmann, 2020] Alternative e-channel touchpoints
[Cui et al., 2020] Relational commitment
[Shao et al., 2021] Return policy statement
[Guo et al., 2018] E-marketing setting
[Strzelecki, 2020] Content delivery network setting

The corresponding hypotheses have been built in the previous literature review sec-
tion and these factors are treated as the independent variables for further quantitative
analysis (Table 2).

Table 2. Variables and definition

Variable Definition
CBEC performance Total online revenues in millions of dollars in
2020
Personalization The number of possible language options
Payment structure The number of apllied payment methods
Privacy Privacy enforcement on the platform

Needed to investigate the influential role of each factor, a quantitative multiple re-
gression has been chosen given its reliability for these types of research [Sreejesh, Mo-
hapatra, Anusree, 2014a; 2014b]. The regression analysis has been conducted for the
advantage of representing the relationships between each independent variable, namely
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language personalization, payment system, and privacy commitment; and the depend-
ent variable, identified as the CBEC performance.

To represent the dependent variable CBEC performance, the number of clicks done
in a certain period was firstly considered. In other words, how many times have consum-
ers accessed a particular company’s website either to have a look or eventually to buy its
products. Based on the evidence, counting the clicks is not representative because many
consumers may enter the website without buying any product. Hence, the volume of
sales has been chosen and, the main options were whether considering it as the sum of
money earned from sales in a determined period, whether considering it as the number
of sales done in a determined period. Eventually, CBEC performance was measured as
the total online overseas revenues in millions of dollars in 2020.

Data collection and analysis. The required data have been collected mainly through
purposive semi-structured interviews and surveys. The B2C CBEC firms from the fash-
ion goods industry were considered as our research sample. Companies whose adver-
tisements frequently appear on social media were specifically targeted. The data collec-
tion process consisted of two steps. The first one was to gather qualitative data through
in-depth semi-structured interviews. The provisional plan, which included 50 inter-
views with firms’ managers, was reduced due to the pandemic. The interview process
was stopped when responses from informants became recurring and the material col-
lected gave us potentials to approach desired level of theoretical saturation [Saunders,
Townsend, 2016]. Overall, the sample size for the interviews included 35 entrepreneurs
worldwide (12 Russian, 15 Chinese, and 8 European practitioners), to whom a variety of
questions concerning the ownership of a CBEC platform was asked. Most of the inter-
views were conducted online in English via video conference (45 to 60 minutes long).

The interviews have been conducted for both qualitative and quantitative analysis.
In the first step of qualitative analysis, these interviews aimed to detect entrepreneurs’
perceptions and experiences about operating the CBEC in international markets, par-
ticularly compared with conventional internationalization patterns, such as the Upp-
sala model [Forsgren, Hagstrom, 2007] and the network approach [Ratajczak-Mrozek,
2012]. In addition, during the interviews, the entrepreneurs’ intention regarding specific
settings of online platforms was specifically concerned, such as the multiple language
settings, diversity of payment methods, and privacy commitment. Informants’ feedback
was essential to verify the knowledge retrieved from the literature review and locate the
critical platform setting factors for the second step of analysis. A content analysis has
been subsequently performed based on collected interview transcripts (quoted in the
following section as “informant + number”), in order to identify and synthesize opin-
ions about CBEC’s operation in international markets and specific platform structural
factors.

In the second step of quantitative analysis, after the objective factors were settled, data
of these factors have been collected through direct surveys and a dataset has been con-
structed for further quantitative analysis. Including the companies from which practition-
ers for interview had been approached, the sample size was further expanded for quanti-
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tative analysis through extensive Google search. The control variables are the size of the
company (number of employees between 100 and 300), and its experience in implement-
ing the CBEC (the company has been in the CBEC industry for between 5 and 10 years).

