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Research on influencing factors of cross-border women’s
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Abstract

Women’s wear, a key category in China’s cross-border exports, faces significant operational challenges due to its inability to
accurately understand consumer behavior. This study first examines the key factors influencing women’s wear consumers in cross-
border e-commerce, including product and price factors, technological factors, cultural and psychological factors, and environmental
and situational factors. It then proposes a layered operational strategy based on a multi-level influence model: enhancing immediate
conversion through dynamic pricing and logistics visualization, reducing decision-making costs by establishing local return hubs, and
deepening brand emotional connections through traditional craft replication and storytelling marketing. This strategy aims to provide
theoretical support for the refined operation of the women’s wear market in cross-border e-commerce.
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