In doing so, it has been ensured that the performance of sample companies is mainly
influenced by the independent variables involved. Finally, the sample comprised 150 ob-
servations distributed: 45.33% (68) — Chinese; 14.67% (22) — Russian; 30% (45) — Eu-
ropean, and 10% (15) — USA enterprises. Most of the observations are taken from the
Chinese market since China is the world’s largest e-commerce market with over 200 mil-
lion online consumers [Fan, 2019; Xiao, Zhang, 2020]. And a commentary from the
Ecommerce News says that Europe follows the trend: 23.55% of total e-commerce in Eu-
rope in 2019 was carried out in CBEC platforms?. Such a dataset composition allows us
to cover all the major markets oriented to CBEC in the current situation. The platforms
of sample CBEC companies have been browsed for directly collecting the necessary data
from their websites. The number of languages options, the diversity of payment systems,
and the existence of privacy enforcement, all the required data about objective inde-
pendent variables have been individually extracted from each enterprise’s websites. And
the data sources of dependent variable (total online overseas revenues in millions of dol-
lars in 2020) include companies’ balance sheets and press releases, published industrial
reports, and authoritative databases such as the MarketLine, Refinitiv DataStream, and
Wind-Economic Database.

EMPIRICAL ANALYSIS

Qualitative findings and discussion. Overall, this study highlights a positive re-
sponse about taking advantage of CBEC to establish direct communication with over-
seas consumers and process internationalization. To date, few studies have criticized the
consequences of implementing the CBEC. Academics and practitioners recognize the
increasingly essential role that CBEC plays in the international market due to the turbu-
lence of globalization and the rapid wave of business digitalization [Tolstoy et al., 2021].
This tendency can still be noticed from the phenomenon that the CBEC is becoming the
favorite choice for businesses to penetrate foreign markets and achieve internationaliza-
tion [Qi et al., 2020]. To provide sufficient empirical evidence necessitating the CBEC,
the following text reports the entrepreneurs’ perceptions on CBEC in the light of inter-
nationalizing.

Internationalization is always described as a complex process with long duration and
multi-stage characteristics that deserves extensive scholarly attention. Specific models
have been built to systematize such an intricate business process [Panibratov, 2017].
Among them, the Uppsala model [Forsgren, Hagstrom, 2007] and the network approach
[Ratajczak-Mrozek, 2012] are the most established theoretical models portraying the
process of a company’s internationalization. The dynamic patterns elucidated by these

4 Ecommerce News. 2020, June 4. 24% of ecommerce in Europe is cross-border. Ecommerce News.
URL: https://ecommercenews.eu/24-of-ecommerce-in-europe-is-cross-border/ (accessed: 03.07.2021).
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two frameworks make vital contributions to the scholarly advancement of international
business. These two basic models are specifically listed not only because of their
theoretical dominance in explaining firms’ overseas expansion, but also because of the
long history and widespread appearance of the phenomena pictured by these frameworks.
Acknowledged by practitioners, these two models have long been guiding companies’
foreign expansion, playing an integral role in their strategic decisions. Compared with
these two conventional internationalization paradigms, our informants have drawn a
distinctive picture regarding the CBEC as an internet-based expansion approach.

The Uppsala model depicts the phenomenon that firms initially enter geographi-
cally close foreign markets, followed by expansion into distant overseas markets relying
on the practical knowledge gained from previous experience, portraying a “learning-by-
doing” process [Forsgren, 2002]. This is a gradual independent path of internationaliza-
tion based on experience acquiring but requires enormous resources and entails high
transaction costs. In certain conditions, firms still fall into the dilemma of market access
restrictions and lacking local knowledge.

Instead, CBEC offers entrepreneurs a shortcut to learning and expanding. In con-
trast to the traditional model’s sophisticated process and institutional barriers, the CBEC
provides a much shorter transaction flow and lower threshold for markets entering. It
emerges as a plausible choice due to its efficiency in reducing transaction costs [Qi et
al., 2020]. Various services accessed from local marketplace platforms and technology
providers enable firms to enter markets smoothly, receive adequate host knowledge and
diversify marketing strategies, along with reasonable transaction costs. The company
does not need any entity in the target host markets. The transaction is conducted on
the company’s website or third-party market platforms through the Internet. Thinking
about setting up a stand-alone website with a shop function can ensure a high level of
independence and flexibility. In parallel, existing local platforms allow companies to sell
products without obtaining particular local experience and market knowledge. As the
interviewees have emphasized:

“When entering a foreign market, the first step is to address issues related to market
access. CBEC has a huge advantage in this regard. We can quickly process the business
licence with the help of local third-party platforms and our products can pass the quality
inspection process more conveniently” (Informant 11).

“Pre-market research is still necessary, but if we choose the CBEC, necessary informa-
tion can be easily obtained without spending a lot of money and time. We can quickly and
effectively access local knowledge, understand markets information and consumer trends,
describe our products in a way that better matches the language and preferences of local
consumers” (Informant 2).

Another commonly adopted internationalization strategy is establishing a host net-
work of relationships with local entities instead of independently operating in foreign
markets [Tomaszuk, 2017]. Formulating connections can secure assistance for multi-
national activities from various local organizations regarding the accessibility of infor-
mation, resources, and institutional supports [Johanson, Mattsson, 2015]. The interna-
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tionalization strategy is recommended to depend on the firms’ peculiarities, available
resources, and ability to integrate with other business communities [Dragun et al., 2020].
Whether horizontal or vertical cooperation, the network approach can always lead to
increased productivity, lower average costs, and economies of scale. Although build-
ing ecosystems can facilitate the creation of business communities and group members’
support, it inevitably leads to divergent interests and disputes. The over-communication
among firms also leads to time consumption and resources waste, increasing unneces-
sary transaction costs. In this context, CBEC offers a relatively neutral model of coopera-
tion. Companies and local third-party platforms or technology providers work together
selectively within appropriate parameters. This partnership model is focused on firms’
interests and allows them to choose the cooperation patterns and areas according to
their needs, without being overly dependent on other companies and being forced to
make concessions on specific deals. As the informant has suggested:

“Entering the market through partnerships with local entities is effective, but it is chal-
lenging to achieve satisfactory results. CBEC offers a partnership model with a low level of
integration. We rarely have a conflict of interest with local third-party platforms, they give
us a variety of options, and we make the settings that maximise our interests based on our
own circumstances” (Informant 18).

Furthermore, considering the autonomy issue, companies internationalizing
through the Uppsala model or the network approach are in an entirely distinctive situ-
ation. The Uppsala model offers companies complete autonomy and spaces for rational
decision-making since it is their independent path [Dragun et al., 2020]. In contrast, the
network approach seeks cross-border cooperation and lacks autonomy and independ-
ence. In most cases, companies within the network need to negotiate to reach a decision
in all members’ interests. Enormous difficulties and compromises of cooperators usu-
ally accompany such a process. Firms based on CBEC platforms can have more flexible
solutions comparing with these two models. It is unnecessary to control the transaction
process entirely or rely on others heavily. The CBEC allows companies to decide which
operations to manage themselves or outsource to others according to their strategic
needs. Our respondents have claimed:

“It depends on the situation. We may wish to exercise greater control over the use of
digital assets in certain application areas and relinquish autonomy in other areas where we
are incapable. The CBEC left the choice in our own hands” (Informant 5).

“The CBEC is a way to gain the convenience of collaborating with other companies
without sacrificing our autonomy” (Informant 21).

Noteworthy, the interviewees found the metaphor of a springboard very graphic. The
turbulent global business environment can be seen as a severe challenge also a unique
strategic opportunity for entrepreneurs. CBEC is a springboard for entrepreneurs to seize
this opportunity. With the rapid development of digital information technology, entrepre-
neurs can enhance firm’s reputation and competitiveness in global markets [Katsonis et al.,
2019]. While supporting a steady stream of business activity, it is also possible to further
expand the foreign markets and internationalize. Traditional import and export trade is
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progressing slowly, the CBEC as a springboard has evident advantages for firms to leap-
frog the limited domestic market and fierce competition, and sustain a stable international
presence [Hanell et al., 2019]. Table 3 presents the comparation between the CBEC spring-
board with prior paradigms of the Uppsala model and the network approach.

Table 3. Comparison of CBEC with typical internationalization paradigms

Paradigm Advantages Disadvantages
— Based on information flow — Subject to technology changes
— Low barriers for entering markets | — Markets selection mistakes
CBEC — Lower transaction costs — High fees paid to technology
— Bypass the middlemen providers or third-party platforms
— Flexibility to market dynamics — Lack of dynamic market information
— Based on experience — Insufficient local knowledge
— Complete autonomy — Huge resources demand
The Uppsala | — A gradual process of expansion — High transaction cost
model — Rational decision-making — Continual risk exposure
— Expanded knowledge and — Tariff barriers
information
— Based on relations — Conflicting interests within the group
The network | ~ Motivation from the group - Lflclf of autonomy and dept.zndency
member — Limited means of cooperation
approach ~ Ad . 3 i o
equate assistance Over-communication and resources
— Increased productivity waste

As an emerging pattern of international trade following the rise of e-commerce,
CBEC’s superiority also ensures it replaces parts of traditional import and export trade
within a short period. However, the features as stability and transparency of traditional
import and export trade are hard to achieve by online format at the moment [Yao, Yan,
2019]. Therefore, the CBEC and traditional import and export trade will develop in a
complementary manner in the long term. Given the long history and well-established
process of traditional international trade, the CBEC has drawbacks as it lacks practice.
While national governments considerably well regulate the former, the CBEC is yet
in the development process, and fewer explicit policies are put in place to govern the
sustainable development of CBEC. It brings practical problems that are urgently to be
solved, including incomplete customer service, returns policy, and payment procedure.

Although the CBEC enables the flexibility to deal with the business environment
dynamics, it is subject to technological updates [Ding, 2018], which requires a high level
of asset specificity integration to face technological uncertainty. The interviewees have
expressed their concern that the firms’ total cost may not really reduced, but only the
transaction costs of the offline activities were transferred to the inputs in the online
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platform, such as the registration fees for the third-party platform, the expenditure on
additional service from third-party platforms, the cost for e-store design, the fees tied
to the payment systems, and costs imposed due to technological updates. In this case,
further investigations are needed to explore whether the CBEC effectively reduces busi-
ness transaction costs.

Moreover, other barriers to the CBEC development apart from those exhibited in
Table 3 also need to be taken into account. For instance, the institutional regulations
and technology access could be significant obstacles for practitioners to operate CBEC
in international markets. The Chinese government’s “Great Firewall” and the Russian
market under sanctions as two great examples. The Chinese government’s “Great Fire-
wall” makes websites of foreign brands inaccessible, which has caused difficult barriers
for foreign companies to enter the Chinese market through independent websites and
mainstream social media. Meanwhile, companies from Russia have been restricted in
terms of Internet connectivity and technology accessibility due to imposed sanctions.
Russian firms intending to expand in foreign markets continue to face the dilemma of
disconnections or complete lack of connectivity to their websites, which makes it dif-
ficult for them to advance overseas expansion plans. The informants have explained:

“Advertising content posted through social media, such as Google, YouTube, Facebook,
Instagram, etc., cannot be delivered to Chinese consumers via the Internet, making it costly
and challenging to promote our business through CBEC” (Informant 30).

“We (Russian retailers) are at a disadvantage in the process of internationalization as
sanctions limit access to critical technologies and foreign markets when applying the CBEC
approach” (Informant 33).

Such vitally contextualized information from Chinese and Russian interviewees
leads to the consideration whether the differentiated institutional environment and spe-
cific country of origin influence the implementation of CBEC. As yet, how to overcome
these issues and apply the CBEC effectively await further empirical investigation.

While the efficiency of institutions considerably influences the business operation
[Peng, Wang, Jiang, 2008], especially in cross-border markets, laws and regulations that
related to the CBEC operation are currently yet to be improved. J. Doh and co-authors
[Doh et al., 2017] identify those conditions where institutions are either not functioning
optimally or completely lacking as “institutional voids” To ensure the efficient and
sustainable development of CBEC, maximize the function of CBEC as a springboard,
government agencies should actively establish relevant systems to address institutional
voids in the CBEC area: not only for broad-based supports to promote the use of CBEC
by businesses but also for policies that can effectively govern the development of CBEC.

Besides, entrepreneurs must carefully consider the host countries’ privacy protec-
tion policies when operating the CBEC to obtain legitimacy and market trust. Most
countries continually change their rules regarding consumers’ privacy to strengthen the
protection of platform users. For instance, the EU introduced a General Data Protection
Regulation (2016/679) that makes the policy homogeneous within the EU and strength-
ens the data protection for national and international transactions, giving back to citi-
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zens the control of their personal information®. During surveys, it is found that every
CBEC website displays a message regarding privacy rights as the regulations established.
It is already the basic setup of e-commerce platforms, and the protection of privacy and
information for online consumers has become a consensus among practitioners. Previ-
ous studies have demonstrated the significance of privacy protection, and the impor-
tance of this topic cannot be underestimated [Lii, 2005]. Given all sample companies in
this study have provided privacy protection-related website settings, there was no point
in considering this variable and testing the hypothesis H3. In this regard, the hypothesis
H3 has been excluded in the subsequent regression analysis.

Taking all the findings from qualitative analysis, the emerging CBEC has been be-
coming an indispensable part of international markets, despite the problems that need to
be addressed. Compared with traditional internationalization paradigms, CBEC is more
promising in enterprises’ decision-making and serves as a vital enabler of enterprises’
access to overseas markets [Xue, Li, Pei, 2016]. Considering the much lower markets en-
try barrier that the CBEC springboard can offer, companies can find the CBEC reason-
ably suitable and reliable for catching significant opportunities to reach a more extensive
customer base and expand into new markets. In the current adverse global environment,
CBEC provides sufficient assistance in maintaining normal business operations, even
further expanding in international markets. In the long run, CBEC will also be the best
choice for companies to enter foreign markets and achieve internationalization in the
post-COVID-19 era.

With the CBEC becoming more common and essential in international markets,
there is an increasing need for e-commerce research that investigates the factors con-
tributing to the success of global electronic commerce [Cui et al., 2020]. Meanwhile,
the Black Swan in 2020 shocked every industry, especially cross-border business. Con-
sidering the evolving global environment and technology applications, the influence of
CBEC’s performance determinants could have changed simultaneously. The next step of
analysis is to exam if those factors still affect companies’ performance.

Statistical analysis and reports. The regression analysis emphasizes the relation-
ships between the two regressors and the dependent variable, CBEC performance. The
results indicate how these structural determinants allow CBEC to operate efficiently
through the ordinary least squares analysis. Comparing the results of F-tests between
multiple regressions, the model that best suits the data has been chosen and its formula
is shown as:

CBEC performance = -0.082 + 0.211 . personalization + 0.001 . payment.

Table 4 presents the regression outcome.

5 Regulation (EU) 2016/679 of the European Parliament and of the Council of 27 April 2016 on the
protection of natural persons with regard to the processing of personal data and on the free movement of such
data, and repealing Directive 95/46/EC (General Data Protection Regulation) (Text with EEA relevance).
2016. Official Journal of the European Union. May 4. URL: https://eur-lex.europa.eu/eli/reg/2016/679/0j
(accessed: 22.07.2021).
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Table 4. Regression analysis results

Variable Coefficient Standard error t-value Pr[>|t]
[Intercept] -0.082 0.038 -2.143 0.034*
Personalization 0.211 0.006 35.884 0.000**
Payment 0.001 0.007 0.219 0.827

Note:* — p-value < 0.05, ** — p-value < 0.01.

The outcome of the regression analysis shows that platform personalization in lan-
guage settings is positively related to the CBEC performance with a coefficient of 0.211.
In other words, multiple language choices have positive influence on the total sales,
in being more user-friendly. Previously, it has been demonstrated that having the op-
portunity of communicating in a shared language in specific environments is essential
[Gomez-Herrera, Martens, Turlea, 2014; Turban et al., 2018]; in our cases, such positive
influence of language inclusiveness on CBEC performance still exists.

The results about the platform payment structure reveal an evident change along
with the technology development and digitalization tendency. The equation presents
that a unit change in the payment structure corresponds to a 0.1% increase in the CBEC
performance. However, such a relationship is not significantly proved based on our con-
structed dataset. Prior research reports that consumers are tempted to buy when they
have more options for paying. However, our study surprisingly drew a distinct conclu-
sion: more payment options may not effectively lead to increased CBEC sales. This could
be attributed to the technology advances and the widespread acceptance of the use of
mainstream third-party payment platforms in international markets, consumers have
become less demanding and sensitive in terms of the payment options available to them.

In conclusion, our study failed to reject hypothesis HI but succeeded in rejecting
hypothesis H2. The regression analysis confirms the positive influence of personalized
language settings on the CBEC performance elicited in the literature review and ex-
pressed by the practitioners involved in our research. This factor previously suggested
to have the most significant impact continues to positively influence the CBEC perfor-
mance in the current environment. In terms of payment systems, the diversity of this
platform setting has no longer significant positive influence on the CBEC performance.
Considering the results of qualitative analysis, the hypothesis H3 was excluded from
quantitative regression testing. Nevertheless, even not included in the model developed,
the factor “privacy commitment” may not have as significant an impact on consumer
perception as it did when CBEC first emerged. This point can be augmented based on
the fact that almost every country has enforced strict regulations on the privacy protec-
tion of e-commerce; privacy enforcement has already been a basic setup of digital plat-
forms. Each website displays a message regarding privacy rights; the privacy protection
has become a consensus in CBEC industry.
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Entrepreneurs must recognize the meaning of CBEC platform performance de-
terminants. According to our quantitative results, multiple language choices are most
significantly and positively related to CBEC performance. Companies contemplating
accessing global markets and achieving internationalization through e-commerce chan-
nels should pay greater attention to their website language settings. Foreign companies
can effectively increase their sales in the host country market by translating the language
of their websites into local ones. Mother tongue perception when browsing shopping
websites can be an essential issue for consumers’ decision-making. Case in point, if the
product description is only available in English and the pricing is only listed in U.S.
dollars, most non-native English-speaking consumers will stop browsing the website
and abandon the purchase. Moreover, the online payment structure has less influence
on consumers’ buying decisions nowadays due to the global-scale penetration of main-
stream third-party payment platforms, such as Mastercard, Visa, and China UnionPay
[Cross-Border E-Commerce..., 2019]. After translating website language into the local
language and converting the product prices into the local currencies, the company still
needs to provide the payment options commonly used in the international markets.

CONCLUSION

Based on the practitioners’” perception, this study enhances the understanding that
CBEC is the leading option for companies to operate in international markets nowadays
and potentially become the dominant channel for firms to penetrate foreign markets in
the future. The reflection about the increase of cross-border online purchasing and the
number of newly established CBEC enterprises brings us to conclude that this platform
has massive growth potential. Through the springboard perspective, this study com-
pares the CBEC approach with two basic conventional internationalization paradigms,
the Uppsala model and network approach that are prominent in both academia and
practice. The uniqueness of CBEC obtained from our qualitative analysis demonstrates
it an ideal choice for companies to deal with the short-term global dynamics and long-
term internationalization.

The content analysis based on interviews and literature review helped us locate
platforms’ structural performance-determining factors, including personalization in
language settings, payment systems, and privacy commitment. The variable of privacy
protection has been excluded from hypothesis testing since it is a consensus in the CBEC
industry. The regression analysis confirmed the positive influence of platforms” multi-
ple language settings on CBEC performance. While the payment systems factor has no
significant effect due to the common acceptance of mainstream third-party payment
platforms. Overall, these factors must be carefully considered and under control by en-
terprises. Given the global business dynamics, investing in a personalized setting, being
updated on the country- and international-level privacy policies, and choosing a repu-
table payment processor are the winning keys to operating the CBEC in international
markets.
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Contribution. This study puts in evidence the strengths of CBEC and specific
structural determinants on which an enterprise can invest to respond to the continu-
ally changing international markets. More profound insights have been provided into
the CBEC’s operation from practitioners’ perspective, thus contributing to the literature
with holistic and in-depth empirical specifications. Specially, this study heeds the call
to consider the CBEC as a novel method to achieve internationalization instead of a
supplement to traditional offline marketing strategies [Cassia, Magno, 2021; Qi et al.,
2020]. In doing so, an exploratory qualitative analysis, combined with the comparation
between the CBEC and two basic internationalization paradigms, sheds light on the sig-
nificance of applying the CBEC as a springboard to penetrate overseas markets.

Furthermore, a quantitative test clarifies the influence of specific platform structural
factors on firms’ performance. In order to ensure the reliability and validity, the size and
age of companies have been treated as control variables, so as to collect the sample com-
panies from single industry of different markets. Noteworthy, the size of companies, the
experience of firms in digital commerce or offline trading, the knowledge of managers in
domestic or international markets, the industry to which the firm belongs, and the com-
pany’s country of origin, all these issues could have potential influence on the practice of
CBEC. Future investigations may contribute to the development of CBEC from these per-
spectives. Furthermore, two questions of great interest to practitioners have been raised:
whether the CBEC has substantially reduced the transaction costs of cross-border trade,
and how to overcome the technical, institutional, and environmental challenges in the
CBEC operation, and therefore, to effectively facilitate and govern the CBEC develop-
ment. These issues arising from practice may question existing studies, particularly those
which suggests the effectiveness of CBEC in reducing transaction costs and which omit-
ted the institutional elements when studying the development of CBEC.

From the managerial perspective, this research contributes to understanding the
choice of markets expansion modes in the increasing use of technology. The CBEC is more
responsive to market demands and dynamics than prior expanding paradigms. It has valu-
able implications for entrepreneurs who plan to approach global markets more efficiently.
A great implementation can be achieved by Russian firms, who are intending to survive
their business under sanctions and, firms from non-sanction-supporting countries, who
are intending to expand into the sanctioned Russian market. The Russian market has been
negatively affected in terms of disrupted supply chain, disconnected internet, restricted
transaction channels, and dysfunctional monetary transfer methods. Russian business
suffers significantly and urgently need a reliable method to maintain their commercial
activities. Meanwhile, numerous business opportunities have been created in the Russian
market by the withdraw of Western companies. In such situation, the CBEC approach can
be an optimal channel for Russian firms to sustain connection with foreign markets, where
internet and technology accesses are guaranteed; and for firms from non-sanction- sup-
porting countries to approach Russian consumers and promote their products.

Besides, the identification of platforms’ structural performance determinants sug-
gests to business owners that greater attention to the multiple language options is critical
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to the efficiency of a company’s operations in overseas markets. Communications be-
tween buyers and sellers should be conducted in a more acceptable way to buyers [Kwak,
Zhang, Yu, 2019]. The payment set may not significantly affect CBEC sales as much as it
did when the CBEC just started, but practitioners still must choose payment platforms
that are more widely available and reliable.

The CBEC is still relatively new in the big picture of international business. The
litmus test will be at the moment of data release concerning the CBEC performance
over a long period. Given the trade dilemma caused by the coronavirus pandemic and
geopolitical tensions, it is expected that the CBEC as a new commercial approach in
foreign trade development to play a more critical role in stabilizing a country’s export
trade. It enables multiple and diverse companies to participate in cross-border trade [Li
et al., 2018]. The CBEC may soon become a key facilitator of consumption growth as
the world confronts a prolonged pandemic in COVID-19. As the importance of novel
electronic strategies has been emphasized, the CBEC enables companies to diversify risk
instead of focusing only on the domestic market or a limited number of key interna-
tional markets.

Limitation and future research. Since the CBEC industry has not been emerging for
so long, statistical analysis based on longitudinal data is not available. Besides, the dataset
that has been constructed in this research covers companies with different country of ori-
gin. In fact, the national context potentially affects the promotion of CBEC and changes
the influence of specified platform setting factors on CBEC’s performance. Therefore, con-
textualized investigations are particularly suggested to explore the story of CBEC in dif-
ferent countries or markets. Moreover, the variables included in the regression analysis are
coming from the revision of the previous literature and supported by our interviewees;
future research should still study the effect of various factors on the CBEC performance,
such as the issues of brand authority, the size and age of companies, the experience of
them in offline trading or in domestic market in future investigations. Finally, the CBEC
could be an optimal choice for the business model innovation of international new ven-
tures (born-global). However, little research focuses on the CBEC implication for born-
global enterprises’ international expansion, while plenty of specialties could be presented
[Hennart, Majocchi, Hagen, 2021]. Future research can also take effect to bridge this gap.
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574

ITockonmbKy I7106a1bHas fleNoBasl Cpefia IOCTOSHHO Pa3BUBAETCs, TPAHCIPAHMYHAS STIEKTPOH-
Hasg KOMMEPLMA CTAHOBUTCA HEOTHEMJIEMON JaCThI0 MEXX/IYHAaDOJHOIO PhIHKa. B cTarbe aHa-
JIUSUPYETCA BOCIIPUATIE IPAKTUKAMY TPAHCTPAHUYHON 37IEKTPOHHON KOMMEPLMY KaK HOBOTO
KaHaJIa JiIsl paciuypeHys M paboTbl Ha I7I00a/IbHOM PbIHKE, a TAK)Ke CTPYKTYPHBIX (paKTOpOB,
OIpeNeAMNX IPOU3BOAUTENPHOCTD IIaTGOPMBL. VIccIenoBaHe COCTOUT U3 yIIyONIeHHbIX
HOTyCTPYKTYPMPOBAHHBIX MHTEPBbIO 1 0IIpocoB. Ha 0cHOBe 35 MHTEPBbIO ¥ HOCTPOEHHOI 6a3bl
JaHHBIX U3 150 Hab/MojaeMbIX KOMIIAHMI IPOBEJIeH CTATUCTUYECKMII 1 KOHTeHT-aHamus3. B ka-
yecTBe TeOPeTUYECKO OCHOBBI MICIIO/Ib30BAH «IOZIXOJ] TPaMIUIMHA». TpaHCTPaHMYHYIO 3JIeK-
TPOHHYIO KOMMEPIIMIO MOXKHO CUMTATh OITMMA/bHON J/IA KOMIIAHMII B OTBET Ha ITI06aIbHbIe
IIOTPACEHMA B KPAaTKOCPOYHOI IIEPCIEKTUBE U [ JOCTVDKEHNA MHTEPHALMOHAIM3ALINN B JOTI-
FOCPOYHOIT IePCHEKTHBE, @ TaKoKe Hanboiee )KeaTebHbIM BapMaHTOM /IS BefieHVs TPaHCrpa-
HMYHOI KOMMepuecKoit fesaTenbHoCTH ¢upM. Ilepconanmusaiys mpu BbI6ope MHOTOOOpasHbIX
A3BIKOB, HaJleXKHasA HACTPOIIKA IIATEXXHON CUCTEMBI 1 YeTKOe CoOofeHre KOHMIIeHIalb-
HOCTH Be6-caiiTa ABIAITCA OCHOBHBIMIU (aKTOPaMu, B TO BpeMs KaK pa3HOOOpasie A3bIKOBBIX
HaCTPOeK OKa3blBaeT HamOo/Iee 3HAUMTEIbHOE MOJIOKUTEIbHOE BIMAHMEe Ha 3G deKTMBHOCTD
TPAHCTPAHNYHON 37IEKTPOHHOI KOMMepIMM. DTO UCCIefOBaHNMe BHOCUT BKIAaJl B IMTEPATYPY,
Kacalollylocsi MHTepPHALMOHAMM3auu QUPM U CTpaTeruu paboThl Ha MUPOBOM PbIHKE, PACILN-
pAs 3HaHMA 00 yIpaB/IeHNY TPAHCTPAHMYHON 37IEKTPOHHOI KOMMepIMeil IyTeM CpaBHEeHMA C
TPaJVIIOHHBIMY TTApaUTMaMy MHTEPHAIVIOHAIM3AIMH 1 U3YYeHV KOHKPETHBIX (paKTOpOB,
onpegenAomyx warhopmy. MeXyHapoiHble IpeIPUHIMATENIN TAaK)Ke MOTYT M3BJIeYb BbI-
TOfy, IIOHMMAs TIPAKTUYECKME XaPAKTEPUCTUKM TPAHCTPAHMYHON S7IEKTPOHHONM KOMMEPLUU 1
obpaias BHMMaHIe Ha CTPYKTypHBbIe (aKTOPbI, ONpefe/Isoliyie IPOM3BOANTEIbHOCTD IIaT-
¢dbopMbl. YrIpaB/ieHUeCKMil TIOATEKCT, IIPEJIOKEHHDII B CTaTbe, MOXeT ObITh IPUMEHEH IIpK
HPVHATUN CTPATEIMYECKNX PeIleHMI, YTO CIIOCOOCTBYeT JjabHellleMy HOBbIeHo addek-
TUBHOCTM [IeATEIbHOCTY GUPM U B3AUMOENCTBIIO C I106aTbHOI 9KOHOMUKOIL.

Knrouesvie cnosa: TpaHCTpaHNYIHAA 3/IEKTPOHHAA KOMMEPUNA, NIPEANPUATUA, IIPAKTUKN, MEX-
AYHAapOIOHbIE PbIHKY, MHTEpHANVIOHA/IN3ALNA, (baKTOpr IIPpOM3BOIUTENIBHOCTU HIIaTCbOprI.
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